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No. 328—FLEXOLITE—Disston Steel 
blade; improved mounting of drop-forged, 
heat-treated aluminum alloy; ten counter- 
sunk fivets. Perfect balance with correct 
flexibility arid less weight: approximately 12 
ounces in 11-inch length. Straight basswood 
handle. Lengths, 1014, 11, 1114", 


No. 3388—FLEXOLITE—Same in design 
as No, 328 but with hardwood handle 
shaped to fit the hand, as illustrated. 


No. 28—Disston Steel blade with improved 
mounting, perfectly balanced. Straight 
basswood handle. Same in design as No. 
328, except that it has specially treated 
ferrous metal mounting. Lengths, 10, 101%, 
11, 114 and 12", all with ten countersunk 
rivets. More flexible; easier to use. 





No, 38—Same in design as No. 28 except 
that it has hardwood handle shaped to fit 
the hand as illustrated, 


MA“ERS OF “THE SAW MOST CARPENTERS USE” 


All the new Disston Plasterers’ Trowels are more flexible. The blades 
are thinner, more accurately ground. Improved mountings. Perfect balance. 


Disston No.7 NEVERSTAIN Trowel (Left) 
—Has a composition blade that cannot 
stain work containing acids, Made only 
11"x4%", with aluminum mounting, seven 
stainless steel rivets. Lightest trowel made. 
Weight only 9 ounces. 

DISSTON leadership is maintained with an entirely new 

line of Disston Plasterers’ Finishing Trowels; flexible, 


lighter, better mountings, perfect balance. 


A new steel, from the Disston Furnaces. Blades thinner, 
because of new accuracy in grinding, which puts the 
weight where it is wanted, making a more flexible blade. 


Improved mountings that give perfect balance make 


Disston California Texture Trowel (Right) 
—For applying the new texture finishes, 
and for work in close quarters. Disston 
Steel blade; improved ferrous metal mount- 
ing; five countersunk rivets. Shaped hard- 
wood handle. Made only 8 x 314”. 
Disston Trowels easier to use, preventing arm strain. 


They are lighter and feel even lighter than they are. 


These modern trowels for the up-to-date plasterer have 
a lacquer finish which keeps them always bright in your 
stock, preventing rust and finger marks. 


Write for booklet illustrating and describing the complete 
new line of Disston Trowels, made as plasterers want them. 


DISSTON 


HENRY DISSTON & SONS, INC., PHILADELPHIA, U.S. A. 


Canadian Factory: Toronto 


AMERICA’S FIRST MAKERS OF PLASTERERS’ TROWELS 
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Evin Milder Prospech X 


The Eclipse program of radio broadcasting which features \/ \/ 
the “Eclipse Clippers” for the fourth consecutive year com- 
bined with a series of national advertisements will tell the /\ /\ 


Eclipse story of mechanical excellence to more than a million 






lawn mower prospects. 


VV 


\ 


These two powerful selling forces reaching both listener and 
reader will create demand—insure easier sales and increase 
lawn mower profits for the dealer who features Eclipse. 














If you are not familiar with the Eclipse Line and the quarter century of 
service which stands behind it—write today for complete information. 





The Eclipse Machine Company 
DEPARTMENT H.A. 
PROPHETSTOWN, ILL. 
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generations of experience 
and progress 


Vaughan’s Vanadium Hammers set the stand- 
ard in quality tools because 


1. 


A special heat treating process gives them long life 
with strength and toughness to withstand the hard- 
est use. 


The driving face is rounded. 


Sides are curved to prevent denting wood in matched 
flooring and wainscoting. 


The handle is especially designed to prevent all jars 
reaching the hand or wrist. 


The handle is held securely by Vaughan’s expansion 
wedge. If it shows any tendency to become loose, 
it may be retightened by setting the wedge a notch 
or two deeper. The wedge assures an absolutely 
tight handle at all times. 


Here’s Greater Value for the Customer that Means 


Greater Profit for the Dealer 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


ae xs of Feme Hoots 
2114, Carroll Ave.. Chicago, Kit’ WS.A. 


















Made in 10, 13, 16 
and 20 oz. weights. 
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Springtime is Ladder Time 


Play Safe with Babcock Spruce 
Ladders 


They are Air Dried with Full 
Strength in Every Ladder 


Fruit Single 





Our Line includes Ladders for 
Every Purpose 


Send your Order 
We pay the freight 





W. W. BABCOCK CO. 
Bath, New York 











New York Office and Stock Philadelphia Office Stock 
Putnam Co. W. W. Plankinton, Rep. 4 
2401 Chestnut St., Phila., Pa. Single Ladder 


32 Howard St., New York City 


The Latest Platform Ladder 
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Each ARMSTRONG BROS. Pipe Tool is 


an Improved Tool that makes work easier, faster. 





This mark distinguishes 





these better pipe tools. 


Tue most complete line of 
tools for work on pipe up to 
two inches—and each a better 


tool. 


The ARMSTRONG BROS. Line of Better Pipe Tools offers much to retailers. 


It is the largest, most complete line of pipe tools for sizes up to 2” pipe. 
line of improved tools designed after exhaustive tests of all types and makes. 


It is the 
Each 


tool has not one or two, but a number of important improvements, features that 
make effective sales points, enthusiastic users, repeat customers. 


Of this line generally ARMSTRONG BROS. Better Tools are cleaner cut, 


lighter yet stronger. 
wherever 


are found 


ARMSTRONG 
BROS. 
SOLID 
co ; HASER. 
DIES Os a Ss 


Vanadium Tool 
Steel Chasers 
which are 
cast - welded 
solidly into 
the die body 





by a special process that prevents them 


from coming loose. 


priced dies with backed-off teeth. 


The only standard 


Cut 


easier, smoother, back off without tearing, 


hold their edges. 


Hardened Tool Steels, drop forgings and fine alloy steels 
they will 


add strength, longer life or efficiency. 
ARMSTRONG BROS. Pipe Tools, though bet- 
ter, sell at the standard prices and carry sub- 
stantial margins. National advertising, cata- 
logs, effective counter and mail sales mate- 
rials and permanent displays are furnished to 


help you build sales. It pays to push this line. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Av., CHICAGO, U.S.A. 











ARMSTRONG 


Tool Holders Lathe Dogs 
“C” Clamps 
Ratchet Drills 
High Speed Steel Bits 
Drop Forged Wrenches 


Armstrong-Vanadium 
Wrenches 


Chain Pipe Wrenches 
All Steel Pipe Wrenches 


ARMSTRONG BROS. 


Solid Dies and Stocks 


Adjustable 
Dies and Stocks 


Ratchet Stocks 
Pipe Cutters 
Chain Vises 

Hinged Pipe Vises 


Knife Blade Cutter 
Wheels 


7 
WRITE 
for Catalog 
B-27. Shows, 
describes and 
prices all 
ARMSTRONG 

Tools. 
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“We're Showing 4 Big a 
Profit-makers 
on This Page!” 


The famous PENNSYL- 


VANIA Junior, B.B. 


The SUPER Great 
American, B.B. (Roller 
Bearing Wheels) 


New Wm. Penn, B.B. 
One size only, 16-in. 
Retail price, $16.50, 
at Philadelphia 



















“Three of them,” says the Old Gar- 
dener, “‘are, of course, your old friends 
—the nationally known PENNSYL- 
VANIA Quality Mowers pictured here. 


“As for the fourth—well, self-praise 
may be a poor recommendation, but the 
records show that one of these life-size 
FREE cut-outs of ‘Yours truly’ will do 
a real selling job in any dealer’s window 
or store.” 


If you don’t already have one of these 
life-size cut-outs of the famous “Old 
Gardener,” write us today and be sure 
to ask, also, for our free package of 1930 
Dealer Helps, which will further help 
you to identify your store with PENN- 
SYLVANIA Quality. 


In writing, please mention your job- 
ber’s name and the names of all the 
PENNSYLVANIA brands you carry. 


PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd Street, Philadelphia, Pa. 


DENNsyLvaN[A 


LAWN MOWERS 
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sation ally A dvertised 
POULTRY NETTING 


Cut Down Inventory 
Increase Sales. 


LERT dealers, in ever-increasing numbers, 
stock and sell U. S. Poultry Fence exclu- 
sively....because it is the only netting that 
meets every demand of their trade. . . .because it 
enables them to reduce inventories. . . .speeds up 
turnover. ...increases sales and profits... .dis- 
courages price competition. 















Porn, 

5 Pony 

Successful &p 
Farmin : 











utherd, 
agriculturist 
















U. S. Poultry Fence is the ONLY nationally adver- 
tised poultry netting on the market... .the only net- 
ting the consumer knows and asks for by name. Ad- 
vertisements in leading farm and poultry publications, 
with circulation totaling millions, are now urging pros- 
pects to buy this modern netting from their dealer. 


Let us urge you to take advantage of the constantly 
growing demand for U.S. Poultry Fence! Standardize 
on this fast-selling netting--then watch profits grow! 

U. S. Poultry Fence is sold only through the regular 


wholesale and retail trade. If not familiar with this 
modern netting, write for miniature sample roll. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 














Manufacturers also of 


IMPERIAL 
Farm Fence 
Poultry Fence 
Lawn Fence 
Steel Posts 
Gates 

Flower Border 
Trellis 
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A message to PROGRESSIVE hardware merchants: 


And 


—- 
NIGH 


This great Spring Buying Number of Hardware Age is looked for with in- 
terest by 21,000 eager hardware merchants who wonder . . . What’s Spring, 
1930, got in store for me”? 


More aptly the thought should be. . . “What’s in my store for Spring, 1930”? 


Would old hammers, saws, chisels and so forth be replaced by others if NEW 
and BETTER ones were not available? 


New! ... it’s the cry of our age. Progress! ... when it stops then we shall 
cease to be a prospering nation. 

1930 America will be more modern in ideas—BU YING IDEAS—than ‘1929 
America. The wonders of 1929 may be the cobwebs of antiquity in 1930. 


It’s the NEW items that will bring in a greater number of 1930 buyers. 
And, remember, it’s the NEW items that show the best profit because there 
is a decidedly faster turnover. 


The hardware merchant who keeps in step with the times is not only the 
one who will get his share of the business, but will STAY IN BUSINESS. 


Water Coolers are no exception. Your best customer may consider his 
1920 model good enough if he sees the same thing in your window or on your 
floor. But show him a NEW one... a BETTER Cooler and very likely 
he’ll be a pretty warm prospect at first sight. And the new Cooler probably 
will not cost him more than his old 1920 model. 


here it is! NEW for 1930 


mighty master 
of water coolers 





Equipped with attachment for popular Vortex-Burt sanitary 
cup dispenser which is furnished FREE. 


Modern! Attractive! Better finished! More durable 
metal! And at a price that enables you to sell a lot of them 
—EACH SALE’ GOING RIGHT INTO THE PROFIT 
COLUMN AND BRINGING UP THE AVERAGE SALE 
OF OTHER ITEMS OVER THE “DEAD LINE.” 


Write on your letterhead for a sample “KNIGHT” Cooler 
and mention your jobber’s name. The sample will be sent 
PREPAID and you may return it without hesitancy if you 
don’t feel that it’s just the thing for your store in Spring, 
1930. 











TEN OTHER MODELS 
ALSO AVAILABLE 


ROTAX COMPANY 


580-586 EAST Bb5ed ST. ++ NEW YORE .N.Y. 


THEYRE NEARER! x. COM 


The “FORD” of the electrical refrigeration world 
Water Coolers and Household Refrigerators by ROTAX 
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and 
Dark 
Finish 


POULTRY NETTING 


Galvanized Before and Galvanized cAfter Weaving? 


Windows 


Doors and | 


Porches 


Y Stock ™ 


se ([_aProtitwa 


» REGULAR 
GRADE (12 

Y x13 mesh) 
~) and 14, 16, 
18, 20, 24 

fy and 30 mesh, 
gig) also EXTRA 
im HEAVY 
” GRADE (14 
Mesh only). 


Dacvanizee oe Cio 
IncAl Grades 


Seo 00k for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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ANY TOOL MARKED 





SARGENT PLaANEsS—Beds of cast iron, strong and rigid. Planing surfaces all machine 
ground, with plain or corrugated bottoms. Cutters of high-grade chromium- 
manganese tool steel, individually tested for hardness. Adjusting nut of large size 
for convenience. Clamp and screw with countersunk contact preventing clamp from 
slipping while adjusting. In addition to these popular bench planes, Sargent offers the 
famous Auto-Set Planes and a complete line of block and fancy planes. 


SarRGENT FRAMING SQuARES—Of high-quality steel, with fine finish. Markings clean 
cut, easy to read. Ready calculated markings for all needs—board and brace mea- 
sures, hip, valley, jack, cripple rafters and polygon cuts. Furnished in all finishes. 





SARGENT 


LOCKS AND HARDWARE 








a 
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IS ALWAYS HIGH QUALITY 





AND CAN BE DEPENDED ON TO DO WHAT 





IS CLAIMED FOR IT 





Your customers have neither the time nor the desire, 
nor the knowledge in most cases, to test the quality of 
every article they buy. They judge each piece of hard- 
ware, each lock, each tool by its appearance, the claims 
made for it and the name of the manufacturer. Most 
of those who enter your store recognize “Sargent” as a 
name that stands for fullest value. Such a well-estab- 
lished reputation breaks down sales resistance. 

The great variety of Sargent builders’ hardware 
permits dealers to supply complete hardware for every 
type of building construction. Sargent locks meet all 
requirements. Sargent planes, framing squares, clamps 
and other hardware items supply the means to an in- 
clusive hardware line of quality merchandise. Such a 


stock will stamp you as a dealer of high-grade goods. 





Sargent & Company, New Haven, Connecticut; 


94 Centre Street, New York; 150 North Wacker Drive a ; eae 
SarcGeENt CLtamps—Malleable iron frames heavily rein- 
" bs tig forced to guarantee ample strength. Large diameter 

(at Randolph), Chicago, Illinois. steel screw with deep, clean, machine-cut thread. 


SARGENT 


LOCKS AND HARDWARE 
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CEASELESS CYCLES 





An increase of 15% in bearing space results in an increase of 25% 
in the life of the 1930 NORTON DOOR CLOSER. And the 
NORTON has long been famed as the most durable door closer 
made! « a This increase in bearing space is not the only 
feature which makes the NORTON long-lived. An ingenious 
packing nut, developed in our own research laboratories, ab- 
solutely eliminates any possibility of leakage. And a new spring, of 
specially tempered steel, is far stronger and more resilient—doing 
its share toward achieving the NORTON ideal . . . ceaseless cy- 
cles of completely trouble-free service « « NORTON has achiev- 
ed that ideal. The largest individual manufacturer of door closers 
in the world, theirs is a specialized product. Architects everywhere 


specify NORTON for continuously perfect door closer comfort. 


NORTON DOOR CLOSER COMPANY 


Division of The Yale @& Towne Mfg. Co. 


2900 NORTH WESTERN AVENUE, CHICAGO, ILLINOIS 


NORTON DOOR CLOSERS 
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More Than Good Steel 


In the Champion Screw Drivers the blades 
are forged from the very toughest of tool 
steel and tempered to stand the work. 


But it takes more than good steel to make a 
good screw driver. In the “Champion” the 
blade cannot turn in the handle. 


The construction of 


CHAMPION 


Screw Drivers 


is shown in the illustration. The strong 
steel blade is shrunk securely into a solid 
malleable bolster. This bolster rests in a 


heavy ferrule. 


The tang which forms part of the bolster 
enters and passes well into the handle. This 
construction prevents the blade from work- 


ing loose or turning in the handle. 


Every blade is tested to split a screw head. 
Sizes: 114” to 30” blade lengths. Packed 
one-half dozen in box. 


Sold by leading Jobbers. If your 
Jobber cannot supply you, write to 
us and we will refer you -to the 
nearest Jobber who will. 





HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


Torrington, Conn. 


New York Office: 151 Chambers Street 
Established 1854 Incorporated 1864 
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Why 


LINGERWETT 
is the biggest 


selling remover 


in America 


I | Lingerwett is, as far as we have been able 


to determine, the best remover obtainable 
in America to-day—and has been for a 
long time. Sheer merit is one important 
ingredient in the success that Lingerwett has 
achieved. 


‘ 


2 Lingerwett is appreciated by the many thou- 


sands of painters who use it. These painters 
value their time, and they are not only 
willing, but anxious, to specify by name the 
remover that does the most efficient and eco- 
nomical work for them. 


3 Lingerwett remover is heavily advertised to 


house painters, automobile painters, furni- 
ture manufacturers and to many other users 
of a remover. Full pages every month tell 
the Lingerwett story. The vast army of 
Lingerwett users grows steadily year by year. 


Get behind the winner. Nothing succeeds like success. 


THE WILSON-iIMPERIAL COMPANY, NEWARK, N. J. 
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( PAINT MERCHANTS win 


Awards in WHITING-ADAMS 
$1000 Contest 






LOUIS PAINCHAUD 
and the store of the 
Painchaud Paint Co., 
Biddeford, Me. 


Ist PRIZE—$250—Louis Painchaud, Painchaud Paint Co., Biddeford, Me. 
2nd PRIZE—$100—J. M. Swalm, Swalm Hardware Company, Pottsville, Pa. 
3rd PRIZE—$100—Orlando Ott, The Lobdell-Emery Mfg. Co., Onaway, Mich. 


8th to 15 Prizes—$25 








BvEBY paint merchant in the country would rook gag eee? Flato 
. . ° ° 4 7 5O. ° Se 
find Mr. Painchaud’s prize winning letter i We ia Nhe Allston, Mass. 
interesting and profitable reading. Lack of space reyes sel ager aoe Henry Dean 
limits us to a few brief extracts: Cobleskill, N. Y. _ ines & Hobart Co. 
‘a ron 110 
**Good paint plus good brushesare sales stimulat- _H. T. Van Ness John i aid, 
ing. The satisfactory results obtained from the he hina tr ena H. Marshall Co., Inc. 
use of both, inspire the customer on to more sR a ag Piattsburgh, N. Y. 
painting and better painting.” Fie Wiison beta Co Be Es: Sosa c 
. A is nf he | y sO. »-op. Supply Co. 
“While it is true that good paint plus good Cincinnati, Ohio Brantwood, Wis. 
brush he I i wi | r rf 
rushes give the best results, it is also true that ° a 
one can obtain better results by using a good — 16th to 30th Prizes—$10 
; a1 > ai , » :@ P - P. Anske + ee 
brush with che ap paint than by the use of a SA deeded She. th Vasioty Steno Aden F.. Galitkee n 
cheap brush with good paint. Lacon, Ill. a 
“The key to success in the paint . . . business is Mrs. Mary B. Ramharter on 
Meg A. F. Ramharter Peter J. Stapleton _ 
good brushes. Clear Lake, So. Dak. Carpenter-Morton Co. 
“While it is true that every can of good paint that H. C. Roberts Boston, Mass. 
is sold should sell a good brush, it is equally true — font NG Company Mrs. Abe Wallach 
that the sale of good brushes will induce the sale ansaapia] = a Avenue 
. eae Will Holloway arrison, N. J. 
of more good material, assuring the dealer of a Holloway Bros. ih ti Milan 
longer profit plus a longer list of satisfied cus- Hondo, Texas Braswell en 
tomers. Eugene K. Fry Demopolis, Ala. 
Select Furniture Corp. s . 
Wilkes-Barre, Pa. p> J. by ed eg I 
Jonn L,. Larsen Uo., inc, 
{th to 7th Prizes—$50 deed a Hamilton, N. Y. 
M. E., Jackson Miss Mona Yeo Central Bridge, N. Y. James P. Straker 
G. B. Jackson & Son Bunting Hardware Co. Frank B. Fogg Straker Hdwe. & Auto Supply 
San Francisco, Calif. Kansas City, Mo. Old Orchard, Me. Seattle, Wash. 
Abe Wallach Miss Edna Lee Harbert . J. H. Moore Harold C. Kimball 
521 Harrison Avenue Hammerschmidt Lumber Co. Tuttle Paint & Glass Co. Zion’s Co-op. Mercantile Inst’n 
Harrison, N. J. Harrison, Ark. El Paso, Texas Salt Lake City, Utah 


WHITING-ADAMS COMPANY 


690 to710 HARRISON AVENUE, BOSTON, MASS. 
BRUSH MAKERS TO THE PAINT INDUSTRY SINCE 1808 
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fact that 








A hinge-joint, cut- 
stay, standard field fence 
with tension curves to 
keep the line wires taut, 
and with long wraps at 
the joints. Cambria 
Fence retains its new 
appearance a long time. 
It is sturdy and endur- 
ing, always uniform, 
and resistant to unusual 
weather conditions and 
hard use. 


BETHLEHEM makes Cambria Fence 
is your BEST SELLING POINT! 


Cambria Fence is made by Bethlehem Steel Com- 
pany, an organization with half a century of ex- 
perience in making high-quality steel products. 
Cambria Fence is made of the grade of steel se- 
lected as most suitable for the purpose. Sell it on 
the fact that BETHLEHEM makes it. Once sold, 
it recommends itself. Your customers will 
always come back for more of this fence. 


<2 


55 
oe 


ig 


Meet the spring buying season with acom- 
plete stock of Cambria Fence to offer your 
Customers! There is a style of Cambria 
Fence for every purpose—to turn Horses 
and Cattle, Sheep and Hogs, for Poultry, 
Chicks, Rabbits, and for Field and Orchard. 










Other Bethlehem Wire Products 


The same high quality that is present in Cambria Fence is 
found in other Bethlehem Wire Products also. These prod- 
ucts include Galvanized and Annealed Wire, all styles of 
Barbed Wire, Nails, Staples and Bale Ties. Our nearest 
District Office will gladly send you literature describing 
these Bethlehem Products. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Phil- 
adelphia, Baltimore, Washington, Atlanta, 
Buffalo, Pittsburgh, Cleveland, Cincinnati, 
Detroit, Chicago, St. Louis. 

Pacific Coast Distributor: Pacific Coast 
Steel Corporation, San Francisco, Seattle, 
Los Angeles, Portland, and Honolulu. 
Export Distributor: Bethlehem Steel Ex- 
port Corporation, 25 Broadway, New York 
City. 






ne 





BETHLEHEM 
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$232 5-00 
In Cash Prizes 


For Retail Hardware Merchants 


\ \ Y E havea proposition for you that will increase your 
sale of steel goods and other farm and garden sup- 
plies this spring. 


This proposition will cost you nothing and it gives you 
a chance at substantial cash prizes. 


It is not “something new” or hard to carry out but is 
designed to fit into the plans that you have already made 
or undoubtedly will make for Spring Selling. Further- 
more, it gives every man an equal chance, whether his 
business is in the city or in the smallest town. 


We want every man who is interested in “pepping up” 
his sales to know all about this plan and get in on the 

- ground floor. If you will write us or send in the coupon 
below, we will gladly tell you all about it BY RETURN 
MAIL. 


The American Fork & Hoe Company 
1940 KEITH BLDG., CLEVELAND, OHIO 
Makers of Farm and Garden Tools for Over 100 Years 














RUE 
TEMPER 


FARM and GARDEN 
ToaoLs 


Sign and Mail Today 


The American Fork & Hoe Company, 
Cleveland, Ohio. 








say will cost us nothing. 





Sea SQ SS SB Bee eee eee eee 





Send us your Cash Prize Proposition and Plan for sell- 
ing more steel goods and supplies this spring, which you 


PUMEMEN NR eels gat Es ois ccd oles pe mace Seek Oe 
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7 surest guarantee of ex- 


cellence in any product is 
the seriousness with which the 
men responsible for its manu- 
facture take their jobs... 
Russell, Burdsall & Ward have 
been making bolts and nuts 
since 1845. | 


RUSSELL, BURDSALT WARD 
BOLT AND NUT COMPANY 


ROCK FALLS, ILL. PORT CHESTER, N.Y. CORAOPOLIS, PA. 


* DETROIT + SAN FRANCISCO + LOS ANGELES - SEATTLE ~- PORTLAND 








OUR CUSTOMERS TH 






“WHEN A PROGRAM SOUNDS 
FUZZY, IT MAY BE THE 
WEATHER, BUT MORE LIKELY 
IT’S A SOUR TUBE. PUT A 
NEW EVEREADY RAYTHEON 
IN EVERY SOCKET OF YOUR 


EVEREADY 
RAYTHEON 


















Gur E E 
OS. SS. 


'VEREAD! 
RAYTHEON 





HAVE YOUR SER- 
VICE MAN REPLACE 
THEIR TUBES WITH 


EVEREADY 
RAYTHEONS 


IF A CUSTOMER can listen to 
the difference in his own 
receiver, it is easy to sell 
him a set of new Eveready 
Raytheon Tubes. You can 
explain to him that tubes 
wear out gradually and im- 
perceptibly. After normal 
average use, there’s a tre- 
mendous loss in quality, 
power and sensitivity .. . 
which your customers can 
best appreciate if you show 
them the great improve- 
ment that a complete set 
of new Eveready Raytheons 
will make. 

Equip your service-man 
with Eveready Raytheon 
4-Pillar Tubes. Then let him 
demonstrate their differ- 
ence to your customers on 
his service calls. Demon- 
strations with Eveready 
Raytheons are so easy—and 
the best way to prove their 
obvious superiority. 











You can easily see the 
difference in an Eveready 
Raytheon Tube. Look at the 
diagram on this page. Ex- 
amine one of these tubes. 

See the solid, four-cor- 
nered glass stem, supporting 
the four rigid pillars which 
hold the elements. Notice 
how this 4-Pillar construc- 
tion is braced at the top by 
a stiff mica plate. 

Eveready Raytheons give 
better reception because 
they are stronger .. . im- 
mune to the hazards of 
shipment and handling 
which endanger the per- 
formance of ordinary tubes. 
The unusual precision with 
which Eveready Raytheons 
are built is safeguarded by 
their 4-Pillar construction. 
With Eveready Raytheons, 
only, can you give your cus- 
tomers all the advantages 
of this construction, for it 
is patented and exclusive. 

Eveready Raytheons 
fit all standard A.C. and 
battery-operated sets. 

































YTHEON DISPLAYS 
7OUR SALES 





HERE is a striking counter dis- 
play (10’’x12%’’) that draws 
customers’ attention to tubes, 


and to the special points of R AYTH FE O 
Eveready Raytheon superior- N 
ity. There is a five-piece win- " 

dow display which will help 4-P illar Tubes 
dress up your window—and 


help your Eveready Raytheon 
sales. There is also a muslin 


wall chart showing character- RAYTHEON 
istics of various tubes and a ‘ Ys a W.. 077 
ae SH 7 
tube register showing types of ; nm Gy 
tubes for various sets. Hang Nf if; LONG LIFE. 
this chart in a prominent loca- ON COLjnc a; NATIONAL CARBOW CO. 
tion. It will prove very useful, mse mite 


both to you and to your cus- 
tomers. You can have any or 
all of this material by writing 


to the nearest branch of the ‘ 
NationalCarbonCompany, Inc. 4-Pilla J 
We welcome inquiries from Construction 
alert dealers. Eveready Ray- 
theon Tubes are selling fast 


through a selected number of jobbers, 
conveniently located. Ask your jobber or 
write us now for the names of jobbers 
near you. We also make the famous 
Eveready Layerbilt ‘‘B’’ Battery. 


NATIONAL CARBON CO., Inc. 


General Offices: New York, N. Y. 
Branches: Chicago Kansas City New York 


San Francisco 





Unit of Union Carbide ‘| & & and Carbon Corporation 


TRADE-MARKS 
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WALWORTH 










THEY ALL KNOW THE GENUINE 


@ The reputation of the Walworth Master Stillson as the 
Genuine appeals to the men who use them: mechanics 
whose efficiency and safety depend upon the quality 
of their working tools. @ This general acceptance of the 
genuine Stillson all up and down the line of profession 

al users is based on years of experience with pipe tools. 
Mechanics prefer this wrench because of its superior 
strength, lasting quality and performance. @ The red 
handle and Dan Stillson’s trade-mark on the jaw 
guarantee the greater strength as well as the genuine- 
ness of Walworth Master Stillsons to every man that 
uses them. @ 






STILLSON 


AX 















Walworth Company, General Sales Offices: 51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, IIll.; Greensburg, Pa.; and Attalla, Ala. 
Walworth Company Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 


... Distributors in Principal Cities of the World... 
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YOU should stock 
Doo-Klips because— 


1. They are modern—they fill the present 
day demand— 


2. Proven volume sales— 


3. They pay a better-than-average profit. 
You need this— 

4. They are sold only to independent re- 
tailers through jobbers— 

3. No cut-price competition from chain 
or mail order stores— 

6. Sales stimulated by consumer advertis- 
ing to nearly 40,000,000 prospective 
customers— 

7. Beautiful window trim, counter cards 
and folders are supplied to dealers— 


&. Highest quality of material and work- 
manship throughout— 


- Doo-Klips are absolutely guaranteed. 





The New 
DOO-KLIP , 
Long Handle 
GRASS SHEAR 
is built to retail at the 
popular price of 


$2.50 








Above cut shows action of foot and 
blades in the new Doo-Klip Long 
Handle Grass Shear. 






he [DOO TMD ane 


Made by The Alliance Manufacturing Co, Alliance 
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Forget the good old days of the covered wagon and 
the muzzle loading rifle. They're gone forever. 
Times and conditions have changed. 


Go modern now with the 


DOO-KLIP LONG HANDLE GRASS SHEAR 


Here’s a tool that provides you with outstanding 
sales possibilities. A new item to meet an old de- 
mand. It does perfect grass trimming and allows 
the user to work in an upright position. A slight 
forward movement of the body does the trick—no 
movement of the hands or arms required. 


Be the first to introduce the new Doo-Klip in your 
community. Demonstrate it and sell it to your cus- 


tomers. They'll come back to thank you. 


Every home owner, every farmer, every nurseryman. 
every fruit-grower is a prospect for one or more 


DOO-KLIP PRUNERS 


Original in design and excellent in cutting qualities. 
they also minimize bruising and make it impossible 
to secure any cut except the one with a long diagonal 
—the only healthy cut for any stalk. 


Point out these features—sales increase at once. 


4JOBBERS> 
Are you prepared to supply your dealers with 
their spring stock of Doo-Klips? Don’t fail 
them. They'll want every item—have them 


ready to ship. 


oe (DOO TED ne 


Made by The Alliance Manufacturing Co. 





+z 
A 


The DOO-KLIP Grass Shear— 
Retail Price $1.5° 


Is your store manned by salesmen or 
order-takers? If you have salesmen, you'll 
want the improved 


DOO-KLIP GRASS SHEAR 


It’s crammed with features that build up 
a real sales talk which is bound to make 
more sales and more profits in the profit 
and loss column. 





And it’s essential, too, for the order- 
takers. Doo-Klip reputation and adver- 
tising will make many of your customers 
ask for it by name. 





The 
DOO-KLIP 
Pruner— 


Retail 
Price $1.50 


qDEALERS> 
Secure full information regarding Doo-Klip 
items, prices and sales helps from your jobber 


or address us direct. Get them in your stock 
for spring sales. Act now! 


Alliance 
Odette 
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¢MR. PUNCH ANNOUNCES 





M p L “Goodell-Pratt 1500 Good Tools have 
r. FUNCH says: 


always led the way in fine tool mer- 
chandising. Plans for 1930 will justify that reputation. Behind any 
merchandising program, however, there must be quality products, a 
good name, and a profit opportunity for the merchant. Here is what 


Goodell-Pratt offers: 





Goodell-Pratt Quality — 


Quality in tools is more than the fine steel of which they are made or the attractive 
finish that is given them by modern machines. Tools are made to use—to accom- 
plish some specific task. That is why fine tools must be designed by skilled craftsmen 
who know from actual experience all the difficulties that the user of tools is apt to 
meet on any job. Fine tools must have balance and precision. They must be extra 
strong in the parts that take the greatest strain. 


All this describes fine tools, the kind of tools that Goodell-Pratt manufacture. No 
other kind ever leaves the Goodell-Pratt factory. 


Goodell-Pratt Prestige — 


“Today, mure than ever before,” writes a merchandising expert, “retailers are known 
by the prestige of the advertised merchandise they carry in stock.” A strong state- 
ment, perhaps, but you'll agree that the prestige of the Goodell-Pratt name is worth 
thousands of dollars to you every year. Established through years of national adver- 
tising and years of leadership in the manufacture of fine tools, Goodell-Pratt now 
means more to your average customer than any other name in the tool field. Enter- 
prising dealers are capitalizing on this name by consistently stocking and displaying 
the complete Goodell-Pratt line. 


Faster Turnover with Greater Profit — 


The hardware merchant who stocks the Goodell-Pratt line profits through faster turn- 
over of his merchandise. Improved design enables him to give greater dollar for dollar 
value than the merchant handling competing lines. Goodell-Pratt toolsmiths have 
added many dollars to the profit of the hardware merchant and enabled him to suc- 
cessfully meet competition. 





Goodell-Pratt Company, Greenfield, Mass.; 107 Lafayette St., New York; 38 No. Clinton St., Chicago. 


ef el eH HE 


Calipers, Dividers, Micro- 
meters, Hack Saw Blades, 
Feeler Gauges, Depth 
Gauges, Electric Drills, 
Lathes, Levels, Squares, 
Straight Edges. 


PRATT 





Wrenches, Pliers, Tool Sets, 
Repair Kits, Valve Lifters, 
Carbon Scrapers, Glass 
Cutters, Bit Braces, Mitre 
Boxes, Nail Sets, Punches. 
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HIS PLANS FOR 1930 # 
eS 


“ 99 “let me describe my plans 

Now, says Mr. Punch: for making 1930 the biggest 
Goodell-Pratt year in tool history. There will be new tools, of course, 
and improved designs on regular tools of proven popularity. Of 
special importance, however, is an advertising campaign that will 
keep your cash register ringing up profits on Goodell-Pratt tools. But. 
wait, let’s consider each point in turn.” 














Among the new tools— 


In September Goodell-Pratt announced their 1051 electric drill—a 
4" “all purpose” drill weighing only 414 lbs. Its success has been 
instantaneous. Here is a drill that can be operated with one hand yet 
has a degree of power that astounds everyone who has tried it. In 
four months’ time the drill has made a nation-wide name for itself. 
Production assembly men and garage repair men are calling it “the 
easiest handling 14,” drill on the market.” 


Improved — 


We do not need to mention here all the various improvements that 
have been made in the Goodell-Pratt line. For years we have main- 
tained an engineering staff which is constantly analyzing the needs of 
the mechanic. Changes are made from the viewpoint of the actual 
tool user. 


And — Advertising— 


For years Goodell-Pratt has been an outstanding advertiser. During 
1930 Goodell-Pratt will embark on an even more aggressive and in- 
tensive advertising campaign. The publications to be used include: 
Popular Science Monthly, Popular Mechanics, Carpenter, The Model 
Maker, American Machinist, Mill and Factory Illustrated, Motor 
Service, Automobile Trade Journal, Hardware Age, Hardware and 
Metal, Hardware World, Good Hardware, boys’ magazines, farm 
papers, etc. The total circulation of Goodell-Pratt advertising will 
exceed 1,600,000 monthly. 














“Sounds interesting, doesn’t it?” says Mr. Punch, “and 1930 is going to bring 
some mighty interesting profits to the Hardware Merchant who co-operates 
with the Goodell-Pratt program.” Write me and a representative will call 
with full details. 


Goodell-Pratt Company, Greenfield, Mass.; 107 Lafayette St., New York; 38 No. Clinton St., Chicago. 


Calipers, Dividers, Micro- : Wrenches, Pliers, Tool Sets 

ae 9 9 9 

roe my sn sc .r GO 0) 3 3 BE Repair Kits, Valve Lifters, 

— ane m4 Carb Scrapers, Glass 
Gauges, Electric Drills, P RATT a P 


Cutters, Bit Braces, Mitre 
Lathes, Levels, Squares, Boxes, Nail Sets. Punches. 
Straight Edges. 
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PUSH PAGE for GREATER PROFITS 





steady repeat sales 


quick turnover .. . 


47 





Be prepared with an adequate stock 
of Page Lawn Fence to take care of the 
demand you will be called upon to fill. 
It comes in two styles—Perfection and 
Economy—to meet different price re- 
quirements. 

Write today for complete information 
and prices. 


New York Central Building 


stores. 
Since 1883 it has been a leader wher- 


ever quality is known and recognized. 
Dealers regard it as a big sales booster 


> 


PAGE STEEL and WIRE COMPANY 


Every year Page Lawn Fence makes 
more friends—brings more customers 


into dealers 
—one that shows a steady increased 


repeat business year after year. 









fe] 


COMPANY OF 
in business 


AMERICAN 
\_ ater Safe 


CHAIN COMPANY lnc 
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Niagara Falls, Ontario 
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THE MASTER 


Compare the Barton Master against the 
field. Performance, Price and Profits. 


THE MODEL C 


A beautifully finished and efficient 
washer. Quality in every detail of con- 
struction and can be retailed profitably 


below $100. 


COMBINING 
THE TWO STRONGEST 


SALES APPEALS ANY WASHER CAN HAVE 


VERY customer looks for value... quality 

at a price. Better washers at lower prices 

... combining these two appeals makes the 

profits these days . . . eases the worries of 

competition for distributors and their dealers 
alike. 

Test for yourself how well Barton has suc- 
ceeded in offering more quality per dollar 
... test this all important factor in choosing 
the washer you wil! handle, by making 
thorough comparisons. 

We believe you will agree that the Barton 
Master is as fine a washer as ever built. At- 
tractive in finish and design . . . double tub 
wall... simple and rugged mechanically ... 
in spite of these and other high quality fea- 
tures and refinements it retails profitably at 
competitive prices and permits business-like 
trade-ins. 





The Barton Model C is beautiful, too, and 
has the same mechanical units as the Master. 
It retails profitably below $100. And the full 
sales advantage of low price is protected by 
quality ... quality’that appeals, that stands 
up, that builds future business. 


On both Barton Models you have the option 
of everlasting copper tubs, or vitreous 
enameled tubs. The model Cis also equipped 
with Briggs and Stratton engine at $139.75. 
And ironers are available for all models. 


Barton Washers are sold exclusively 
through wholesalers... the most economical 
and satisfactory method for all concerned. 


Whoiesalers: Investigate the merits of the 
Barton Machine and Franchise. 


Dealers: If your wholesaler does not have 
Barton Washers, write us for details. 


THE BARTON CORPORATION 


WEST BEND, WISCONSIN 
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Featured by 
She BE ST Hardware 
Merchants... 


American Steel & Wire Company Zinc 
Insulated Fences—and other Wire items 
—are standardized on by better hardware 


merchants everywhere. This is due to un- 
disputed quality and the great consumer demand that our national advertising is con- 


tinually creating. 

American Steel & Wire Company products will be accepted by your trade as the 
best that money can buy. Through featuring them exclusively you will save time, in- 
crease your profits—and have the advantage of a manufacturer’s name that is recog- 
nized as a national leader. Today—write for full details. 


AMERICAN STEEL 


Subsidiary of United 


208 S. LA SALLE STREET, CHICAGO 
ATLANTA BALTIMORE BIRMINGHAM BOSTON BUFFALO 
DALLAS DENVER DETROIT KANSAS CITY MEMPHIS 

U. S. STEEL. PRODUCTS COMPANY: SAN FRANCISCO, 
UNITED STATES STEEL 


Other Offices 


CINCINNATI CLEVELAND 


Frport Di.tributors 
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AMERICAN STEEL & WIRE COMPANY 


Zinc Insulated Fences 








American Lawn Fence 
Diamond Lawn Fence 


American Hexagon Poultry 
Netting 


Banner Poultry Fences 
Protector Poultry Fence 
American Steel Gates 


Ideal Steel Fence Posts 
Angle Steel Posts 


American Wire Nails N ational Expanding Anchor Zinc Insulated Fences 
End and Corner 
Steel Posts 


Wire Nails 
Tacks Staples 
Barbed Wire 
Bale Ties 


Plain Wire and Other 
Wire Products 











American 
Hexagon 
Poultry 
Netting 
Ideal Steel 
Posts 
Plain Wire American Steel Gates 





WIRE COMPANY 


States Steel Corporation 
R10 @) s 10). ¢ Ol» OS - 4 2) On Wn | Dk ee 20) 4 
MILWAUKEE MINNEAPOLIS-ST. PAUI OKLAHOMA CITY | od & 0 0 Or. 0) Od oY 
PITTSBURGH 7.4 on te ov. 6S om On it i 4 ST. LOUIS WILKES-BARRE WORCESTER 
LOS ANGELES, PORTLAND, SEATTLE, HONOLULI 


PRODUCTS CO., 30 CHURCH ST., NEW YORK 











Better and Better 


—a tool that has constantly gone forward 
in performance and popularity 





The market for pipe wrenches’ For two generations TRIMO 
is just as good as it ever was. has been increasing its sales 


ThemarketforTRIMOisbetter. _momentum—accelerated by 
improved construction, by 


Forty years have seen acon- pew heat treating methods. 
stantimprovementinthisreli- Stock this best known of 
able all steel wrench—and a __ pipe wrenches and add speed 
steady increase in popularity. to your wrench turnover. 


TRIMO Pipe Wreneh 


All Steel for Strength - - - - Handle Drop Forged—Not Cast 
Made by TRIMONT MFG. CO., Inc., Roxbury (Boston), Mass. 
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No, BB 25162 
Tip No. MT 2 





As AN ANSWER to the demand for — 
modern design, Stanley announces 
a full line of door hinges with mod- 
ern treatment of design and finish. 


When your customers are interested in 
something ‘different’ show them these 
new designs. A few representative 
types are shown here. Other types 
can be produced to match any design 
you wish. Full details upon request. 


THE STANLEY WORKS 


New Britain, Conn. 


ey 


STANLEY HARDWARE 





the trend is toward 


hardware 
of 
modern 
design 


No. No. No. 
j MT 2 MT 1 MT 5 








Other available designs 
of modern tips. All tips 
are interchangeable. 









No. BB 239 
Tip No. MT 11 





No. BB 21180 
Tip No. MT 10 
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tag Not 


Bolt & Nut Manufacturing Company with plants in Chicago 
and Cleveland, now has unequalled facilities for producing and 
distributing the most diversified line of bolt and nut products in 
the world. Complete stocks in almost unlimited quantities are 
available to users direct from the nearest plant. Immediate ship- 
ments are possible at all times. Plants are now in operation in 
Cleveland and Kent, Ohio; Birmingham, Alabama and Chicago. 


THE LAMSON & SESSIONS COMPANY, CLEVELAND, OHIO 
Plants ot Cleveland and Kent, Ohio; Birmingham, Alabama and Chicago 
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"Light weight, great strength and long life have kept 
RICH LADDERS “‘at the top.” A Safe ladder for 


every purpose. More than a Million in use. Write 


for the 1930 RICH Catalog and Prices. 


| ‘The RICH PUMP & LADDER COMPANY 


ad 


Cz 
4 AY 
is 


Cincinnati, Ohio 





RICH PATD 
CREOSOTE! 
RUNGS 
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over their {j= twice as often 


by Telephoning from Key Towns 

















A MANUFACTURING Company, marketing its 
product nationally, was faced with serious com- 
petition. Its salesmen could visit customers only 
at intervals of several months. They could give 
little time to developing new prospects. Re- 
gional mills and other competitors were making 
deep inroads into its business. 

A Key Town Plan of telephoning was pre- 
sented to this company and adopted. Its use 
enables the salesmen to cover their territory at 
least twice as often, at proportionately lower cost. 

The Key Town Plan is used by many busi- 
ness firms to meet modern conditions. Under 
this method, the representative goes to the key 
cities in person. From these he conducts 
his business in the surrounding area by 
telephone, buying and selling goods, 





building good-will, answering questions, adjust- 
ing complaints, quoting prices or specifications. 

In this way he can cover territory far more 
quickly. Many business men alternate personal 
visits with telephone calls, visiting certain cities 
on one trip and telephoning nearby ones, and 
reversing the procedure the next. 

There is now in effect a further reduction in 
various long distance rates, saving telephone 
users of the United States more than $5,000,000 
a year. This is the fourth reduction within little 
more than three years. It is part of the funda- 
mental policy of the Bell System, which is to 
provide the best possible telephone service at 
the least cost to the public. Out of town 
calls are Quick... Easy... More 


economical than ever. 
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NICHOLSON FILES 
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ee 
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Scientifically shaped teeth elevated to 
just the right height to ensure the great- oHy, | 
est cutting power; good file steel, better ya 
than good because it is the best that 
can be produced; and a rigid inspec- 
tion after every manufacturing process, 
topped by a final check at the end. 


Sette 


What more could any buyer or seller 
of files demand? 


Nicholson Files are known for sustained 
cutting speed, for dependability, for 
giving service—that shopworn word for 
which no better has ever been coined. 


It pays to stock Nicholson Files 


NICHOLSON FILE CO. 
Providence, R. 1., U. S. A. 


— A File for Every Purpose 




















S aerioan Hardware Corp., Successor 
NEW BRITAIN, CONN.,U.S.A. 


NEW YORK ‘CHICAGO PHILADELPHIA 
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$100 Pint | 
$195 Quart 


Bottles 


Better Appearance 
Greater Convenience 
No Increase in Price 


Shipping Package 


— a Contains O nly 


"WE Trae MARK Hao wwe Ie cverY . 

; 6- $1 Universal Bottles 
ERSH in Display conane 

_ “ANE, Y UNIVERSAL Package No. 420 
~ The number is the price 

CONTAINING 
6 only PINT Bottles with NEW BIG CUPS 
3 No. 241 Independence Blue 


3 No. 251 Indian Red 
Packed 6 bottles in Display Carton 





FRARY & CLanK navemnerante 


UNIVERSAL re No. 780 


The num 3 
Same as aon No. 420 but with 
QUART Bottles, selling for $1.95, 
packed in individual cartons 
ORDER THROUGH YOUR JOBBER 
LANDERS, FRARY & CLARK 
NEW BRITAIN, CONN. 
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CHENEY NAILERS 


CHENEY HAMMERS PRENTISS VISES 


You can carry no better business building merchandise than Cheney 
Nailers, Cheney Hammers and Prentiss Vises. Soundness of design, 
quality materials, exacting and accurate manufacturing are all skillfully 
combined in Cheney Nailers, Hammers and Prentiss Vises to give that 
dependable tool service which reflects a steady flow of the right kind 
of business that grows in volume year by year. 


Order a stock now—today and let these popular tools build good busi- 
ness for you. 
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Why WITT Cans and 
Pails are Better 





Deeper corrugati © piece bot 

seamed te body=—side seam double 
locked and welded—heavy beaded steel 
bands riveted top and boettem—one 
piece covers that fit snugly — handles 
riveted on. After fabrication, each 
WITT Can is hot-dipped into molten 


Schroeter Bros. Hardware Co. of 
St. Louis writes: 


“We have sold your Witt cans for 
a great many years and have always 
been pleased with the sale of your 
merchandise as the quality has al- 
ways been the best and the line has 
always shown us a fair margin of 
profit. In the many years we have 
been doing business with your firm 
it has always been a great pleasure 
te us.” 
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BETTER CANS and PAILS 
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y market for 


Steadily increasing sales of WITT Cans and 
Pails have been made, year after year, by 
representative hardware Dealers and Job- 
bers throughout the nation. If you have 
not shared in this expanding business, plan 
now to profit from the demand for better 
cans in your territory. Send for the new 


WITT Catalog. ' 


WITT Cans and Pails are nationally 
known and preferred by users. They 
are Guaranteed and are Approved by 
Good Housekeeping Institute and Pris- 
cilla Proving Plant. 


THE WITT CORNICE COMPANY 


Can Specialists Since 1899 


Cincinnati, Ohio 


WITT 
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IS A STEP AHEAD IN 


LAWN FENCE DISPLAY 


IONEER—originator of the lawn fence 

display—goes a step further in making the 
dealer’s job of selling an easier one. The lawn 
fence display stand, which has proved so val- 
uable on the merchant’s floor, is now made 
even more effective, and at the same time more 
convenient for the sales- 
man and customer. The 
new stand has greater 
ability to attract—greater 
utility to display Pioneer 
Products and Pioneer 










Quality. It is proving even more popular 
than the first one. 

The Pioneer display stand is typical of the 
sales helps that are making the dealer’s volume 
larger and his sales work easier. Pioneer 
dealers are backed by the strongest coopera- 
tion in the fence industry. Pioneer will boost 
your sales and increase your profits. Con- 
sumers are insisting upon Pioneer Fence with 
the beautiful silver satin finish. Write us for 
complete information about the Pioneer fran- 
chise. 


CONTINENTAL STEEL CORPORATION 


JDKOKOMO STEEL & WIRE CO., DIVISION, 
aan KOKOMO, INDIANA. 





noxen’ FENCE 














HARDWARE AGE for FEBRUARY 6, 1930 


43 





Look For 
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Every child will be pleased at having another 
and different size Wrecker. Every dealer should 
keep his counters equipped with the entire 





_An ARCADE Wrecker 


For Every Purse 


Six Wreckers to retail at 15c to $2.00. A complete assort- 
ment of the fastest selling cast iron toys on the market! 
Each item is a beauty in construction and a master- 
piece in workmanship. The Arcade Toy Wrecker is a 
plaything that will have a tremendous appeal to the 
children. 


line of these Wreckers. 






















Toy F air 
Feb. 3 - Mar. 1 
The Toy Center 
5h Ave. Building 
Room 307 


Be sure and visit our permanent cast 
iron Toy display. 

If you are unable to go to the Fair get in 
touch with our representative in your 
vacinity and he will show you samples. 


New York, 








J. T. Rowntree: 


200 5th Ave. San Francisco 
Los Angeles 

Chicago, Denver 

553 W. Randolph Salt Lake City 
attle 

Dallas, Portland 

D. D. Otstott, Inc., 

Santa Fe Bldg. 








The No. 
The No. 
The No. 
The No. 
The No. 
. 255 retails for 


218 retails for $ .15 


221 retails for 
217 retails for 
215 retails for 
216 retails for 
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No. 255 


ARCADE *:.TOYS 


\ 


ARCADE MANUFACTURING CO. \ 
FREEPORT, ILLINOIS \ 
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“Yes, Madam, 
this is the only 





Self-Measured 
Screen Cloth 


made.” 


A Quick Sale 








A Quick Measurement 





When it comes to talking points— the 
merchant who sells Sun-Red Edge Wire 
Screen Cloth has plenty of them. The Red 
Line identifies the ONLY Screen Cloth 
made which is both trade-marked and 
self-measured. 


Your profit or loss is often simply a ques- 















TRADE MARK REC.U.S. PAT. OFF. 


A Satisfied Buyer 


tion of cutting. The measure marks, every 
foot and six inches on Sun-Red Edge, ab- 
solutely prevent excess or shortage. And 
when it comes to wear- proof, lasting 
service, there’s nothing to equal Sun-Red 
fdge AluminA; it will last twice as long 
as the ordinary galvanized screening. 


Sun-Red Edge comes in one-piece 100- 
foot rolls, another assurance against waste! 
The Red Edge prevents rust under the 
nailing strip—again a “talking point” 
which customers appreciate. The line in- 
cludes Sun-Red Edge AluminA, Black 
Painted, and Copper-Bronze. 


Get in touch with your jobber, prompt- 
ly. The selling rush will soon be here. 
Among our selling helps for the merchant 
is a handsome window trim. Write 

us for complete details. 


REYNOLDS WIRE CO., DIXON. ILLINOIS 
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Guaranteed and Qo ieuiitweet tae 
POPULAR SCIENCE MONTHLY 

















O you want to do more business ... sell 
more tools, paints, household hardware 
and supplies and other items that pay excellent profits? 


Popular Science Monthly has a plan so practical and 
profitable that 2,666 live hardware merchants use it 


every year. 


This plan costs you nothing! But you can make it worth 
many dollars to you, without expense on your part. 


America's leading manufacturers of standard brands 
of hardware—more than a score of them—are co- 
operating with Popular Science Monthly to furnish this 
sales service to you. 


In the 1930 Edition of the “Popular Science Hardware 
Supplement,” now ready, you can learn how these man- 
ufacturers will help to do more business this spring. 


These hardware manufacturers unite in offering you 
display material—on nationally advertised brands— 
material which will enable you to trim many a sales- 
pulling window, to dress up your counter, etc. Display 
material with selling ideas and selling value back of it. 


They offer you booklets, folders, etc., for you to dis- 
tribute from your counters, put in packages, and enclose 
with your statements, etc. 


And you can get these helps and many more, with one 
request, to one source of supply, instead of writing sepa- 
rately to each of the manufacturers. You can get just the 


Mail the Coupon: Get This Service 


For full details of this successful, time-tried sales service, 
mail the coupon. Get the “Popular Science Hardware 
Supplement” and learn how you can cash in on the 
advertising done by leadi f ers in the 
hardware field. 


Popular 










cience 


MONTHLY 


STORE HELPS * ETC 


sales helps that you want to help you sell more of the 
goods now in your stock, simply by mailing to us a post 
card that you will find in the center spread of the 
Popular Science Hardware Supplement. 


And, besides all this, Popular Science Monthly will 
send you a supply of its new sales-making folders for 
the handy man, “Ideas for your Home and Car,” of which 
more than five million have been distributed by success- 
ful hardware merchants. Mail the coupon at once. 


POPULAR SCIENCE MONTHLY, 
381 FOURTH AVENUE, NEW YORK 


charge to our... 


Mr 


DISPLAYS *BOOKLETS 


A SALES SERVICE 


FOR 


HARDWARE 
MERCHAN 









Of course we would like to do more business in profitable 
items. Send us the “1930 Popular Science Hardware Supple- 
ment,” and a copy of Popular Science Monthly without 





Firm Name 





Address 
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The book of a complete, 
superior line that sells 
widely on its reputation, 
that makes new customers 
quickly. 









The sale of poultry supplies is increasing even faster 
than egg production. 


















Farmers and others who managed their flocks by the 
' ‘free and easy method now realize that greater pro- 
duction follows a little more care, and that the right 
equipment saves time, too. The dealer who recog- 
nizes this fact and pushes poultry equipment enjoys 
a rising market, and he who features Moe’s line 


profits additionally. 


Moe’s Line is famous for quality, popular prices and 
completeness. Every article is best in some particular 
or particulars. Every item is made with that care 
which makes it a model. 


Moe’s line includes all poultry supplies, from brood- 
ers and incubators down to leg bands and special- 
ized garden tools. 


Moe’s line is your line, because it is best for your 
customers, also. 


Send for that Catalog 













a Electric Fountain Heater 
Original Large Capacity Feeder 


“6 4 GWoEFT & COMPANY 


“2305 Davis St. North Chicago, Iil. 
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THERES 60¢ PROFIT FOR YOU 


jn every “GOODWIN &a// Bearings sale | 









Income Dollar is 
what tnferests¥OU 


| ented sale you make of GOODWIN Ball- 

Bearing Grass Shears means a neat profit of 
60c to you. And their labor-saving features are 
so apparent that dealers say they sell on sight. 
Just hand a pair to a customer to try and 60 
cents are as good as yours. All YOU need do is 
ring up the sale. 


Because, when the customer gives the 
GOODWIN a clip or two, gets the comfortable 
“feel” of the hand-fitting handles, notes their 
easy, up-and-down motion, he will say —‘'There’s 
the sort of shear I’ve long been looking for’. 





And when you show him the sharp, rust- 
resisting, adjustable blades (made of KNIFE- 
BLADE Heat-Treated Steel) — and then demon- 
strate how the GOODWIN trims closely in 
hard-to-reach places (around walls, trees, corners, 
etc.) he will say — “Wrap it up!” 


8,618,000 magazine advertisements a month 
broadcast these appealing GOODWIN features 
to over 30,000,000 people— many of them your 
customers. Tie-in with this powerful campaign. 


And remember: Handing a pair to a customer 
to try is simply pocketing 60c profit. Every 
GOODWIN backed by our unconditional 
money-back guarantee. 


Order from your jobber—or write us for 
sample at dealer’s price. Privilege of return 
and refund. 


WHEELER METAL PRODUCTS CORPORATION, East Cleveland, Ohio 


N O More Biistered Hands 


















) NoSk | 
— O Skinned Knuckles easy 
: "wes 
Advertised N . ° mov 
: O Aching Fingers uP 
in— awe 
Saturday gow™ 
Evening Post 
American 
Magazine 
Collier’s Weekly 
Better Homes 
& Gardens 
Howe & Garden (S(O mi a UNL 
. a Mim 7 ey YK’ er Keeps Hand Higher Above Grass 
a TG PACE DN NA 


And for Smaller Hands —the GOODWIN Junior 
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ell Wheelbarrows 


to the Other 






. NLY one out of five householders in the 
QO typical neighborhood has a modern wheel 

. barrow. The others try to limp along with- 
out—or borrow. Sell these four! 

You can do it with General ‘No. 100”, the new 
wheelbarrow that General Wheelbarrow Company 
has developed for this very purpose! The advent 
of General “No. 100” has left no excuse for the 
home owner to be without one. 

Make him realize what you are offering him, and 
how little it costs! Not a clumsy, wooden antique, 
but a compact, light, strong, good-looking wheel- 
barrow that quickly proves itself indispensable “all 
around the place”. 

Equally salable for light contracting work. A 
three cubic foot capacity, general purpose, steel leg, 
steel tray barrow, which handles as remarkably as 
it stands up. 

Your spring stock should contain plenty of 
Send the, coupon for a complete circular on General ‘‘No. 100’s”’. 


General ““No. 100”’and the names of General 
distributors from whom you can secure it. 


eiaad 














GENERAL WHEELBARROW COMPANY GENERAL WHEELBARROW COMPANY 
3140 East 65th Street Cleveland, Ohio Headquarters for Wheelbarrows, Concrete Carts, 

Send full information about General “No. 100.” Steel Mortar Boxes, Scrapers, Salamanders 
scsecndhammemasnesneeeateac meena canes: 3140 East 65th Street CLEVELAND, OHIO 
I I ii eciccccsaicceatis Meiers teriieines caliente 
Re 

4 City. I a a a es en oe 
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UWALITY- RICE- 













Take your full profit—sell a quality tire—at a price that 
attracts new customers and holds their business. That 
simple formula has made money for Pharis accounts 
for the past seventeen years. It will make money for 


you in 1930. 


Interested in knowing how it is done? Write for the Pharis 
proposition. 


THE PHARIS TIRE & RUBBER CO. 
Newark, Ohio, U. S. A. 
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THE 
PHARIS 
IDEA 


Seventeen years ago 
Carl-Pharis said: “If 
we build good tires 
and tubes and sell 
them without stores, 
warehouses, branches 
or salesmen, to re- 
sponsible concerns 
who pay their bills 
we can undersell our 
competitors and fur- 
nish abetter product.” 
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Unqualified Leadership 


(In 1929, hardware manufacturers published 50% more pages 
of Advertising in HARDWARE AGE than in all other national 


hardware papers combined. 


(Moreover, the number of advertisers using HARDWARE AGE 
in 1929 was greater than the combined total number using all 


other national hardware papers. 


“This overwhelming leadership has been maintained year after 


year by HARDWARE AGE. 
@ Advertisers thus emphatically endorsed HARDWARE AGE as 


the outstanding medium for reaching and influencing the 


buying power of the trade. 


Manufacturers demanding the utmost productivity of their 
advertising dollars in 1930 will find it profitable to study and 


apply the practice of experienced hardware advertisers. 


HARDWARE AGE 


Unit of the United Business Publishers, Inc. 
239 West 39th Street New York City 


4. 8.:¢. Charter Member A.B. P., Inc. 
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Cireulation Records of qo Wears Broken 


This chart presents the growth of the circulation of HARDWARE AGE over a 
period of eight years. Today the net paid circulation of HARDWARE AGE is 


at the highest point in its 75 years of publication. 


Circulation 
Growth at a 
Substantial 
Subscription 
Price 


Hardware Age 


Net Paid Circulation 
1922-1929 


Audited by the 
Audit Bureau of Circulations 





DEC. DEC. DEC. DEC. DEC. DEC. DEC. DEC. 
1922 1923 1924 1925 1926 1927 1928 1929 * 


*NOTE—A. B. C. figures for six months ending Dec. 31, 1929, not available at this date. 


Despite the fact that more hardware papers than ever before are given away free 
and uninvited, hardware merchants pay a substantial subscription price for 


HARDWARE AGE. Its circulation has steadily increased and at the highest 


subscription price of any hardware paper. 


This is definite unqualified evidence that hardware dealers recognize the greater 


value of HARDWARE ACE in equipping them to be more successful merchants. 


HARDWARE AGE 


Unit of the United Business Publishers, Inc. 
239 West 39th Street New York City 


4.4.¢. Charter Member A.B. P., Inc. 
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N ew Key Cutting Machine Proves 


Sensation 



































Truly revolutionary in key cutting equipment is this new ILCO 
machine. Here for the first time is a key cutting machine 
that will duplicate Cylinder Keys, Flat steel keys, both side 
and end cuts, Bit Keys, with all pass cuts, lever cuts, and ward 
cuts, keys of the Bell Locker type. 


And for all these changes neither the sample key nor the blank 
need to be removed from the clamps. 


For complete details regarding this latest ILCO development 
send for our interesting booklet which describes construction 
features and operation advantages. Ask for the booklet on 
the “New Improved ILCO ‘Minute’ Key Cutting Machine.” 








ILCO. 











Heavy Cast Bronze Padlocks—Pin Tumbler 

These padlocks are designed to give the greatest possible security 
and protection. Shackles are of extra heavy size. 

Hardened steel. 

Locked on both sides of the padlock. 

Bronze satin finish. 

Five pin tumbler. 

Two nickel silver keys with each lock. 

Furnished in 114”, 134” and 2” sizes. 


These locks are packed one half dozen in a display carton. ILCO. 


For the Spring Trade 

A high quality bicycle padlock. 

Furnished with either 4” or 6” shackle clearance. 

Disc tumbler type. 

Highly polished brass case. 

Two nickel silver keys, 500 changes. 

Packed in individual cartons attractively priced. ILCO. 


@®INDEPENDENTIOCKCO,@® 


FACTORY AND GENERAL OFFICES 


FITCHBURG, MASS..,U.S.A. 
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Here's a Sure Souree of 
More “«FLY-TIME”’ Profits 


SILENT, SR. Door Closer, No. 2000—The 
only Double Spring Door Closer on the 
market. Sells all year round. Powerful, united 
action of jamb spring and cylinder spring 
assure positive closing of House Entrance 
Doors, Storm Doors and most Doors in 
Office, Factory and Mercantile Buildings. 
Has patented Everedy valve for adjusting 
speed, same as Silent, Jr. Improved for 1930 
with spring brass washer spreader, and with 
new latching feature that assures positive 
closing of latch. Handsome dull brass lacquer 
finish. Corrosion and rust proof. 










































HE screen door season brings a steady stream 

of extra profits to dealers who sell the famous 
Everedy Silent, Jr., Door Closer. For Silent, Jr., is just 
what every screen door purchaser or owner needs or 
wants. It stops the slam, keeps the door shut tight, and 
thus keeps out insect pests. Improved for 1930 as de- 
scribed below, the Silent, Jr. stands out as a greater 
value with greater sales possibilities than ever before. 


Improvements for 1930 also have been made in the 
Silent, Sr., which meets the demands of a year-round 
market for a low-priced closer for heavier doors. 


Everedy Adjustable Screen Door Grilles are another 
sure source of screen season profits. They beautify the 
door and protect the screen against the pushing and 
pawing that make it bulge, sag and break. The Grilles 
are offered for 1930 in three popular finishes—brass, 
bronze and antique copper—and in a wide variety of 
sizes. Sliding rods make them adjustable to fit almost 
any Screen door. 

Backing up the improvements in the Everedy Line, improve- 
ments for 1930 also have been made in Everedy’s free window 
posters, demonstrations mounts, etc., and in our National Adver- 
tising that will again drive home the advantages of Silent Door 
Closers and Everedy Grilles to millions of consumer families from 
coast to coast. 

Ask your jobber about Everedy products today. Or send for the 
new Everedy Door Equipment Catalog, which includes full infor- 
mation about Everedy’s free dealer helps, etc. 


SILENT, JR. Door Closer, No. 1000— 
The only Nationally Advertised Dollar 
Door Closer and the Finest Dollar Door 
Closer on the market. An unfailing profit- 
producer, Closes screen and light weight 
house doors quietly and closes them tight. 
Patented Everedy valve permits easy and 


accurate adjustment of closing speed by 







To adjust simple twist of cylinder. Improved for 
closing speed 1930 with new spring brass washer 
spreader*that assures uniform plunger 

turn P i 







action and longer wear. Handsome dull 
nickel finish. Corrosion and rust proof. 






Everedy Products are Sold by Leading Jobbers Everywhere « - Retail Prices Slightly Higher in Far West and Canada 


THE EVEREDY COMPAN 


FREDERICK 
MARYLAND 


Also Manufacturers of the famous Everedy Bottle Cappers, Syphon Filters, Strainer Sets, etc. Write for Catalog No. 9-B 
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Red Shield” HIGH SPEED DRILLS 
ARE FOREMOST 


Like a tower stands out distinctive and well 
remembered, the new ed Shie ‘High Speed Drills, 
even with the short time they have been on the 
market, have won identical recognition. 








member that 

















ae Drill users who require high speed drilling with 
uniformity of performance, less breakage, and 
! less grinding and at less cost per hole always re- 


e Red Shielf? in actual red color, is stamped 


on each Drill. 













Red Shield” Drills give such service. 









ALL SIZES. 
Manufactured by 





[HE STANDARD [OOL (0. 


New York OA rebate: Chicago 














Boys have long wanted a wagon they could use yer a 
Coaster, Express, and Dump Wagon...3 inl. 

“Treat it rough.” We have built just wails a wagon es 
them—made it so strong it will hold a 1,100-lb. load. No 
boy will ever load it to that extent. 


We built it with a one-piece structural steel angle frame 
and constructed it so that there is 


No Pulling Strain on the King Bolt 


as in other wagons. In the Sir NORMAN all the pull- 
ing strain comes on the FRAME, and what a frame— 
it has “The Strength of Gibraltar.” The round-end front 
of this wagon makes steering easy. 


All parts are ELECTRICALLY WELDED to frame, 
eliminating strain at every point. In fact, it is built 
with the precision of a really fine automobile—and it 
looks and acts the part. 


It’s having such a large sale that our Distributors are 
constantly sending repeat orders. Write for Folder and 
Prices. 


The NORMAN MEG. CO., Inc. SHICKSHINNY, PA. 






SIR NORMAN 











3 Wagons in 1 
Coaster, Express, 


Dump Wagon 
NOTE EASY DUMPING FEATURE 


Capacity Load 1,100 Ibs. 
Weight of Wagon 34 Ibs. 

















HARDWARE AGE for FEBRUARY 6, 1930 55 


BOMMER 


SPRING HINCES 


ARE THE BEST 


For more than Half-a-Century these 
popular hinges have maintained their 




















Single Action 


Standard Type No. 29 leadership and proved their efficiency Standard Type No. 0 


Double Action 


in the finest homes and public buildings 
in the land. 


Millions 
and Millions 


of People are Pushing them 


Doors equipped with these easy-working, 
quietly-operated hinges insure comfort. 








nae were 
es feet OR 


Besides swinging doors to the satisfac- 
tion of every user, BOMMER Spring 
Hinges also swing trade to the Jobbers 
and Retailers who sell and recommend 
them. 








Your Jobber probably handles them— 1055 
if not, write us for the name of the 


nearest distributor. 


TRADE MARK TRADE MARK 
BOMMER SPRING HINGE 


BOMMER reihctiy BOMMER 


Manufacturers 


263 Classon Avenue, Brooklyn, N. Y. 


Lavatory Door Strike 





Lavatory Door Spring Hinge 
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Go After the 


EASY SALES 


That Quickly 
Run Into Money 
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lnchonee 
Winnow Putt 


with 


GuarANTEED SATISFACTION 


= do you tell the public that you deal in 
quality? Are your window displays building prestige 
and good-will for you? Thousands of merchants 
have attracted new trade and increased their sales by 
feature displays of merchandise advertised in and 
guaranteed by Good Housekeeping. 


The reason is the extraordinary confidence the 
buying public has in Good Housekeeping’s money- 
back advertising guaranty. People know that before 
any household appliance is eligible for this guar- 
anty it must first be tested and approved by Good 
Housekeeping Institute. They know that the Insti- 
tute’s Seal of Approval is a trustworthy guide to 
their money’s worth. They look with increased re- 


GOOD 


TRADE SERVICE 


57th Street at Eighth Avenue 
New York City 


HOUSEKEEPING Boni 


to PROTECT your 
POCKETBOOK 


Ks Store Features 










Guarantced Goods 
» advertised in 
wed 


© » 
20 HOUSEKEES 














GOOD HOUSEKEEPING 










THIS GUARANTY 
PROTECIS YOU 


SEREEPING'S policy ie to nake ite 

















FREE é 


This modern poster in handsome col- 
ors will put satisfaction in your win- 
dow displays. Thousands of retailers 
use it to stress the quality of their 
goods. Sent free...return the coupon. 


gard on the merchant who features this merchandise. 


And they buy more willingly. 


Try putting the pull of guaranteed satisfaction in 
your windows. Learn for yourself what this confi- 
dence can do. The plan is easy and costs you nothing. 
Simply check your stock against Good Housekeep- 
ing’s advertising pages. Learn what tested and ap- 
proved, guaranteed items you carry. Then return the 
coupon for the handsome window poster illustrated 
here. Put it in your window—frequently—with a 
display featuring merchandise advertised in Good 
Housekeeping. It will tell the public that you deal 
in tested quality and satisfaction. It will bring you 
the confidence that makes sales. 


t GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York, N.Y. ya-2-30 


Please send free window cards featuring Good 
Housekeeping’s Guaranty. Also complete list 
of Tested and Approved Products. 


Street 
City & State 


' Specify number of windows siscoee 
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SPRINGTIME is 
Ss, SCREENTIME 


~Sh : 
a 
... and it’s almost here 









Sa 4S 





Four weeks more... and early spring goods 
will begin to move. Not a bit too soon to 
mention screen cloth to home owners. 
New screens should be purchased or old 
ine screens re-wired and re-painted before gar- 
dening claims Mr. Home Owner’s spare 
time. 


TT 
MM 


WN) 





MLL 


~~ You can increase your screen cloth business 
by displaying it when the first Robin 
chirps. Part of a table or counter with a 
display of screen cloth, screen hardware, 
screen paint, etc., will do wonders to in- i 
crease your sales of these fast-moving, sea- 
sonal items. 
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Customer Good-Will is in Your 
Hands... 


Your customers are scanning quality more 

closely than ever before. When buying 
screen cloth they seek enduring freedom be 
from insect pests as well as from screen re- : 
pairs and replacements. They want quality 

at a fair price, not cheapness. 


Protect your good-will by selling OPAL 
and LIBERTY Screen Cloth this year. 
These leading brands are distributed ex- 
clusively through responsible jobbers. They 
are priced to give you a fair profit... to 
give your customers full value for their 
money. 


If you haven’t placed your screen cloth or- 
der, ask our jobber in your territory to 


quote on OPAL and LIBERTY. 


NEW YORK WIRE CLOTH COMPANY 
342 MADISON AVENUE - - - NEW YORK CITY 
PLANT AT YORK, PENNSYLVANIA 
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How would the patronage o 


1 FAMILIE 
out of 118 suit you : 


N a big middle-western city, 61,000 families 

out of 118,000 buy and read The American 

Weekly, the magazine with the largest circu- 
lation on earth. 


That’s about four times as much circulation 
in that city as the next biggest magazine can 
boast. 


In your city, also, chances are that The 
American Weekly has more circulation than 
any other magazine. For this huge publica- 
tion has merchandisable circulation in two out 
of every three cities and towns of 10,000 
population and over. 


When an advertiser tells you he plans to 
advertise in The American Weekly, stock his 
goods, display them on your shelves and coun- 
ters, and get set for extra sales. 


Greatest 
Circulation 
in the World 








What is 
The American Weekly ? 


The American Weekly is the magazine 
distributed through seventeen great 
Sunday newspapers from seventeen 
principal American cities. It concen- 
trates and dominates in 536 of America’s 
812 towns and cities of 10,000 popula- 
tion and over. 
In EACH OF 185 CITIES IT REACHES ONE OUT OF 
EVERY TWO FAMILIES, 
In 132 MORE CITIES, IT REACHES 40 TO 50%, 
In AN ADDITIONAL I02 CITIES, IT REACHES 30 TO 
407%. 
IN ANOTHER I17 CITIES, IT REACHES 20 TO 30%. 
—but that’s not all. Nearly 2,000,000 
additional families in thousands of other 
communitiesregylarly buy The American 
Weekly—making the unprecedented na- 
tional total of 6,000,000 families who 
read The American Weekly. 





TH EAN ERICAN 


=F A\VEEKLY 


Main Office: 9 East goth Street, New York City 


Branch Offices: Wrictey Bupc., Cuicaco ... 5 WintHrop Square, Boston ... 753 Bonnie Brak, Los ANGELES... 222 Monapnock 


Bipo., San Francisco... 12-231 Genera Motors Bipa., Detroit... 1138 Hanna Bipc,., CLEVELAND... 101 Marietta St., ATLANTA 
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How to insure your 1930 
lawn mower profits 


HEN you stock Coldwell dependable lawn mowers you get the dollar-and-cents 
benefits of Coldwell reputation. . . . Coldwell National Advertising . . . and the 


complete Coldwell line. 


There’s a Coldwell mower for every purpose and purse . . . from the world-famous 
Coldwell dependable mowers . . . recognized universally as the undisputed value of all 
hand mowers . . . to the complete new low-priced line of Coldwell hand mowers. All 
sizes. These low-priced models embody throughout the well-known standards of 
Coldwell quality, giving your customers greater value for less cost. Comparison proves 
it. 

Write now for prices and deliveries on both the world- 

famous Coldwell dependable mowers, and the complete new 

line of Coldwell low-priced machines. Address your jobber 


or us. 


Progressive merchants are invited to send direct for the Coldwell proposition for 1930. 


eR ® 


CoL_pweLL LAWN Mower Company, Newsurcu, N. Y., U. S. A. 
In Canada—Taylor-Forbes Co., Ltd., Guelph 
Manufacturers of DEPENDABLE Lawn Mowers—HAND, HORSE, GASOLINE, ELECTRIC 
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Brushes made with Bakelite Materials, Sink Brushes by Specialty Brush Co., Chicago. 
Whisk Brooms by Beeman Mfg. Co., Portland, Ore. Paint Brushes by Wooster Brush Co. 


Bristles hold tighter—brushes look better 


when Bakelite Materials are used 


eS counts in making 
sales these days—even in such a 
commonplace article as a sink brush. 
The old wirebound type of brush was 
crude and ugly, as the photograph 
shows. Now the Specialty Brush Co. 
are making these brushes with a Bake- 
lite Molded ferrule, in various attrac- 
tive colors. Housewives will buy them 
on sight. Another addition to your 
brush stock that women always have 
a need for, is a little whisk broom with 
Bakelite Molded handle, to tuck away 
in the “over-night” bag. 
When it comes to your “painter” 


trade, both professional and amateur, 
you will find it always ready to pay for 
brushes with bristles set in Bakelite 
Cement. These bristles are set to stay 
until the brush wears down to a stub 
—no loose bristles to work out and 
spoil an otherwise good painting 
job. The Bakelite Cement in which 
the bristles are set is unaffected by 
contact with oil, turpentine or water. 


Write to us for the names of the many 
manufacturers now using Bakelite Ma- 
terials in making better brushes for all 
sorts of work. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y. 
BAKELITE CORPORATION OF CANADA, LTD., 


LITE 


REGISTERED 





Chicago Office, 635 West 22nd Street 


163 Dufferin St., Toronto, Ont. 


EE SL a a er ae 8. PAT. OFF. 


A THOUSAND USES 


“The registered Trade Mark and Symbol shown above may be used only on products made from matenals 
manufactured by Bakelite Corporation Under the capital “B” is the eomesend sign for infinity, or unlimited 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's 
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Thats the Rule 7 want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 


Model C 





Sintale. Aan The most remarkable practical invention in 
years. Six or eight foot steel rules are coiled in 
vest-pocket size holder, and with pressure on 
brakes will shoot out rapidly and rigid as a rod. 
Instantly available for measuring straight or 
curved surfaces, or around bends. Made of 
finest steel in the world, will last for years. Can 
be entirely removed from holder and used for 





Model A: Nickeled holder, 8 ft. 
Model C: Nickeled holder of 


blade. Complete .... $5.00 end-to-end measurement. 
—- A amg se mises simplified design, 6-foot 
plete Z sae $3.75 NOTICE TO DEALERS blade. Complete ... . $3.00 


Recognized hardware wholesalers throughout the country are stocking Farrand rules in order to give you prompt and efficient ser 
vice. It is the factory’s policy to create customer demand for dealers by direct mail and publication advertising. We are glad to 
furnish dealers with colorful folders, easel displays, and sample six-inch pieces of the Farrand rule strip, similar to the section 


reproduced below. 
MANUFACTURED BY 


HIRAM A. FARRAND, Inc., Berlin, N. H. 











& 
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1930 IS “UP TO YOU” 


Prosperity will go hand in hand with the 
dealers who feature these famous 


IVER JOHNSON 
PRODUCTS 


NATIONALLY KNOWN NATIONALLY ADVERTISED 

















JANUARY 











REVOLVERS 
H er and hammer- 
lees models: all cali- &€ 
bers and vari- 
ou . barrel 
1 Ss, grips 
i finishes. 








eet 









ge ceri nl 
The handsomest and sturdi- 

Sidewalk Cycles made. 
| "treme diamond 
frame. 


VELOCIPEDES 
Ruggedly built and 
extremely easy pedal- 
ling. 4 sites, 













NS 
r 










RIFLES 
The new 22 caliber 
Safety Rifle. The out- 
standing achievement 
in the 22 Caliber Sin- 
gle Shot Class. 








SHOT GUNS 
Single and double bar- 
rel and Trap Models 
in both; plain extrac- 
tor or automatic ejec- 
tor; all popular 
gauges, 








BICYCLES 


“America’s Finest Bicycles” in a wide range of 
models, sizes and colors, 






















ATNL 


IVER JOHNSON’S ARMS & CYCLE WORKS 


FITCHBURG, MASS. 


New York Chicago Ogden, Utah San Francisco 
151 Chambers Street 108 W. Lake Street 2327 Grant Avenue 717 Market Street 
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“Burning the 














Nea (ety (cay 


Wise Dealers 
Read and Follow 





When the modern dealer runs out of merchan- 
dising ideas, he no longer “burns the mid- 
night oil” to think up something new. He 
looks over his file of HARDWARE AGE and 
finds, in the stories of what other progressive 
dealers are doing, many ideas that can be 
adapted to his own needs. 


Let your sales people look over HARDWARE 
AGE when there’s a lull between customers. 
Doing this will keep you and your whole 
sales force plentifully supplied with sound 
merchandising ideas—ideas that will move 
merchandise. 


HARDWARE AGE 


239 West 39th Street 


New York, N. Y. 








Midnight Oil” 
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T. D.ceW. 
HANDLES 


The section hand drives home the 
spike in the railroad tie with confidence 
that the rail will not spread—that pas- 
sengers may ride in safety. cee, \ eo ore = 

a NSS 





With equal determination, and with no less 
confidence as to the permanency of this type 
of business building, has Turner, Day & Wool- 
worth driven home the idea that grades in TUR- 
NERDAY Handles must be rigid—they must not 
vary. The complete TURNERDAY line, honestly 
graded and rigidly inspected, is your answer to your 
customers’ demand for the best in hickory handles. 


Woolworth 
has had the honor of supply- 
ing handles to many of the 
leading railroads for the past 
seventy-four years. 


Turner, Day « 


Longer than 24 inches 
DANIEL BOONE GRADE: 
Superfine selection of all white, heavy weight, sec- 
ond growth hickory; a perfect handle. 
PERFECTION GRADE: 
Extra selection all white, good-weight hickory; a 
perfect handle. 
TRIUMPH GRADE: 
Selected white, good-weight hickory, permitting 
occasional small streaks, slight blemishes. 
24 inches and Shorter 
DANIEL BOONE GRADE: 
Superfine selection all white, heavy weight, second 
growth hickory; a perfect handle. 


PEERLESS GRADE: 
Extra selection white, good-weight hickory, permit- 


ting occasional slight streaks, free from defects. 


| WHITE HICKORY HANDLES 











LouisviLte, 


§, WOOLWoRT 


INCORPORATED 


ESTABLISHED 


Your jobber can give you complete information on the TURNERDAY line 


MIXED RED AND WHITE HICKORY HANDLES 
Longer than 24 inches 

HERCULES GRADE: 
Extra selection mixed red and white heavy weight 
hickory; a perfect handle. 

SUCCESS GRADE: 
Selected mixed red and white, good-weight hickory, 
permitting occasional slight blemishes. 

EAGLE GRADE: 
Mixed red and white hickory, with defects which 
do not injure utility. 

DAISY GRADE: 24 inches and Shorter 


Selected hickory, principally white, good-weight, 
rmitting some red wood or light streaks. Free 
rom defects. 
BEAUTY GRADE: 
Principally white hickory, permitting some red 
wood and slight defects in grasp or eye end. 









‘ess 


KENTUCKY 
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--for all kinds of garage doors 


Big commercial garage doors or small private garage doors—it makes 








no difference—the smoothest, quietest, speediest operation is assured 


for years to come with Slidetite hardware. 


The “‘Ideal’’ ball bearing principle is the very last word in Slidetite 
hangers. The doors move smoothly, quietly, and twice as fast as the 
steel balls roll in the grooved track. A gentle pressure opens and 
closes Slidetite ‘‘Ideal’’ doors easily. 


And the doors slide inside the garage, away from the weather, drifted 
snow, packed ice and blustering winds. Positively no other method is 





; half as satisfactory—we stake our twenty-five year reputation on that! 
Detail of Sturdy R-W 


laminated panel door, ‘ ie ; . 
dalened - + aaoniea The cost is surprisingly small, the upkeep nothing. Write today for 


shrinking, swelling, R-W Catalog No. 55. 
splitting or cracking. 





‘AHaneer forany Door that Slides “Quality leaves | 
its imprint 


New Yoh . . . . AURORA, ILLINOIS, U.S.A. . . . . Chicago 
Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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DUBL HOT 
BURNER 





New porcelain top—lifetime convenience. 


makes this stove 
cook and sell 


“DUBL-QUICK"” 


Over nine million advertisements are telling and selling 3 
out of every 5 worth while prospects in your community, 
your county, your state—the largest multi-color selling drive 








ever put behind kerosene stoves. 


And four times as many kerosene stoves are sold each year 
as all other kinds of liquid fuel stoves combined. 


Big business is Nesco business. Over ONE AND ONE- 
HALF MILLION Nesco burners are now in use. Nesco 
leadership is dominating the 1930 market. The drive is on. 





The supreme cooking conve- 


ol roaged ng age The advertising is running. Sales are multiplying. It’s time 

an canning easter. eeas u ie Hl i 

all cooking that should be fast- to COLLECT! Write or wire us or your jobber. 

er. Saves time on wash and iron- 

ge oe —— NATIONAL ENAMELING & STAMPING CO., INC. 
ei eecinaaae ne Executive Offices: 13 Twelfth Street, Milwaukee 


boiling water “dubl-quick”. 
Factories and Branches: Milwaukee, New York, Baltimore, Granite City, IIl., 
Chicago, New Orleans, Laurel Hill, L. I., Philadelphia. 


NESCO DeLuxe 


Kerosene Stoves &Ranges 


“WITH THE BLUE GAS CONTACT FLAM E” 
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MYERS 

Offers a Complete Line 
Dependable Products 
for Your 1930 Trade/ 








Va 


a 


MYERS 
PRODUCTS 


Hand and Windmill Well, House and Cistern 
Pumps, Pump Stands and Tank Pumps 


Hand and Power Water Systems for Homes, 
Farms, Public and Private Buildings, and 
Institutions 


Self-Oiling Power Pumps and Pumping 
Jacks 


Cylinders and Well Accessories 


Knapsack, Bucket and Barrel Spray Pumps, 

Compressed Air Sprayers, Self-Oiling Power 

Spray Pumps and Spray Rigs, Traction and 

Tractor Sprayers, Spray Guns, Nozzles and 
Spraying Accessories 


Hay and Grain Unloaders, Forks, Slings, 
Pulleys, Tracks and Fixtures 


Tubular and Stayon Door Hangers and 
Tracks for Barns, Garages, and Other 
Buildings 


Hay Rack Clamps, Store Ladders, Ete. 


S 








Uppermost in the minds of dealers at the begin- 
ning of a new year is “How am I going to increase 
my business and profits over iast year?” If you, 
like others, are facing this problem, now is the 
logical time to consider Myers products—Pumps, 
Water Systems, Spray Pumps, Hay and Grain Un- 
loading Tools and Door Hangers—the line with 
year through sales opportunities that has con- 
tributed in no small measure to the success of many 
dealers. 


Water is a daily necessity. Spraying, whitewashing 
and disinfecting activities never stop. The harvesting 
of hay and grain continues from early summer to late 
fall. The building of barns, garages and storages knows 
no fixed time. In off seasons as well as in busy seasons 
there is always someone who is a prospect for a new 
pump or water system, a spray pump or spraying acces- 
sories, door hangers for buildings, or unloading tools 
for barns and storages. Every day of the year finds a 
demand for one or more of the Myers Products. 


A complete list of Myers “Honor-Built” nationally 
advertised Products appears in the panel to the left. 
Perhaps you have forgotten some of them, and our sug- 
gestion for you to read the list carefully, if followed, 
will help you to bigger and better business for 1930. 


Write or wire 


Sf | 








THE F.E.. MYERS & BIRO.69. ASHLAND, OHIO. 


‘Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
GRAIN UNLOADING TOOLS ~ BARN,FACTORY and 
E DOOR HANGERS- STORE LADDERS. Etc. 


Manufacturers for over F: 
WATER SYSTEMS-H a 





PUMPS-WATER SYSTEMS -HAY TOOLS -DOOR HANGERS { 





Standard the World Over 
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Many thousands of farm men, and their 
wives, enjoyed, last year, this 1,000-foot 
motion picture that emphasizes the McLean 
County System of hog sanitation, shows the 
pitfalls of old-fashioned hog lot methods and 
how to avoid them. From it, too, they learned 
the wisdom ofa definite farm management plan 
that covers crop and livestock rotation and 
record of results. They were thrilled at the 
tender love story that brought together the 
hired man and the daughter of the farm 
owner. They: were shown what can happen 
to a run down farm when tackled with a mix- 
ture of brains and brawn. 


FILM LOANED TO COUNTY 
AGENTS AND STORE 
: OWNERS 


RED BRAND dealers (and dealers in 
other makes of fence if they care to have it) 
can arrange to show “‘Health, Happiness and 
Hogs” in their own community. This pic- 


Has your farm trade seen 
“HEALTH, HAPPINESS and HOGS?” 


ture increases interest in Farm Planning. 
Covers crop rotation. Shows how marketing 
on the hoof brings extra profits. A complete 
picture story of how one young farmer gained 
financial independence, not on a model farm, 
but on an ordinary place just like thousands 
of others. 

Ask your County Agent to write us for 
“Health, Happiness and Hogs’’. All he need 
do is to take care of transportation charges 
one way and send an attendance report. 
Releases are made in order of requests re- 
ceived. Last season we were almost sixty 
days behind in booking, so County Agents 
are urged to write immediately for a list of 
open dates. 

This picture is excellent entertainment for 
special store or demonstration days. It is not 
an advertising film. Arrange with your local 
theatre, town hall, or even your own store 
will do, if you have, or can get, a portable 
projector. Write for booking dates at once. 


KEYSTONE STEEL & WIRE COMPANY, PEORIA, ILLINOIS 





Always look 


“‘Galvannealed”’ 
for the 


not galvanized 


(top wire) * 


Red Brand BY —_— 


Made in stiff 
stay and hinge 
joint style 
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Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screws 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


? 
: 
















UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 





















Crucible 
Steel 
Blade, 
Polished 


Little 
Giant 
Bush 
Hook 


Packed—}, doz. in a crate. 


Weight—50 Ibs. gross—39 Ibs. net 






Patented, U. S. A. Feb. 12th, 1929 
Canada, March 6th, 1928 





Hickory Handle 30 inches Long 


For Cutting Bushes and Small Trees 


This tool combines a practical bush hook and axe in one imple- 
ment. Cuts heaviest bushes and small trees with ease. Axe 
feature is new and much appreciated. 


Blade is crucible steel—a wonderful cutter. Hickory handle is 


30 inches long. 


Farmers, lumbermen, road contractors, County and State High- 
way Departments, electric light and railroad companies are all 
prospective customers. 


Send for Trade-prices. 


North Wayne Tool Company 
Oakland, Maine 


Sales Office: 6331 Tireman Ave., Detroit, Mich. 
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In his hand 
it’s half sold— 


Put a Brown & Sharpe Clipper in your customer’s 
hand. Let him work the handles and feel the clipper 
plates sliding smoothly back and forth. He will 
appreciate at once the comfortable grip and the per- 
fect balance. And when he knows this clipper is a 
Brown & Sharpe—the first choice of professionals— 
it’s sold and you have made another satisfied cus- 
tomer for your store. Ask for our Hair Clipper 
Catalog. Brown & Sharpe Mfg. Co., Providence. 
R. I. 


Rn 















Brown & Sharpe 


The Professional’s Clipper 

















THE 
TOLEDO HORSE 


is available in several sizes 
ranging from 18” to 60” in 
height. The uses in the shop, 
warehouse, factory or home 

are without number. They 
are especially convenient 
about all sorts of construc- 
tion work. 


Absolutely rigid. Will sup- 
port enormous loading 
without swaying. They 
can be used with any 
handy piece of lumber 
and require no expert ad- 
justments of any kind. 


You will be able to sell 
these horses to any 
class of trade. 


Write for Particulars 





Patent Pending 
















Fully 
Collapsible 




































Attachment of frames is as The 
Note how compactly they simple as walking up-stairs. Toledo Pressed Steel 
fold up when not in use. Company 


Toledo, Ohio 
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A great 
line growing 
greater 


As a rule the spur of leadership usually 
results in new achievements, better 
service and sounder products. The 
“Damascus” organization is no excep- 
tion to that rule. 


It has always been our ambition to 
build the best line of tools and cutlery 
in America. It’s a big order, but we 
are tackling it with a determination 
that has already resulted in constantly 
improved products. The line is also 
being enlarged that our service to re- 
tailers may be complete in every re- 
spect. 
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Our experimental laboratories are con- 
stantly searching out better methods 
of manufacturing and better designs 
that the name “Dasco” may be synon- 
ymous with leadership in tools and 
cutlery. 


You'll find the Dasco line profitable 
to handle and a builder of good will. 


Tools and Cutlery 


Write today for our latest catalog—and 
when a “Dasco” salesman calls we are sure 
you will find it well worth your while to see 
the line. 


DAMASCUS STEEL Propucts CorPORATION 
Makers of High Grade Tools and Cutlery 
ROCKFORD, ILLINOIS 


New York Office, 347 Fifth Avenue 
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PASCO 
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SALABILITY 


OR more than half a century 

Dietz Lanterns have been yield- 
ing steady yearly profits to dealers in 
hardware. 


At least six factors have guaranteed 
the unfailing salability of Dietz Lan- 


terns: 


Quality unsurpassed 

. Fair Price 

. Popularity 

Move without mark-downs 

- No private brands made to 
compete with the genuine 

6. Advertised 


Cum Go to 


The lantern illustrated—No. 2 Bliz- 
zard—is the best known of Dietz 
Cold Blast Lanterns of high globe 
type. Every dealer and a multitude 
of users know the “Blizzard” for 
thorough dependability and unex- 
celled lighting power. 








i 


World 














RE DIETZ ,COMPANY 
NEW Y 


Larg est Makers of Lanterns in aaa Wort ss Founded 1840 
Eput Distributed Through the Jobbing Trade ‘Exclusively 
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FACTS 


you should know 
about Pipe Threading Dies 


] Dies should be “Kalorized.””. The KALORIZ- 
¢ ING treatment makes the dies tougher than tough 
and yet affords the pipe gentle treatment. Kalor- 

ized dies need less sharpening and last longer. 
They eliminate “elbow grease.” Perfect threads 
from first to last are made with one cut. Only 
ARMSTRONG Adjustable Dies are Kalorized— 


it is an exclusive treatment. 





2 Leading threads in the double taper of the 
® throat. These full leading threads and the double 
taper throat are the secret of successful starting 
even over the meanest burr. This exclusive fea- 

ture made ARMSTRONG Dies the leaders the 
world over. Easy pulling without the slightest 


strain. 


3 Proper Oiling. The relief angle of an ARM- 

® STRONG Die has more oiling surface than any 
other die. There is absolutely no chance to create 
friction when sufficient oil is used. Every drop 
of oil in contact is used up, none is wasted. The 
large opening in the ARMSTRONG Stock, 
through which the oil is applied, is directly over 
the throat of dies where cutting starts—where it’s 
most needed. 


4. Protection. Be sure that the words “ARM- 

¢ STRONG” and “Brivceport,” and the F. A. 
Shield appear on every Stock and Die you buy. 
Such products are the real ARMSTRONGS and 
backed by guarantees that have been lived up 
to for over 60 years. All others are inferior 
imitations. 


Send for Booklet “G” 


JA RMSTRONG MFG.CO. 
or BRIDGEPORT«ow 








_-KALORIZED 


ARMSTRONG ADJUSTABLE DIES 
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written in Flake Graphite 
for more than 100 years 





This is the identifying mark of 
Dixon’s Graphite. The combina- 
tion, Dixon’s and Graphite, have 
been synonymous all over the world 
for more than 100 years. 


And, another word that is closely 
linked with these two is—lubrica- 
tion. These three are inseparably 
linked in the minds of thousands of 
mechanics, maintenance men, and 
engineers, for unquestionably 
Dixon’s Flake Graphite has its place 
in every well planned scheme of 
lubrication, -and as an auxiliary 
lubricant with oils and greases it is 
generally recognized as benefiting 
the base lubricant. 


If you have never had the how, 
where, and why of Dixon’s Flake 
Graphite lubrication explained to 
you, write for it today. Or, better 
still, send us an outline of your 
lubricant sales problems and we'll 
tell you how Dixon’s can help you. 


Joseph Dixon Crucible Company 


Jersey City >SO4 New Jersey 
Established 1827 
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ASTERS 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 





Vivot Gearing 








Sell More Hardware 
at a Better Profit 


OR FIFTEEN years the DULUTH 

Method of Retailing has been helping 
progressive hardware retailers to sell more 
merchandise and to make more money—to 
make their stores a popular place to buy— 
to bring people to the back of the store—to 
display more goods in less space—to reduce 
inventory——to save clerk time and increase 
indirect sales up to 200% and more. This 
difference in methods of retailing between 
the scientific DULUTH Method and the 
store arrangements of a decade ago means 
the difference today, in the face of capable 
competition, between a profitable and grow- 
ing hardware store and a failure. The 
Duluth Portfolio explains how the DU- 
LUTH Method of Hardware Merchandis- 
ing can help you. Write for it today. 


DYAVIH 


Duluth Show Case Company, Duluth, Minn. 














TELL THEM ABOUT 
PLASTIC WOOD 


Your local Telephone Company and Light- 
ing Company will find Plastic Wood useful 
and should use it in quantities. The Boston 
Division of the New England Telephone and 
Telegraph Company supplies its installation 
men with Plastic Wood to repair damages 
incidental to installation work. You know 
the virtues of Plastic Wood. Remember that 
it has an electrical resistance 
100 times greater than mica. 

Bring these facts to the atten- 
tion of every company in your 
town that does electric wiring. 


PLASTIC WOOD 


[Reg. U.S. Pat. Off.] 
' Carried by Hardware and Paint Wholesalers 
Tube 25 cts—V%, 1b. can 35 cts—t1 Ib. can $1.00 
12 to a carton—Less 33-1/3% 


ADDISON-LESLIE CO. 


1 Bolivar Street, Canton, Mass. 














mitaey Tackles, sraley 
Climbers, Safety Straps, 


Tool Bags, Lag Wrenches, Sleeve 
Twisters, Wire Grips, Tree Trimmers 


KLEIN 






Mathias 





& Sons 


SINCE 1857 


EST 1857 
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Three styles— 
Push Bottom, 
Force Feed, and 
Pump. All sizes: 
1/3 Pt. to 1% 
Qt. with 3” to 23” 
spouts. 










4Nods a32073m 


PUSH BOTTOM 





LIDSEEN 
OILERS 


Popular sellers. They function perfectly in No. 220 
Winter or Summer—cold weather or hot. 


Handle the heaviest lubricant or the lightest 
oil. Perfect control—a drop or a stream. 





For machinery in motion or stationary— All you can possibly 
overhead or below—practical for any place. » 
hae sii seek in sturdy, prac- 
They soon return their cost in oil saved. ‘ i ’ 
Handled by leading jobbers. tical quality, precise 
Manufactured by uniformity and SU- 
E L e cf - - - 
a perior finish—is em- 
824-862 South Central Avenue Chicago, Il. ‘ . s 
Eastern Representatives Central Representative bod ied in the entire 
Peterson Brothers, Inc A. Darusmont, Jr. > . » 
eer ee gp aR oy line of GRIFFIN Hinges 
Peg ogg ‘ee ee and Butts. 7 7 7 + 
P. O. Box 291 Sharon Building 
Albany, Georgia San Francisco, Calif. 






) (UPPER VALVE CAP 


UPPER NE ai 
: SLEEVE ED 
PISTON SPRING--1i iiss QRS OPERATING LEVER 





BA __ OPERATING LEVER 
Gym ......--.SHOE 


( }RIFFIN 


Manufacturing Co 


ERIE PENNSYLVANIA 
“ Branch Offices__ 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymarch 
San Francisco, 703 Market St. 
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ANETTE 


TRADE MARK REG. U. 8. PAT. OFF. 


“If You Want to Be a Winner 
Feature Sanette Garbage 
Receivers .... and 
Feature Them 





. ‘\3 Exclusively!” 
> % oe Reinhold Bros. Co. 
MILWAUKEE 


- —————— 


HIS prominent hard- 

ware store further re- 
ports: “Sanette cans are 
a real winner. For us they 
have won an_ increased 
, volume in the sale of gar- 
bage receivers, as well as an 
increase in profits.” And 
note this: ‘“Sanette cans 
have also won the confi- 
dence of the women of our 
community that our store 
is the place to get quality 
housefurnishings.” Signed 
by Carl Reinhold, House- 
furnishing Dept. 


The Complete Line 
NATIONALLY 
ADVERTISED 


The Sanette is preferred 
by housewives because of 
y easy-acting foot mechanism 
and quiet-closing cover. 
Famous for fine quality 
baked enamel finishes un- 
equalled in ev ware 
} ....in green, blue, ivory, 
Each with sepa- red, yellow or white. 
Three sizes: 2 gal. 1.50, 3 
gal. $3.00, 5 gal. $5.00 (re- 
tail prices). ($1.75, $3.25 


and $5.50, respectively, in West 
and South.) 
rate galvanized steel inner pail. 
Approved by Good Housekeep- 
ing Institute. 

he big volume seller in 
hardware stores is the 2 gal. 


$1.50 size. Make it a leader in 
your store in 1930. Profit by 
our national advertising by fea- 
turing the beautiful 7 color oil 
paint Sanette window cutouts, 
furnished Free with your initial 
order. Value $5.00. 


Sanettes are stocked and sold by 
prominent jobbers everywhere 


{HBA Ls 





Master Metal Products, Inc. 
309 Chicago St., Buffalo, N. Y. 


In Canada: 


Master Metal Products, Ltd., 
Bridgeburg, Ont. 





ASK YOUR JOBBER 
TO SHOW YOU THE 
RECEPTO 


A Popular Sale Item 





SANETTE 


Retailing at $1.00. 3 8 
sizes 
In South and West, $1.25 2 eal, 3 
gal. 











<<. 








READING | 











Learn From America’s Oldest 
Houses What Reading Cut Nails 


Mean in Staunchness! 


In America’s oldest houses — houses that 
have weathered the storms of generations 
—you will find nails similar in form to 
Reading Cut Nails. Our forefathers dis- 
covered the secret of greater gripping 
power in nails —the four-sided, wedge 
shape that Reading Cut Nails have today. 


For roofing, flooring, casing, sheathing—for 
practically every building need—there are 
the right sizes and types of Reading Cut 
Nails. You'll find profit and customer sat- 
isfaction in handling them — send for our 
tree catalog. 


READING IRON COMPANY 









READING, PENNSYLVANIA 
Atlanta Los Angeles Cleveland 
Baltimore New York St. Louis 
Boston Pittsburgh Tulsa 
Buffalo San Francisco 
Chicago Fort Worth 
Cincinnati Seattle 
Detroit Philadelphia 
Houston New Orleans 


Kansas City 
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Forged, high grade steel 
PERFECT TEMPER 





No. 26 
“Perfect” 
Weed Cutter 


No. 4 “Perfect”? Grass Hook 














No. 35 “Perfect”? Ditch Bank Blade 


Order through your Jobber 


KELLY AXE & TOOL CO., Charleston, W. Va. 
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Because No One 


Doubts Cyclone Quality 


These 3 items sell fast and insure good will 



































Dealers and jobbers say so 
= and their sales prove it 


The Cyclone “Red Tag” tells a convincing sales story to the home 
owners who visit your store. It tells them that here are the true and 
genuine Cyclone products that they have used for many years — 
products they can buy with confidence. Dealers and jobbers every- 
where say it pays to sell Cyclone “Red Tag” Products because they 
are easy to sell and insure good will. 


Cyclone “Red Tag” Lawn Fence 


Several new improvements are introduced in Cyclone Lawn Fence 

this year. An extra cable has been added at the bottom—providing 

extra strength where it is most needed. This is an exclusive Cyclone 

feature. 

Cyclone Lawn Fence is now branded by a new method for your pro- 

tection. Metal Red Tags are woven into the fabric at the factory. e 
They can be attached in this manner only at the factory. Now, no re 
one can capitalize on the prestige of Cyclone Lawn Fence except 
with genuine Cyclone “Red Tag” Lawn Fence. 


An attractive display stand for exhibiting Cyclone Lawn Fence, 
Trellis, and Flower-bed Border is furnished to Cyclone dealers. 


Cyclone “Red Tag” Wire Screen Cloth 


You can show your customers by direct comparison that Cyclone 3 
“Red Tag” Wire Screen Cloth is superior to any other brand. 3 
Made of full gauge wire. A smooth, dense coat of zinc applied 4 
by an exclusive process. Even weave throughout every roll. 


Cyclone “Red Tag” Wire Screen Cloth is made only in Cyclone 
factories, sold only under the Cyclone name and only through 
Cyclone jobbers. If your jobber cannot supply you write for the 
name of the nearest Cyclone jobber. 


Cyclone Catch-All Baskets 


A high-grade rubbish consumer that is a profitable all-year seller. E 
Approved as a safe rubbish burner by city officials. Sell it to ey 
schools, parks and office buildings as well as to home owners. Order 4 


from your jobber. 
© C. F. Co. 1930 


‘@clone Products 


CYCLONE FENCE COMPANY, General Offices: Waukegan, IIl. BRANCH OFFICES IN ALL PRINCIPAL CITIES 
Pacific Coast Division: Standard Fence Company, Oakland, Calif. 


UNITED STATES STEEL CORPORATION 
Principal Subsidiary Manufacturing Companies: 
ILLINOIS STEEL COMPANY THE LORAIN STEEL COMPANY 








AMERICAN BripGE COMPANY CARNEGIE STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. Company 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry DooKk COMPANY NATIONAL TUBE COMPANY UNIVERSAL PortTLAND CEMENT COMPANY 


Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. 
Erport Distributors—United States Steel Products Company, New York City. 
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SS UNIONS 
Tools TT 





























hy do Green’s Hardware give 
the UNION Display Rack so 
prominent a place in their store? 


It. you haven’t before realized that attractively displayed merchandise exerts 
strong appeal, look at the interior view of Green’s Hardware and Paint Store, 


Denver, Colorado, shown above. 
We quote from a recent letter from R. A. Green: 


“We find that by giving the UNION Display Rack a prominent place in the 
front of our store alongside of radios, we accomplish two things. Customers 
coming into the store stop and listen to the radio, and at the same time select 


garden tools from the rack.” 
This idea has meant big money to them. 


A UNION Display Rack will help you. Write for our free offer. 


THE UNION FORK & HOE COMPANY 
COLUMBUS, OHIO 


Manufacturers of a Complete Line of 
FORKS, RAKES, HOES, AND SPECIAL PURPOSE TOOLS 


+ 
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WHAT? 











“Do you mean to say I can buy goods of this quality at 
these prices? Why, this looks to me like well made 
merchandise—and it’s mighty well finished—and yet 
I’ve never been able to get such goods at these prices 


before.”’ 


Probably you wouldn’t come right out flat-foot and 
make any such statement—not where we could hear 
it, anyway, but you could very well think it! 


Every one of these five soon to be seasonable items is 
a “Hundred-One” Anniversary Special. That means 
it is honestly made, by a leading manufacturer, of the 
best materials; that it is most attractively finished and 
labeled; that it is sold at a price which will enable you 
to meet the growing competition of inferior mer- 
chandise. 


Sounds reasonable, doesn’t it? At least it’s worth 
looking into and that’s what we want you to do. Ask 
our salesman or write us. 

















Tue Geo. Wortareron Co. 


1829 CLEVELAND 1930 
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Store Plan 





A conversation between Mr. VanHyning—Heller Representative—and Mr. Snyder and 
Mr. Emmons, of the Snyder & Robbins Co., Asbury Park, N. J. 


“Of course you understand that this is more than 
just a store plan, Mr. Snyder,’ Mr. VanHyning was 
saying. 

“Well, I certainly hope it is,” said Mr. Snyder with 
a smile. “This new store has been a cherished dream 
of mine.” 

“And that dream is about to become a reality,” con- 
tinued Mr. VanHyning. “This store plan is an invest- 
ment for your future—an investment that will create 
greater profits. These Heller Tables and Merchandise 


Cabinets are going to be your slaves. They'll work 
unceasingly for you every hour your store is open— 
displaying your wares, reminding your customers of 
things they need—urging them to buy.” 

Mr. Emmons turned to Mr. Snyder. “Perhaps 
these fixtures will buy that new car you’ve wanted.” 

“And that’s no joke” said Mr. VanHyning. “It’s 
no exaggeration to say that Heller fixtures have bought 
new cars—homes—vacations for a good many of our 
friends in the hardware trade, all through the increased 
profits they have brought.” 





Perhaps you have read about the beautiful new Snyder & Robbins store—perhaps you 
have wondered how you could modernize your store and make it pay real dividends. 
Why not let Heller help you—show vou the way? Absolutely no obligation—just clip 
the lower portion of this ad to your letterhead and mail. 


IIE ILILIE IR 


BUSINESS BUILDING STORE EQUIPMENT 


W. C. HELLER & CO., 700 Bryant St., Montpelier, Ohio. 


N. Y. Office, 20 Vesey St. 
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“We use this guide numerous times every day 
in our purchasing department and we find it helps 
us more than the other buyers guides we have”’ 


PEDEN CO., WHOLESALE HARDWARE, HOUSTON, TEXAS 




















THE NEW 1929-1930 ANNUAL EDITION OF 


Hardware Age Catalog 


lists more than 15,000 manufacturers of hardware and allied 
products under their product headings, alphabetically arranged. 
e More than 6000 additions and corrections give this indispens- 
able help to hardware buyers, greater value to jobbers and re- 
tailers than ever before. @ Also, nearly 300 leading American 
manufacturers have placed illustrated buying information near 
their product listings for the greater helpfulness of these hard- 
ware buyers.e It gives us much pleasure to announce the recent 
publication of this specialized hardware buyers guide, de- 
veloped solely to fit the needs of the hardware trade. 


HARDWARE AGE CATALOG «@ 239 w. 39th St.. New York City 
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No. 52 Hanger 














No. 54 Hanger 






















No. 53 Hanger 


Builders are in the market 
for frictionless hangers 


because they appreciate what steel roller-bearings can 
do toward carrying the load of the heaviest door 
with ease. 





Builders are also familiar with Sherardizing—the pro- 
tection from rust afforded by this process and by 
heavy Japan finish coats. 

Builders realize that when all these features are 
embodied in one product, they can depend on long, 
reliable service where installed —and that is why the 


demand is universal for 


Natienal 


Roller-Bearing Trolley Hangers 


because they are in every point a superior product, 
and deliver full value at all times. Dealers find the 
National line of hardware profitable to handle—you 
will, too. Just a line will bring you further information. 


NATIONAL MANUFACTURING COMPANY 
STERLING, ILLINOIS 
















ROLLER BEARINGS 


National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 
BARN DOOR HANGERS 
BARN DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 











No. 56 Hanger 
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The Publications of the 
U. B. P. 
Cover a Variety of 
Important Fields 







Metal Trades 
The Iron Age 
Hardware Trade 
Hardware Age 
Hardware Age Catalog 
Textile 
Dry Goods Economist 
National Dry Goods Reporter and Drygoods- 
man 
National Dry Goods Reporter Wholesale 
Shoes and Hosiery 
Soot and Shoe Recorder 
Hosiery Age 
Jewelry & Optical 
Jewelers’ Circular 
Optical Journal 
Jewelers’ Circular Buyers Directory 
Automotive 
Automotive Industries 
Automobile Trade Journal and Motor Age 
Motor World Wholesale 
Commercial Car Journal and Operation & 
Maintenance 
Automotive Industrial Red Book 
Chilton Catalog & Directory 
Chilton Aero Directory and Catalog 
Oil . 
Oil Field Engineering 
Petroleum Register 
Allen’s Superintendents Hand Book 
Toys 
Toy World 
Plumbing & Heating 
Sanitary & Heating Age 
Warehousing 
Distribution & Warehousing 
Insurance 
The Spectator 









































FLFR 






United Business Publishers, Inc. 
239 West 39th Street New York City 


OFFICERS: 
A. C. Pearson, Chairman C. A. Musselman, Vice-Pres. 
F. 


C. Stevens, Treas. 


F, J. Frank, Pres. Arnold L. Davis, Sec’y 
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Automobile Trade Journal 
and 


Motor Age 


Devoted to the Interests of 
Automotive Retailers 





















A powerful monthly business publication 
whose subscribers are drawn from the better 
class of automotive retailers. We say “‘power- 
ful” advisedly. Automobile Trade Journal 
and Motor Age, a unit of the United Business 
Publishers, Inc., has practically 50 per cent 
more trade subscribers than any other auto- 
motive publication. And its readers have 85 
per cent of the buying power in this field. 

















Hence, it is not surprising that “A. T. J.” has 
for more than 30 years been the leading 
factor in helping automotive manufacturers 
obtain sales distribution and trade prestige. It 
is now, without question, the most attractive, 
helpful and informative publication in its field. 


AUTOMOBILE TRADE JOURNAL and 
MOTOR AGE 
Chestnut and 56th Streets Philadelphia, Pa. 






* 





A unit of the 


United Business Publishers, Inc. 
239 West 39th Street New York City 
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Our Other Products Include 


Cortland Black Enameled 
Gray-wick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Staples 














Hardware Cloth 





That Stands Hard Wear 





Durability is built right into WICKWIRE 
BROTHERS Galvanized Hardware 
Cloth. It’s made from best Open Hearth 
Steel, full gauge wire galvanized AFTER 
woven. Every operation is controlled by 
us. It stands Jong, hard wear—sells on 
merit—pleases customers and brings re- 
peats wherever sold. Made in 2, 24, 3, 4, 
5,6, and 8 mesh. Standard widths, six inch 
steps 12 to 48 in. Special widths made to 
order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 
Wire Nails and Brads 


We take infinite pains to have these prod- 
ucts right in every way. You'll like them. 
Made in all sizes from 3/16 inch. No. 24 
gauge to a 12 inch spike, with special heads 
or points, barbed or smooth. Put up in 
handy packages of 4, 4 and 1 pound quan- 
tities. These packages are shipped in car- 
tons. 

Also obtainable in 5, 10, 25 and 50 pound 
boxes and in kegs. 


Your Jobber Will Supply You. 
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See How Quick- 
ly This Set Can 
Be Installed. 


Here Lies the 
Secret of Perfect 
Operation. 














ae 








4) |A SET THAT! .-_- 
Ll GIVES Twice ___- 
the Satisfaction FOR Y2 the Cost/ 


maiic door guide makes it unnecessary to guide 
the separate passage door by hand. This 
unique invention holds the passage door in 


al 






































FrantZ Garage Door Fixtures No. 550 (patents 
pending) offer an opportunity for Dealers to 
profit from the unusual sales volume that this 





new set is creating. First, because the No. 
550 Set is designed to eliminate all the 
troubles and annoyances common to “Around- 
the-Corner” garage door operation. Second, 
because No. 550 Fixtures can be sold at a 
much lower price (with no less margin of 
profit) than it has been 
customary to ask for 
“Around - the - Corner” 
type of equipment. 


With No. 550 Fixtures, 
all the doors roll ‘round 
the corner smoothly 
and easily—entirely out 
of the way. The auto- 


No Hardware 
is Genuine | 


FRANTZ 


i... <i 
‘QUALITY 

without the — 
Red Label 


See | 












Take Advantage of the 
Special Introductory Offer 
—Mail This Coupon 





Gaunkd Builders Hardware / 


position and supports its weight while the 
doors are being operated. And, too, the open- 
ing can be cleared without entering the garage. 


Installing No. 550 Fixtures is a simple task. 
The hardware all fastens in place without 
cutting or fitting in any way. The “Rollaway” 
Track requires no blocking or bracing—it 
fastens flat, on the header over the opening. 
and on the side wall. 


Each No. 550 Set is packed in a strong fibre 
carton with all necessary screws, bolts, lag 
screws for track, ete., and a complete instruc- 
tion sheet for installing. 





TRADE MARK 


An attractive offer has been arranged to 
introduce No. 550 Garage Door Fixtures 
to Dealers. Send the coupon today for 
complete information—you will not be Name . sly ist 
obligated. City 


FRANTZ MFG. CO., Dept. H-2, Sterling, Illinois. 
Kindly send me complete details about the special introductory offer on the No 
(PRINT NAME PLAINLY.) 


550 Garage Door Set. 
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CABLE ADDRESS "ATKINSAW"” 
WE RESERVE THE RIGHT TO CORRECT ERRORS INQUO OR OTHER MATTER ALL AGREEMENTS SUBJECT TO DELAYS RESULTING FROM UNAVOIDABLE CAUSES 


HCATKINS, President 

NA GLADDING VicePresident 
; S; W.A ATKINS Vite President 

EC ATKINS, Vice President 


INCORPORATED K.WATHINS, VicePresident 
FC GARDNER, Secy-Treas 
SHEFFIELD SAW WORKS 


Ss I LVE R STE E a SAWS GENERAL OFFICES AND FACTORY 
‘ INDIANAPOLIS, IND .USA 


CANADIAN FACTORY 





402 SOUTH ILLINOIS ST. DRMrOn oes 
Macuine Knire Factory 
fut - LANCASTER, NY. 
eine ae : : %<¢' ua , 
Eecaiist'ls Serneetee TIvoranavoris, LWo.U¥.A., oo i ane 
cal LTON ON ° ur ™ 
mane 'S. FRANCE 
Sales Agents for 
1930. Automatic FiunG Room MACHINERY 


/mportant Announcement 
Jo the HARDWARE 
TRADE 


cCentlemens 


Our attention has just been called to the fact that in the 
mid-winter flier of a certain mail order house operating branch, 
houses in various cities, they are showing a cut of our #53 SIL- 
VER STEEL Hand Saw 26", at $2.50. 


Where they obtained this cut we do not know but judging by 
the appearance of it they had the cut made to order themselves, 
because it does not resemble the electrotyne that we furnish to 


our customers 


We are also at a loss to know where they purchased these 753 
Hand Saws. We do-not sell them direct, nor do we have any know- 
ledge of any of our wholesale hardware distributors or any other 
customer who is buying the saws for the purpose of reselling to 
this mail order house, and it is our intention to find out, if 
at all possible, who has sold them. 


Needless to say we consider the action of this mail order 
concern in illustrating and pricing our goods without our know- 
ledge and consent, as being absolutely unfair and unethical, and 
big there is any justice in the land for the protection of a man- 
ufacturer and his brands it is our purpose to try to avail our- 
selves of such, so we respectfully ask your patience in the 
matter until we can secure it. 


Yours very truly, 


© ATKINS & CO., 





THIS 1S OUR OWN CUT 


Director of Sales. 





ATKINS No.53 SILVER STEEL 
HAND, R/P AND PANEL SAW 


‘‘A Perfect Saw For Every Purpose’’ 

















WHAT THEY SAY 


Los ANGELBPS, CAL.—We never 
tire of reading the fine hardware 
news and the bright, snappy arti- 
cles in HARDWARE AGE. The illus- 
trations are much more perfect 
than in any other publications we 
take. 

What a splendid article that 
was, by F. J. Nichols in your 
issue of January 2, and how fine 
and true the saying: “The Queen 
Is the Purchaser Now.” If the 
hardware man would cater to and 
invite women into his store, and 
get them there, Oh, what a dif- 
ference it would make. 

M. V. GARVER. 


WHAT DO YOU SAY? 


PT 
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How can a Chain 


Distribute for Less? 


Don’t answer too quickly! 


Let’s make a frank comparison of the Chain “Set-up” with that of the Jobber and Dealer. 





This is the Distributing House of a 
Chain. ... 


Here the Chain buys merchandise . . . 
carries a wholesale stock . . . distrib- 
utes to retail Chain stores... . 


Here the plans are made for selling in 
retail Chains . . . from here come the 
retail service and retail instructions. 








Who Are These FIVE Men? 


They travel out of the Chain whole- 
sale house . . . calling on retail Chain 
stores. They are the supervisor, store 
checker, inventory checker, auditor, 
store arranger or window trimmer 
. . . These five men see to it that 20 
chain managers carry out the instruc- 
tions from the Chain wholesale house. 





This retail Chain store is part of a 
system .. . the selling part. 


Each Chain store has all the expenses 
of any other retail store—and MORE 
(but it SELLS MORE by modern 
methods). 

The success of ANY chain is nothing 
more nor less than the success of its 
own Retail Stores. 


Just How Does THAT Picture Compare with THIS? 








RETAILER 


— 


Pere 
sees 


do 





This Wholesale Hardware House buys 
merchandise . . . carries it in stock and 
distributes to Retailers. .. . 


The modern Wholesaler should and 
does provide the Retail selling plans 

. store arrangement plans . . . in 
fact, offers service in all phases of 
Retailing. 





Who Is This ONE Man? 


He is the traveling salesman who 
makes the contact between Whole- 
saler and Retailer. His job is to bring 
to the Retailer all that the Wholesaler 


provides. . . . merchandise . . . price 
. advertising . . . store service... 
sales plans. 





This Independent Retailer is the sell- 
ing part of a System which can only 
succeed if the Retailer succeeds. 


Will he modernize his store? . . . his 
merchandise? . . . his selling? Will he 
reduce his costs by increasing his sales? 


Will he seriously join hands with a 
Wholesaler who is actually prepared 
to co-operate with all the things a 
Retailer needs? 


The only advantage of ANY CHAIN comes from proper co-ordination of its wholesale and retail units 
—that is HOW the WASTE is eliminated. 


There is a lack of confidence—a lack of faith—between many Retailers and their natural source of supply. 


When this is changed to honest-to-goodness co-operation—there can be only one result—ELIMINA- 
TION of the WASTE and the unnecessary expense. 


Co-operate with the Wholesaler Who Co-operates with You 


HIBBARD. SPENCER. BARTLETT (. 


SCH CAS CO 
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TACKLE IT NOW 


By LLEW S. SOULE 


Nvereen hundred and thirty will be a big 
year in home building. This statement is not mere 
theory ; it is founded on facts and figures. 

For several years home construction has lagged 
behind industrial and commercial construction. This 
fact has been due largely to conditions in the mort- 
gage market. Money was flowing into high interest 
channels and loans to home builders suffered accord- 
ingly. Mortgages were a drug on the market; 
building and loan organizations, mortgage com- 
panies and banks found it almost impossible to dis- 
pose of accumulated mortgages, and thereby obtain 
money for reloaning to prospective home builders. 

Now, however, conditions are vastly different. 
The stock market debacle has released money for 
sound conservative investment. As a result, mort- 
gages are “looking up.” Building and loan organi- 
zations, banks and mortgage companies are begin- 
ning to find a market for mortgages—a market 
which will expand rapidly during the next six 
months. 

The urge for home building has not been checked, 
and there are thousands of applications for home 
building loans, merely waiting for mortgage sales 
and available cash. 

When spring gets under way, home building will 
get under way with it, and will grow constantly 
more active as the season advances. As this activity 
becomes general, good contractors, builders and 
carpenters will be in demand. It will not be 
to get good labor, and proper attention for re 
modeling, repair and modernization jobs. 

Meanwhile the field for such projects affords a 
wonderful opportunity to keep business at a normal 
level during the present season—months which are 
usually quiet, and which, without stimulus, will be 
more quiet than usual this year. 

The hardware merchant, however, cannot expect 
others to do necessary repair and improvemeit work 
unless he himself sets the example. 

If you are thinking of remodeling your store 





casy 
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do it 
store 


now. If you intend eventually to install a new 
front—start the installation now. If your 
store or home needs repainting—do that repainting 
now. If you need a new warehouse, build it now. 
Make your store reflect your confidence in future 
busivess. Get ready now for the new forward surge 
in business which is sure to come, and which will 
come the sooner because of your activities. 

A conference of the building industry was held in 
Washington on Jan. 21 for the purpose of stabiliz- 
ing building activities throughout the year, as a 
part of the general program requested by Presi- 
dent Hoover, and indorsed by Julius H. Barnes, 
Chairman of the National Business Survey Confer- 
ence. The immediate purpose is to conduct a cam- 
paign to stimulate building activity during the next 
three months, in advance of the anticipated summer 
rush, to the end that construction may progress at 
an even pace, and that labor may be available at all 
times for the proper completion of contemplated 
projects. 

The conference has invited the banks, mortgage 
companies and building and Joan associations to 
cooperate in financing, af this time, the meritorious 
construction projects. An effort is being made to 
have loan applications handled promptly, and in a 
manner to maintain interest in building. These or- 
ganizations will be warned against the dangers of 
unjustifiable delays which might mean eventual labor 
shortage and higher commodity prices. 

Get behind this movement. Tell 
tomers about it. Bring it to the attention of your 
local commercial club. Don’t allow your community 
to lag behind the procession. Meanwhile set the 
pace by getting your own contemplated improve- 


your cus- 


ments under way at the earliest possible moment. 
By so doing you will iron out the peaks and valleys 
of your year’s business, do a service to your com 
munity, and attain a richly deserved profit. 


DO IT NOW. 





ITH many of the advantages 
W: a downtown department 
store and with none of the 
disadvantages, P. J. Thompson's 
new Community Store plan fills a 
definite place in meeting present- 
day competition. This plan provides 
the growing suburban development 
with a modern and complete shop- 
ping center. It also enables the 
downtown retailer to retain the trade 
of those who move toward the out- 
skirts of a city and in so moving are 
often weaned away to new shopping 
districts. 
sriefly, the plan provides a bank, 
a butcher, grocery, vegetable and 
delicatessen market, a hardware 
store, a dry goods and shoe store 
and a drug store in one building, 
with connecting doors between all 
stores. In other words, the consumer 
enters any of the five individual 
stores and without going outside 
again may shop in all five. Each of 
these five stores is the West Side 
suburban branch of a_ well-estab- 
lished downtown retail firm offer- 
ing downtown values, assortment, 
and service with suburban con- 
venience and plenty of space at the 
rear for the parking of autos. The 
scope of the combination includes 
practically every normal community 
want, and definitely establishes a 
West Side shopping center for that 





section of Youngstown, Ohio. Away 
from the congestion of the down- 
town streets and the high rentals 
and taxes, these five branch stores 
bring to those on the West Side the 
services of five well-known Youngs- 
town firms, all strictly local in own- 
ership, management, personnel and 
interests. 

Many of the estimated 40,000 
people living in the district have 
traded for years with the parent 
stores, whose business histories trace 
back for many years, Hardware 
men will recognize P. J. Thompson 
(the father of the plan) as the presi- 
dent of the Stambaugh-Thompson 
Co. His company is 83 years young 
and is an outstanding retail hard- 
ware establishment. 


B EFORE taking definite steps to 
accomplish the Community Store 
Plan, Mr. Thompson studied, as he 
always does. He knew that Youngs- 
town had a population of 185,000, 
and the West Side, a fast-growing 
and comparatively new development, 
had in a radius of one and one-half 
miles about 40,000 people. He knew 
from his own records that such a 
territory would have to have in some 
form its own stores, and that the 
establishment of suburban stores 
would effect downtown business. 
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SUBURBS 


P. J. Thompson establishes 
first Community Department 
Store with branches of five © 
down town firms, connected 


by wide doors. 


CLYDE. H. 
HOSSEL, Man- 
ager of the Stam- 
baugh-Thompson 
Co.’s West Side 
Branch Store and 
the company’s 
agent at the Com- 
munity Depart- 
ment Store. 











The photos on either side show a view 
of the connecting establishments as seen 
from the center of this branch hard- 
ware store. 


SHOPPING CENTE 


o 


P. J. THOMPSON, President, The 
Stambaugh-Thompson Co., Youngstown, 
Ohio, whose vision brought about the 
Youngstown Community Department 
Store Plan and whose merchandising in- 
sight and organization ability made the 
plan a fact in operation as shown by the 
photographs across the top of these two 
pages. The center photographs show 
the Stambaugh-Thompson branch hard- 
ware store which is in the center of the 

Community store building. 


By CHARLES J. HEALE 


This, of course, suggested a branch 
store on the West Side similar to 
the company’s South Side branch. 
The latter is located in an already 
established shopping center. On the 
West Side the picture was different. 
There is, of course, almost every 
type of retail business, but these are 
scattered along the trolley line and 
in no concentrated gathering could 
West Side people do all of their 
shopping. There are competing 
stores close together, but that, of 
course, is directly opposed to what 
was needed. 

The community plan had been in 
Mr. Thompson’s mind for some time 
so he designed the building which 
became the home of what is believed 
to be the first community store of 
its kind in the world. With the 
plan in his pocket and an option on 
the best available property, Mr. 
Thompson selected a local bank, 
provision company, dry goods firm 
and drug store as coaperators. He 
sold the idea to all four and had the 

93 


building construct- 
ed to meet the re- 
quirements of these 
four and his own 
firm. 


FOR 
THE 


Each store is individually ar- 
ranged, yet there is a conformity to 
the entire group. The blueprint 
shows how display fixtures are 
placed, and indicates the position of 
the connecting doors. The latter 
have folding steel gates which lock 
on both sides so that each store man- 
ager has his own private padlock on 
his side of both connecting doors. 

Essentially non-competitive, each 
of these five firms attracts business 
for each other, and after less than 
two months of experience with the 
plan the five managers are very en- 
thusiastic for the future success of 
the community idea. At present the 
cooperative feature of operation 1s 
somewhat limited, as it is not the in- 
tention of the five parent firms to 
rush blindly into some group obliga- 
tion which later might not prove 
equitable to all the parties concerned. 
A central heating plant provides the 
necessary warmth for the entire 
building. With the exception of the 
bank and the drug store, store hours 
are fairly uniform, though there is 
no agreement on that point. It is 
believed that some standardization 
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of working hours might prove profit- 
able and increase the efficiency of 
the community plan. The bank, of 
course, maintains the usual banking 
hours, and in doing so has faced the 
only obstacle to complete satisfac- 
tion. People looking through the 
iron gate which separates the finan- 
cial institution from the provision 
market see clerks, tellers and others 
at work and sometimes express keen 
_and violent displeasure at being told 
the bank is not open for business. 
This will likely be overcome with a 
heavy, dark screen or shade which 
will, at 3 o'clock, cut off the bank's 
interior from the public gaze. 

The drug store, of course, is the 
only factor open late on all nights, 
all Sundays and on holidays. The 
only merchandise competition is be- 
tween the hardware store and the 
drug store on a few cutlery items, 
clocks, etc. No agreement has been 
made and none will be made on the 
merchandise competition, which to 
date has not been a problem worth 
mentioning, even though there is a 
variance of price on such merchan- 
dise. It is believed that a coopera- 
tive spirit will prove more satisfac- 
tory than a set of contracts. 

As a future development there 
may be a cooperative delivery sys- 
tem, one cashier, a centralized credit 
and accounting bureau, perhaps the 
latter a part of the bank’s job. It 
has been suggested that the bank 
might extend loans to worthy per- 
sons so that the four retail stores 
could develop almost an entirely cash 








basis. With such a plan the bank 
would increase its accounts and 
could collect a legal rate of interest, 
though none of the retail stores 
could very well expect interest on 
credit accounts unless they were 
fairly large. 

Among themselves, of course, the 
four store managers have worked 
out some cooperative plans in de- 
livery and credits. When a customer 
phones any one of the four an or- 
der may be given for merchandise 
sold by the other three establish- 
ments. 

It is planned to publish each 
month a cooperative newspaper to 
be charged on a pro rata basis. Two 
isses have already been issued with 
5000 circulation each. These are 
delivered door to door by responsi- 
ble boys. The first issue announc- 
ing the plan and the Grand Opening 
for Dec. 10 brought 6000 people 
through the five establishments. 


® LYDE H. HOSSEL is man- 


ager of the Stambaugh-Thompson 
Co. branch, which is in the center of 
the Community building. or seven 
vears he operated his own business 
as the C. H. Hossel Hardware Co., 
two blocks from the site of this co- 
operative building. In that time the 
bank also had a branch in the ter- 
ritory, but the cther three branches 
Mr. Hossel sold his 


are new ones. 
business to the Stambaugh-Thomp- 
son Co. and is a company stoekhold- 


er in the branch store of that firm. 
He has found the change most ad- 
vantageous as he had carried a $21,- 
000 stock, whereas the privilege of 
drawing on the main store down- 
town has permitted a reduction of 
stock investment to $10,000. 

Within five blocks of the Com- 
munity Department Store there are 
five competing grocers and in the 
general territory covered in an es- 
timated one and one-half mile ra- 
clius there are five other drug stores, 
but it is generally believed that this 
new plan of Mr. Thompson creates 
a definite shopping center which did 
not exist before, and that even 
though there appears to be plenty of 
competition for two of the partici- 
pants the cooperative plan will de- 
velop very fast. 

It is interesting to know that with- 
in the two months of experience 
there has been prompted a study of 
further development of the Com- 
munity Department Store. It is en- 
tirely possible that within a short 
time additional Community build- 
ings will be launched in other dis- 
tricts suburban to Youngstown. The 
Stambaugh-Thompson Co. owns the 
building, and may promote the ad- 
ditional projects mentioned. 

On the South Side of town the 
Stambaugh-Thompson branch hard- 
ware store has a connection with a 
corner dry goods store, and while 
that has helped some, it is clearly 
not as effective as the four stores 
and bank combination on the West 
Side. 


This blue- 
print shows the 
floor plan of 
Youngstown’s 
Community De- 
partment Store 
and indicates the 
fixture arrange- 
ment as used in 
each of the five 
individual 
branches com- 
prising this co- 
operative effort 
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MAHONING AVENUE JUST WEST OF STEEL ST. 





NEW COMMUNITY STORE—1648 TO 1658 MAHONING AVENUE 





Front and rear views of 
the Community Depart- 
ment Store building are 
shown on this page. 
Adequate parking fea- 
tures this project in the 
minds of the 40,000 
people who live within a 
radius of one and one- 
half mile of the stores. 
Youngstown has a popu- 
lation of 185,000 with 





Sanieg Fri. -_ Sat. : dada Seales 


it .: Community Store 
Lua werttsns An Entirely New Idea..... 


Here Are The Men Who Will Run Them 












A Community Department 
Store—Each Department a 
Branchofa Local Institution 
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The first cooperative news- 
paper of the Community 
Department Store 








/MERCHANDISING 











DVERTISING 
campaigns for 
months ahead are 
prepared by Aikman 
and his staff. 


P. AIKMAN, Cazenovia, 
H. N. Y., uses a multigraph 

to even up the peaks and 
valleys of his yearly business chart. 
It furnishes profitable employment 
for his sales force during dull days 
and quiet seasons. At the same 
time it supplies high-grade circulars, 
hand bills and similar sales litera- 
ture to draw the trade that does not 
drift in naturally. In other words, 
it solves the problem of employees, 
“rushed” one day and idle the next; 





By 


/MAULTIGRAPH 


spreads business over the year 
and brings in a steady flow of 
new customers. 

To begin with, Aikman hires 
only high-grade employees and 
In return 
he gets good work. Both sales- 
men in the store and the girl 
in his office can operate a multi- 
graph and use a 
typewriter. That 
efficient little 
force turns out all 
the forms, sales 
letters, circulars, 
etc, shown in 
connection with 
this article. But— 
that’s only half 
the story. 

During the 
quiet periods they, in ,conjunction 
with the boss, plan the sales and 
advertising campaigns for months 
ahead. Then they multigraph 
the literature, put it in enve- 
lopes, address it ready for mailing, 
pack it in bundles, and label the 
bundles with the date on which the 
mailing is to take place. In addi- 
tion, they plan the window displays 
and newspaper advertising to be 
used for each campaign. In this 
connection it may be added that 
Aikman windows are trimmed regu- 
larly every week, and each window 
features some “special’’ at a price. 
A show card lettering machine is 
used, and cards are also prepared 
in advance for the displays accom- 
panying each campaign. New, spe- 
cial cards are used for each display. 

As the time for each campaign 
arrives, the bundles are sent to the 
post cffice for mailing, the adver- 
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pays good salaries. 


tisements are forwarded to the 
newspaper, and the window trim 
is installed according to the plan. 
There is no waste motion, a small 
expenditure of time, and business 
goes on even during the busiest of 
seasons. 

Cazenovia is a small town in the 
center of a large and prosperous 
rural community. Near it are sev- 
eral other small towns, each with 
R.F.D. routes. Aikman has a mail- 
ing list of 1800, and his direct mail 
goes mainly to farmers. Bills and 
circulars for the townspeople are 
delivered by hand. 

While Aikman has a fairly large 
list of actual names and addresses, 
most of his direct mail material is 
addressed merely to the box hold- 
ers of rural routes. The postmas- 
ters of Cazenovia at.d nearby towns 
tell him how many such box hold- 
ers there are on each route. Alto- 
gether he covers twelve rural routes, 
four of which go out of Cazenovia. 

He addresses the envelopes as 
follows: 

Box Holder, 
Cazenovia, N. Y. 
R.F.D. No. 





The mail man does the rest. This 
method saves time and expense, and 
also insures coverage. Meanwhile 
all direct mail material receives 
newspaper and display window co- 
operation. 

Quite a few orders from this 
direct mail work come in by post. 
The majority of sales, however, are 
made to people who have read the 
literature and come to the store to 
make the actual purchases. Any in- 
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Miller Hardware Co., 
Olean, N. Y., devotes the 
major part of its second 
floor to glassware and 
china, believing that ample 
space is necessary to prop- 
erly display these wares 
on open type tables. Be- 
ing on the second floor 
there is less traffic conges- 
tion permitting prospects 
more freedom of time for 
making selections 














Few kitchens have a full 
complement of tinware 
and wire goods, yet all of 
these items as shown to 
the left are needed every 
day. These goods are cer- 
tainly “display sellers” 
and should be placed 
where customers will see 
them readily. Price cards 
which intrigue interest and 
suggest completing th e 
home equipment should 
help. From The Fair, 
Oak Park, Iil. 
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Another second floor 
housefurnishings depart- 
ment, specially sectioned 
off by The Smith-Win- 
chester Co., Jackson, 
Mich. The housewife can 
practically complete her 
household equipment in 
this compact department. 
Completeness is an impor- 
tant factor for those ap- 
pealing to the fair sex as 
they wish a variety and 
are exacting in their de- 
mands 
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two men are assigned ex- 
clusively to the radio de- 
partment of The Stam- 
baugh-Thompson Co., 
Youngstown, Ohio. The 
department is on the main 
floor in the center of the 
store. Three standard lines 
are carried. Most of the 
day a set is going to at- 
tract attention but it is 
toned down so that it will 
not annoy—it merely in- 
trigues interest. Concen- 
tration of lines and _per- 
sonnel made radio one of 
the best profit departments 

in this store 
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During the winter season | 
: 
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UPTIME BF ry 

























Off in one corner of the A. H. Mar- 
shall Co., store at Plattsburg, N. Y., 
is the complete sporting goods depart- 
ment an outstanding feature of which 
is ample space to swing golf clubs and 
tennis racquets. Also customers feel 
that they can take their own sweet time 
looking over the goods on display. 
This is a great help in selling the con- 
firmed sportsmen of the town 


This photo taken and de- 
veloped by the photo- 
graphic department of 
John H. Varick Co., Man- 
chester, N. H., shows the 
very complete line of juve- 
nile vehicles and toys al- 
ways on open display by 
this hardware firm. Except 
during the Christmas holi- 
days these lines are on the 
second floor where time and 
space are not at as great a 
premium as on the main 
floor. People can “shop” 
this department and that 
fact helps sales 









UCH has been written and 
spoken about the advantages of open 
display—the ‘chain store method,” 
as many writers call it. Some, car- 
ried away by the enthusiasm creat- 
ed, have assumed that the mere pur- 
chase of display tables assured their 


future hardware success. They 
seemed to think that all a dealer had 
to do was to pile his merchandise on 
the tables-and the rest was auto- 
matic. 

Table displays, like every other 
method of display, have to be 
handled with thought and judgment. 
Properly used, they are perhaps the 
greatest selling aids to the retail 
hardware dealer, excepting his show 
windows. To get the maximum re- 


sults from tables, however, requires 
a lot of careful planning and con- 
stant care. Tables should always 
look clean, fresh and orderly. A 
slovenly, disordered table makes just 
as unfavorable an impression on a 
customer as the same kind of clerk 
would. 

During the past five years hard- 
ware men throughout the country 
have generally adopted open display 
tables, and now it is hard to find a 
store without some of them in use 
or without some adaption of open 
display methods. Tables have been 
advocated principally by those who 
urge the independent hardware mer- 
chant to meet chain-store com- 





PLOTTING for 
OFITS 


by EDWARD K. DENECKE 


Plan your store for 
maximum traffic 
circulation. 


The theory is fine, but some have 
carried it to extremes. All the tables 
in the country will not turn an in- 
dependent store into a chain store. 
It is the merchandising policies and 
methods back of the chain that 
makes it a different store from 
yours. 

The hardware dealers throughout 
the country who are getting the most 
value from their display tables are 
those who are using them to feature 
articles found mainly in hardware 
stores. “Five and ten” merchandise 
sells well if displayed on tables, but 
most of it will not yield the profit 
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and turnover necessary to pay for 


W HEN grouping tables in the average store best results are obtained 
from squares consisting of four tables. These squares or really oblong, 
permit of free circulation for both customers and clerks, a maximu® 
number of cross tables and no wasted floor area. Large stores having 
extensive departments often successfully use groups of six and eight 
together, or a series of individual tables. Four tables may be grouped 
together in four ways. The first permits easy access to the rear of each 
table and makes available the full storage capacity of each one. The second 
conserves floor space, makes a more continuous and compact display ap 7 
pearance on the top, but sacrifices the storage space of almost one whole 
table, half on each end. a 

The third plan might be termed a combination adaptation of groups” 
one and two, taking the same floor space as the latter and losing an equ 
amount of storage space. Group four in the experience of many has | 
display merits for the extremely narrow store, but, of course, eliminates | 
the usefulness. of the storage space, because of complete inaccessibility. | 
Group 2 is the most practical, due to saving of floor space, but our stoft | 
managers invariably change to group one for the greater convenient 
offered. Obviously the shape and size of your store must govern the 
battery plan used. It is well to experiment in some cases. 
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the space it occupies. On the other 
hand, there seems to be no limit to 
items suitable for table display. For 
example, we have in each one of our 
stores a table that displays more than 
S400 worth of merchandise, and 
these make many profitable sales. 


W uen installing tables, the 
first move is a plan whereby you can 
eroup the items in your stock that 
you wish to display. These groups 
should be made up of complete lines 
or related items. Avoid having items 
from half a dozen lines on one table. 
Make each table a little department 
by itself, and don’t forget the op- 
portunity to create companion sales 
such as putting a clothespin bag next 
to the clothes pins. Space allotted 
to each item should be governed by 
its sale. The larger the sale the 
larger the space it warrants. When 
an article has small demand but is 
displayed to round out a line, cut 
down the space by. use of a false 
bottom or other device, but always 
maintain the appearance of a full 
stock. A table with empty or half- 
empty bins soon loses its pulling 
power. 


I; is not good policy to display 
seasonable goods on the same tables 
as regular year round merchandise. 
They sell best on a table reserved 
for that purpose which can be 
changed frequently with each sea- 
son. A store full of out-of-season 
displays soon loses its power of cus- 
tomer attraction. 

Display tables have been practi- 
cally standardized as to size and con- 
struction with an almost universal 
use of bulb edge glass for divisions. 
(In speaking of standard size tables, 
we refer to a table 7 feet long and 
32 inches wide with a rim of light 
wood.) This method of dividing the 
display area is the most practical for 
small items, but can often be omitted 
tor larger ones. When bins are used 
each one should have the selling 
price in large figures attached for 
the customer’s benefit, and also some 
card, symbol or mark to designate 
What is to be displayed in that bin. 
This small, seemingly unimportant 
detail, means the difference between 
order and confusion on your tables. 
Few can remember each and every 
item on display in their stores. If 
one article happens to run out, an- 
other is dumped into its place, 





EDWARD K. DENECKE 


ACH point offered in 
this story is based on 
the personal, practical ex- 
perience of the author. 
Mr. Denecke as Sales Man- 
ager for the twelve James 
& Hawkins stores on Long 
Island has faced nearly 
every type, shape and size 
of hardware store floor 
plan. Some of his state- 
ments probably conflict 
with some popular impres- 
sions on the subject. The 
arguments he offers are not 
mere theories of how it 
should be done, but are the 
results of what he has done 
in one of these stores. The 
explanations of the several 
illustrations were written by 
the author. All drawings 
were drafted to accurate 
scale and show proper pro- 
portions for the size and 
shape store indicated. Mr. 
Denecke has selected for 
examples a representative 
scope of store floor prob- 
lems. Most stores will ap- 
proximate one of the plans 
shown. He tells you how 
and why.—The Editor. 
whether fitting the location or not. 
You lose both ways; first through 


the loss of the continued sale on the 
first item and secondly through the 


disordered appearance of the table 
Many a sale is lost because a clerk, 
rather than ask or look for an item, 
says, “We are all out of those.” 
sins are always to be kept filled. 
but not to the extent that they over- 
hang one another. [xtra stock of 
the merchandise on the tables is 
handiest if kept beneath the table 
on which it is displayed so that the 
items sold can easily be replaced. 
The front of display tables are 


made in various styles with the idea: 


that larger items may be displayed. 
The display value of this area must 
not be counted on too strongly, be- 
cause, except where the table runs 
at right angles to the customer’s line 
of vision, such displays are seldom 
noticed. If good results are obtained 
from the tops of tables they will pay 
for themselves. 

After tables have been properly 


Cardboard squares cut to the same 
scale as your store plan can be used 
as tables, shelves and counters, per- 
mitting you a better visualization 
of your traffic circulation arrange- 
ments, as you can place these “‘fix- 
tures” at will until you arrive at 
the most practical arrangement. 
Then you trace the outline on 
your plan and are ready to act. 
Arrows in the diagrams illustrat- 
ing this article indicate normal 
directions in which average cus- 
tomers walk. 
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sampled and tagged, their success as 
silent salesmen is not assured until 
they have been placed in proper po- 
sitions in your store. No definite 
plan for store layout can be set down 
as a perfect example, because every 
store varies due to size, shape and 
variety of stock displayed. It is 
a good policy to make frequent 
changes in store layout, as the pub- 
lic seems to like a change in a store. 
Customers will then believe you have 
new stock on hand, because the av- 
erage person will pass a display a 
dozen times and never even see it. 
At a different angle the same dis- 
play will attract the eye and lead to 
many sales. 

In placing tables, make use of cus- 
tomer psychology as worked out by 
display men for the chain stores. 
People entering your store almost 
invariably turn to the right and pro- 
ceed to look for what they want. A 
wrapping counter or cash register 
will draw them like a magnet and 
hold the attention until waited upon. 

When a customer enters your 
store he has an idea in his mind— 
something he is seeking. If he sees 
the object on display as he walks 
through the store it attracts him; 
otherwise a second question enters 


his mind: “Where can I get infor- 
mation on what I seek?’ He rea- congregate around a counter or cash 
sons that he is sure to find a clerk _ register. Therefore counters and 


at the cash register at the close of | cash registers should be placed so 
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N. B.—Arrows in the diagrams 
illustrating this article indicate 
normal directions in which the 
average customer walks. 


In laying out a wide or fairly wide store, from thirty- 
two foot and up, most plans show a nice big and wide 
center aisle. It looks nice, but you will find that peo- 
ple parade right up and down this promenade until 
waited on and then walk out the same way they came 
in. A floor plan that divides this aisle up into two 
smaller ones creates a better circulation of customers 
if not such an attractive picture. Beautiful stores 
are not always the best profit producers. This point 
is illustrated at the left. 


Ons factor that has considerable bearing on the 
way tables should be laid out is the character of 
your wall displays. Some merchandise requires closer 
inspection than others to influence sales and floor 
displays have to be arranged accordingly. I have 
in mind a store that was sampled on the right with 
tools and shelf hardware. The left was devoted prin- 
cipally to paint. This store was laid out with a wide 
aisle in front of the paint shelves and a narrow one 
before the tools. Few people examined the tools so 
the store was changed over, putting the wide aisle in 
front of the tool displays. Customers had a chance 
to get close to the tools and examine them and their 
prices. Tool sales jumped, while paint sales re- 
mained the same because a man could see the paint 
from five feet away if necessary. A clerk usually 
has to pick out the color before the sale is made, 
whereas the article and price being right, a customer 
will sell himself a tool. This experience is shown 
in the store plans below. 














each sale. That is why customers 




























































































After 




















HARDWARE AGE for FEBRUARY 6, 1930 


103 





that the customers will circulate 
through your displays before finding 
them. Cross-tables will sell faster 
than those running lengthwise of a 
store. 

Items placed in front of tables de- 
tract greatly from the value of the 
displays because people cannot ap- 
proach close enough to examine the 
merchandise. 

Overhanging shelves on a table, 
while they add somewhat to a dis- 
play area, detract greatly from the 
sales value of a table and give a 
store that crowded appearance. 

Group your tables displaying all- 
year-round merchandise together ac- 
cording to departments, leaving one 
section or space reserved for a flex- 
ible display unit—a space where 
floor area and tables can be com- 
bined for seasonable offerings. In 
this group, while the standard type 
table may be used if space permits, 
a smaller table measuring 2 by 4 
feet has many advantages. They are 
easy to handle, and allow for indi- 
vidual displays. These changeable 
units in a store enable you to always 
have that up-to-the-minute look with 
but little work and confusion, and 
lead to many a suggested sale. The 
customer entering for a package of 
seeds immediately sees lawn mow- 
ers, garden hose and other garden 
equipment. To many the idea of 
constant change may look like un- 
necessary and laborious work, but 
the results more than justify the en- 
ergy expended. 

One other use for a display table 
seldom seen outside of chain stores 
is the special table where items fea- 


Bearing in mind that proper arrange- 
ments for plenty of store traffic cir- 
culation will bring extra business and 
enable you to really get your due 
value from display equipment invest- 
ment, these two plans show how we 
finally and _ satisfactorily arranged 
two stores. The basic principle, of 
course, is to avoid a single large in- 
viting aisle which encourages in and 
out traffic and isolates the remainder 
of the store from the customer’s eye. 
Many may dispute the wisdom of the 
store plan in the 18-ft. by 70-ft. dia- 
gram, but we found it the best after 
trying other more or less accepted 
plans. People certainly see more on 
tables broadside to their line of vision. 


tured in the window are on display. 
Have you ever entered a store and 
asked to see some article that was 
featured in the window, have the 
clerk look at you blankly, turn his 
back and start to look for it? Your 
desire for that article was half lost 
then and there. Most people will 
say “never mind,” and walk out. A 
special table will eliminate this, and 
if the merchandise proves satisfac- 
tory to the customer, no more sell- 
ing effort is required to close the 
sale. 

Tables are in the hardware store 
to stay, but will produce results for 
you only as they are given thought 
and care. 

Display tables come with enough 
glass and clips to make up a certain 
number of divisions. Most manu- 
facturers have about three assort- 
ments to pick from, depending on 
the type merchandise you intend dis- 
playing. It is good policy to pur- 
chase extra glass and clips, however, 
because many an item you wish to 
display should be in a very small 
bin. 


Some time when you are in an 
efficiently operated 5 and 10 cent 
store examine closely the size of 
bins used for small articles. They 
helieve in turnover. Hardware men, 
on the other hand, will pile a year’s 
supply of some small article on a 
table just to have bin full. Make 
the size of the bin correspond to the 
size of your normal stock—the stock 
that insures turnover. I have seen 
very attractive tables that displayed 
more than seventy items. 


Many advocate placing a wrap- 
ping counter across the rear of the 
store. In theory this appears to be 
correct, but in practice often has sev- 
eral drawbacks. The average hard- 
ware dealer has to use the rear of 
his store for receiving, shipping and 
the general unavoidable dirty work 
of the business. A customer stand- 
ing before a wrapping counter 
placed in front of such a view will 
have little of interest to see, in fact, 
may gain an unfavorable opinion of- 
your business. If the counter is 
placed on the side of the store the 
customer can observe your attrac- 
tive wall displays while waiting. In 
narrow stores a counter crossways 
does not allow sufficient space for 
the free access to the back of a 
store and the movement of bulky 
merchandise. It also means many 
extra steps for the clerks to reach 
common, every-day items, such as 
screws, that are kept on the side 
walls since the almost universal 
adoption of the nail counter. 

When opening a new store or re- 
modelling an old one we furnish our 
store manager with a store plan and 
the necessary fixtures. We number 
the tables, shelves, etc., in accord. 
ance with the plan. We number as- 
sortments of merchandise to con- 
form to the same system and num- 
ber a package of price cards and 
stock bin cards the same way. When 
table No. 1 has been installed with 
compartments completed stock cards 
for that table are placed in the 
proper compartments. When the 
stock is put in, the card is removed 
and a price card put in place. 
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America’s farm; 
have been revoluy 
tionized in receni_ 
years. Concret 
roads enable the 
rural resident to 
trade where he ca 

























































Illustration and Statistics Courtesy The Farm Journal, Philadelphia 


ODAY’S farmer is buying 

almost every commodity that 

his city cousin buys, and his 
potential worth as a customer is the 
greatest in the nation. 

One contributing cause of this 
new demand is the rapidly develop- 
ing use of electrical energy by 
farmers and others resident in the 
rural sections. Five hundred and 
fifty thousand farmers are now sup- 
plied with central station current, 
and 450,000 have their own indi- 
vidual lighting plants. Here in this 
one group we have a million farm- 
ers who are able to make use of 
electrical devices. This in itself con- 
stitutes a tremendous outlet for the 
hardware man’s merchandise. 

According to a survey made by 
the Department of Agriculture as 


far back as five years ago, 2,500,000 
farmers owned radios, and the price 
of these averaged $175 at that time. 
With the great advance made in the 
efficiency and beauty of radio sets 
since then and the greater scope of 
the broadcasting programs, it is 
hard to estimate the increase in the 
business enjoyed by hardware stores 
and others in the sale of sets, tubes, 
batteries, etc. 

It has been found by those who 
have investigated the question that 
the farmer is just as susceptible to 
selling effort as anyone, and given 
the purchasing power that is now 
coming his way, he will be a far 
greater factor in the economic pic- 
ture than the average merchant 
realizes. The failure to advertise 
among farmers consistently and 
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systematically is to lose one of to- 
day’s greatest opportunities. 

This greater purchasing power is 
accounted for by the fact that, 
among other things, better business 
methods are being applied to farm- 
ing. Agricultural colleges have 
done a great work in this respect 
in educating the younger element on 
farms to conduct farming opera- 
tions on a scientific basis. Not only 
are fewer cows giving more milk, 
fewer cattle producing more beef, 
fewer hens more eggs, fewer hogs 
more pork and fewer acres produc- 
ing more crops, but the modern 
farmer is keeping a better record of 
all these operations and benefiting 
by his records. All this is accom- 
panied by the fact that farm homes 
are now as comfortable and modern 


see and compare the 
merchandise. Mor 
frequent contact) 
with neighbors ir-) 
crease desire for 
better home an¢ 
farm equipment 
























HARDWARE AGE for FEBRUARY 6, 1930 105 





as any city home. There has been 
a silent revolution going on during 
the past few years that has meant a 
great deal to those who were cater- 
ing to the farm trade. 

Mail order houses for a long time 
were reaping a harvest from this 
class of trade but concrete roads 
and automobiles have written a dif- 
ferent story. Today the farmer or 
some of his family may take the 
car and travel 20 or more miles to 
a store where merchandise may be 
compared and bought with greater 
satisfaction. And the farmer is 
doing just that. Mail order houses 
would never have established their 
branch stores had they been main- 
taining their strong hold on the 
farmer’s buying affections. They 
took this step obviously to meet the 
changed buying habits of the farm 
population who, with good roads 
and fast cars developed a prefer- 
ence for seeing goods and making 
value comparisons before purchas- 


ing. 


Tus is the independent hard- 
ware merchant’s great opportunity 
to enjoy a goodly share of this large 
market. 

While there has been a great deal 
of concern in some sections regard- 
ing cooperative buying by farmers, 
a check up on it shows that only 
about 5 per cent are buying any ap- 
preciable quantity of merchandise 
in that channel. This feature of 
business is not serious enough to 
cause any worry. Cooperative sell- 
ing has brought more success than 
cooperative buying. 


by J. A. WARREN 


There is significance in the fact 
farmers buy much better hardware 
in general and better tools in par- 
ticular than does the average city 
man. His work often requires a 
higher standard of worth in these 
items, and higher efficiency demands 
that tools be dependable. There 
are many farms throughout the 
country where tractors work 24 
hours a day in the busy seasons. 
Cheap tools would be worse than 
nothing in such cases. Machinery 
is cutting down costs and increasing 
profits for the farmer, so the tools 
that keep it in repair must be high 
grade. Then, too, boys and girls 
who attend the modern centralized 
schools that are rapidly replacing 
the little red school houses, are be- 
ing trained in vocational work. The 
use of tools and the care and han- 
dling of household utensils, and the 
arrangement of the modern home 
are a few of the new standards be- 
ing placed before the rural youth 
today. All of these have a special 
significance for the hardware mer- 
chant, because in most cases they 
involve the purchase of such goods 
as are his special line. These chil- 
dren, brought to the schools in buses, 
are more regular attendants than 
they were before labor saving ma- 
chinery released them from farm 
drudgery, and a remarkable differ- 
ence in their outlook is perceptible 
in a short time. 

A few figures as to the present 
status of the farming industry fol- 
low here: In 1928 there were in 
the United States 707,934 tractors. 


® Nations GreatProspecr 


In 1920, the last data available, 
shows that 643,899 farm houses 
had water piped into them and 452,- 
620 had gas or electric light. Large 
increases are estimated since that 
time. Farms having telephones at 
this date totaled 2,498,493. 

A compilation of figures as to 
when farm people do their buying 
indicates a very slight variation 
throughout the year. Some in- 
crease occurs from October on. 

In the matter of the distance 
farmers go to make their purchases 
of hardware, the average is placed 
at 7.8 miles, but further figures 
show that 50.4 per cent go 5 to 
10 miles; 12.1 per cent go 10 to 
15 miles and 6.43 per cent go over 
15 miles. 


* 
‘| HE hardware merchant as well 
as all others doing business in com- 
munities will do well to develop a 
cordial relationship between their 
farm customers and_ themselves. 
The well known Trenton plan which 
Tom Witten worked out for Tren- 
ton, Mo., is an example of what can 
be done to bring these two sections 
of the community closer together. 
The plan has been discussed fre- 
quently in HARDWARE AGE and other 
publications. The farmer of today is 
a vastly better customer for mod- 
ern merchandise than his father was 
and the farmer of tomorrow will 
outstrip him in this respect by a 
long way. He will have contempt 
for poor equipment—and _ equip- 
ment will embrace every item from 
electric drills to television. 

By all means cultivate the farm 
market. 
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Electrical appliances 
in the Ph. Gross 
Hardware and Supply 
Co., Milwaukee, Wis., 
are merchandised for 
the most part by 
women, as the firm 
has found that it is 
mainly the woman 
customer “who does 
today’s buying.” With 
eighty-five per cent of 
the retail purchases 
either being made or 
influenced by women 
it would appear that 
the plan has many ad- 
vantages 


Electrical supplies are con- 


centrated and displayed in 
the most approved manner 
by the Erie Hardware Co., 
Erie, Pa. In this line espe- 
cially, the plan of showing 
related items together in 
the same group is produc- 
tive of additional sales, due 
to the combined appeal of 
observation and suggestion 





Environment enhances the at- 
tractiveness of an interior dis- 
play of trellis, pergolas, arches, 
sun dials, bird baths and lawn 
furniture. With a section of the 
display floor set apart from the 
balance with the floor covered by 
artificial grass, a captivating “‘pic- 
ture” is achieved. Hammacher, 
Schlemmer & Co., New York 
City, employed the _ display 
shown with telling effect 
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Maximum results from a minimum 
amount of floor space are secured in the 
paint department depicted at the right, 
which is a highly remunerative adjunct 
to the store operated by R. J. Atkinson, 

Brooklyn, N. Y. 


Facilities for stocking 
and cutting window 
glass are seldom 
found that are more 
efficiently planned 
than in the store of 
C. W. & R. Thatcher, 
Asbury Park, N. J. 
The glass rack shown 
is declared a valuable 
asset and the cutting 
board in the back- 
ground is located di- 
rectly below a glass 
sidewalk section, 
which admits an 
abundance of day- 
light 
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Bathroom fixtures, 
mirrors and cabinets 
are displayed in one 
compact section by 
the Ph. Gross Hard- 
ware & Supply Co., 
Milwaukee, Wis. This 
atrangement is con- 
ducive to better re- 
sults as it makes a 
more favorable im- 
pression when viewed 
by prospective cus- 
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W Ho 


IS TO 


BLAME? 


HAT does a manufacturer 

face when he adopts and 

honestly attempts to main- 
tain a policy of distributing his 
products exclusively through inde- 
pendent distributors? 

HarpwakeE AGE has consistently 
maintained that the present competi- 
tive struggle between independent 
merchants, chain stores and mail 
order houses involves the manufac- 
turer as well as the wholesaler and 
retailer. We have felt that under 
the present trend, every manufac- 
turer of merchandise will eventually 
find it expedient to distribute ex- 
clusively through either the inde- 
pendent channel of distribution, or 
the one represented by the chain 
stores and mail order houses. 

A number of manufacturers of 
hardware and kindred lines have 
adopted such a policy and have 
definitely decided to market their 
products through the independent 
channel only. Despite their efforts, 
however, instances are constantly 
coming to their attention in which 
attempts are made, with more or 
less success, to divert their mer- 
chandise to the very channels they 
sought to avoid. 


M EANWHILE retail merchants 
seeing those products occasionally 
on display in chain stores, or listed in 
mail order catalogs, have sometimes 
and naturally questioned the sin- 
cerity of the manufacturers, par- 
ticularly those manufacturers who 
have openly announced their policies 
in their advertising to the trade. 
Only a few days ago we received 
a letter from a retail hardware mer- 
chant who puts it squarely up to us 


Where Do Mail 
Order Houses 


and Chain Stores 
Get the Mer- 


chandise of 
Manufacturers 


Who Refuse to 
Sell Them? 


to investigate. a case involving an 
advertisement which had appeared 
in Harpware AGE. Because of 
certain direct references by name to 
mail order houses, we find it inadvis- 
able to print the letter, which, how- 
ever, is in our files and open to the 
inspection of our readers. 

In it the writer calls attention to 
the fact that he has seen in Harp- 
WARE AGE many advertisements of 
Fayette R. Plumb, Inc., in which 
that firm says that it never sells its 
merchandise to chain stores and mail 
order houses. He’ then ‘oes on to 
say that mow a mail order house is 
advertising in a special sales cata- 
log, one of the items manufactured 
by Plumb. He asks: “How did the 
mail order house get this item?” In 
addition he expresses the belief that 
it is up to us to find out if Plumb’s 
advertising in HARpWaRE AGE tells 
the truth. “If Plumb didn’t sell 
them,” he queries, “who did? There 
are lots of dealers who want to 
know what a manufacturer does, 
when his goods are sold by a catalog 
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house as cheap as a dealer can buy 
them.” He closes his letter with this 
remark: “In your Jan. 16 issue of 
HarpwareE AGE, Plumb’s pledge to 
a policy of protection makes us 
laugh.” 

We recognize the responsibility 
we owe to those who subscribe and 
pay for HARDWARE AGE, a responsi- 
bility not shared by periodicals 
which come to the merchant un- 
solicited. Therefore in the interest 
cf fair play to our readers, and to 
all manufacturers who, in adopting 
a similar policy may face a similar 
problem, as well as in the interest of 
honest advertising, we made a 
prompt investigation. 

We obtained several current 
copies of mail order catalogs and 
located an illustrated description in 
which a certain article manufac- 
tured by Plumb was offered to con- 
sumers at a price which compares 
favorably with the wholesale price 
paid by retail hardware merchants 
for that article. 

We immediately called on the 
manufacturer referred to for the 
facts. We found that Mr. Plumb 
was already aware of the situation, 
and that he had received a number 
of letters from retailers and whole- 
salers, asking for explanations. 


H: opened his books and files to 
us; showed us the records of orders 
and shipments, and proved to our 
entire satisfaction that his firm has 
not sold any of his products to any 
mail order house or chain store. He 
also convinced us that he was mak- 
ing a determined effort to maintain 
his policy of distributing through 
indepe’.dent channels only. In this 
connection he proved to us that a 
500 dozen order from a hardware 
distributor had been turned down 
because an investigation had con- 
vinced him, that if shipped, the 
goods would find their way into 
channels other than the independent. 
He showed us where a number of 
other orders, two of which were 
from export houses, had been re- 
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fused after investigation, and for 
the same reason. 

He showed us a letter from a 
hardware wholesaler who said that 
under date of Jan. 6, he had per- 
sonally taken an order for 25 dozens 
of the item referred to; that later 
he had investigated and found that 
the order was intended for a mail 
order house. He therefore wired 
the manufacturer to hold up his 
order for the item, and in his letter 
definitely cancelled the same. 

We also saw a letter from an- 
other wholesaler who wrote that he 
had refused an order for 200 dozen 
of the same item because he had 
reason to believe that the goods 
were intended for a mail order con- 
cern. Mr. Plumb also informed us 
that the matter had been called to 
the attention of the Federal Trade 
Commission. In this connection he 
assured us that he had consulted 
attorneys and was preparing to fol- 
low up every possible legal method 


to stop what he considers an injuri- 
ous attack on his business, and that 
of the wholesalers and retailers who 
handle his goods. 

He further expressed the belief 
that his efforts to maintain his 
policy had been largely successful, 
and that only a very limited supply 
of articles referred to had been di- 
verted to mail order channels. In 
support of this contention, he stated 
that while a mail order catalog quot- 
ing one of his items advised people 
to buy from the catalog, or from 
any one of the retail stores operated 
by the mail order house, shoppers 
employed by his firm had called on 
over forty such stores, and in only 
one had they found for sale a single 
one of the Plumb item referred to. 


W E have personally seen aff- 
davits of a number of persons out- 
lining similar experiences in at- 
tempting to buy the Plumb item 


from mail order stores. These affi- 
davits are open to inspection to any 
of our readers who are interested. 

That is the situation as we found 
it; a situation which any manufac- 
turer attempting to market his 
goods exclusively through the in- 
dependent channel of distribution, 
may be called upon to face. We 
feel confident that the evidence sub- 
mitted to us would convince any 
unbiased person that the manufac- 
turer referred to has employed and 
is employing every possible legal 
means to maintain his policy of keep- 
ing his merchandise in independent 
channels. 

Where does a mail order house 
get these goods? Read between the 
lines and you may be able to form 
your own opinion. As we have 
often said, and now repeat with 
emphasis: what the Hardware In- 
dustry needs is more Cooperation 
and less inside Competition. 





Steady Progress 


Is Anticipated for Electrical Industry 


in Current Year 


have practically been overcome. Signs of a revival, he 


NDICATIONS that 1930 will be a normally progres- 
I sive year and that a business revival has already 
started were presented by speakers at the Midwinter 
Meeting of the National Electrical Manufacturers Asso- 
ciation held in New York Jan. 20-25. These views were 
given by Clarence L. Collens, president of the associa- 
tion and Virgil Jordan, economist of The Business Week, 
at a general session held at the Westinghouse Lighting 
Institute on Jan. 21. 

A major part of the program of the convention con- 
sisted of meetings of many of the association’s sections, 
particularly those devoted to electrical supplies. Numer- 
ous other committee meetings were held and a dinner 
party at the Hotel Commodore was enjoyed on the eve- 
ning of Jan. 21. 

“Business conditions are far better than they were in 
any previous depression since the war and it is fairly 
certain that the present recession will not go further,” 
stated Dr. Jordan in his address. Current indications 
are that a revival will come more quickly than has been 
expected, he declared, and that it will be quite vigorous 
but will not reach boom level at least until 1932. 

He characterized the present recession as principally 
a reaction to excessive expansion in the automobile and 
steel industries during the first half of 1929. He de- 
clared that the effects of the stock market depression 


continued, have appeared in the first two weeks of Janu- 
ary in steel production, building contracts, coal produc- 
tion, car loadings and hank debits outside of the ten 
main stock-trading cities. 

In the electrical industry, said Mr. Collens, normal 
steady progress is anticipated and the year 1930 should 
be about halfway between the levels of 1928 and 1929. 
The recent recession would have occurred, he said re- 
gardless of the sudden deflation of the stock market and 
the latter should have little effect on 1930 business as a 
whole. There is no indication, he claimed, that projects 
involving electrical apparatus and supplies will be held 
up; on the contrary there is evidence of some stimula- 
tion in such projects. 

There is a great need in the electrical industry for 
adequate trade statistics, he declared, and the associa- 
tion is working on a plan for preparing quarterly exact 
figures on the business situation. 

Never before, he pointed out, was there a greater 
need of price policies which are simple, definite, easy of 
administration and easily understood by the purchasing 
public and by one’s competitors. Intelligent competi- 
tion he stated is entitled to all the facts which will elimin- 
ate guess work, rumor, misrepresentation and misunder- 


standing. 





FARM 


GARDEN 
TOOL 
MAKKE | 


AWAITS 
DEVELOPMENT 


Six Million Farm- 
ers and Eight 
Million Garden- 
ers Comprising 
Nearly Twelve 
Per Cent of the 
Country’s Entire 
Population Do 
Not Have Ade- 


quate Tools for 


Their Work 
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A few garden tools are needed to make the above window more effective. 


ORE than three million 
farmers are without spad- 
ing forks. More than seven 

million gardeners are without turf 
edgers. These startling facts are 
taken from a recent nation-wide 
survey, which shows that a large 
percentage of the nation’s six mil- 
lion farmers and eight million gar- 
deners do not have a full comple- 
ment of the necessary tools. These 
items, frequently designated as 
“steel goods,” are staple in prac- 
tically every retail hardware store. 
Because they are so familiar to the 
average hardware merchant, he 
sometimes neglects to properly de- 
velop the full sales opportunities 
they present. He is often inclined 
to cast about in foreign waters for 
business which is more spectacular 
but not as profitable as his staple 
lines of tools for the mechanic, 
gardener and farmer. 


By George B. Durell 


President, American Fork and Hoe Co. 
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In Florida they have a system of 
baiting which is called “chumming.” 
The bait is cut into small pieces 
and thrown overboard to lure the 
fish before the anglers throw out 
the baited hooks. Some of our mod- 
ern methods of merchandising are 
very similar. For instance, we in- 
terest the public in a subject like 
“clean-up” week in order to profit 
from the resultant sale of paint 
brushes, brooms, rubbish burners, 
etc. 

However, there is one caution to 
be observed in such tactics, whether 
you are trying to catch deep-sea fish 
or trying to attract customers to 
your hardware store. In either case 
you ought to be fairly sure that the 
current is not carrying all your bait 
over around the other fellow’s fish 
hook. 

Today’s merchandising ocean is 
full of cross-currents which are as 
strong and complex as those along 
a good fishing coast. A walk down 
“Main Street” will disclose that the 
“drug”store has a card in the win- 
dow featuring a special on “elec- 
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trical goods.” The corner “grocery” 
is displaying pots and pans, and per- 
haps the “electric shop” is having a 
special sale on “cutlery.” In waters 
such as these it behooves the hard- 
ware man to toss a bit of bait on 
the surface, to sort of test the trend, 
before he ties up too tightly in any 
one place and uses all of his bait 
without catching a fish. 

Some of the “old fishing holes” 
are still the most reliable. A new 
kind of bait and a variation of tackle 
will accomplish wonders if used in 
the old reliable fishing spots, and 
the fish caught find their way into 
your own frying pan. 

As a parallel, take the staple 
hardware lines, such as forks, hoes, 
hammers, saws, etc. How seldom 
does the hardware merchant think 
of such “old reliables” when he is 
out “fishing” for increased business. 
Too many hardware dealers reason 
that: “Everybody knows what a 
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It is well to keep 
in mind that hard- 
ware stores are 
practically the only 
source of supply 
for garden tools 
and related items. 





hammer and hoe will do. If they 
need one, they will buy it. We have 
no chance to increase business along 
those lines.”” When the dealer takes 
this attitude, he begins to “cut bait 
for the other fellow’s hook.” 
Figures disclosed through the re- 
cent nation-wide survey mentioned 
above were based upon personal 
calls and upon replies to several 
thousand comprehensive question- 
naires. The tabulated results of the 
survey? for a few of the tools which 
were chosen at random, were as 
follows: 
FARMERS 
y Per Cent of 
Farmers 
Kind of Tool Owning Same 
Stable Hoe (a_ strong, 
serviceable tool abso- 
lutely necessary in 
keeping a stable floor 
5) 501) | ip oe 26% 
Ensilage Fork (a neces- 27% of 
sity in proper and_ farmers 
fast handling of si- whoown 
RS ee silos 
Vegetable Scoop Fork 
(saves its cost in one 
season by preventin 
bruising and cutting ¢ 
potatoes, beets, car- 
2) aa nee 4.8% 
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GARDENERS 
Per Cent of 
Gardeners 
Kind of Tool Owning Same 


Turf Edger (this tool is 
as vital to a gardener 
as scissors to a bar- 
ee ee 11% 
Spading Fork (as neces- 
sary to a gardener as 


line is to a fisherman) 69% 
Hose Reels (the general 

idea is that everyone 

MORE kcncccxaess 16% 


As there are about six million 
farmers in addition to nearly eight 
million home gardeners, when the 
above percentages are applied to 
those figures you will see that an 
enormous untouched market exists. 
The graph charts accompanying this 
article show the existing market for 
the hand tools listed in two classi- 
fications—farmers and gardeners. 
Some of the facts shown by the 
graphs are especially notable. For 
instance, notice that 98 per cent of 
the gardeners have a garden hoe, 
but only 69 per cent have a spading 
fork, and both are considered gar- 
dening necessities. In the farmer’s 
chart you will note that 96 per cent 
of the farmers have a hay furk, but 
only 47 per cent have a spading 
fork. It is obvious that there is a 
whole lot of pretty fair-sized fish 
left in this “old fishing hole” for 
the hardware man who is a little 
ingenious with his bait. 

In addition to the undeveloped 
potential market brought to light by 
the survey, the replacement market 
is of prime importance. Hoes and 
kindred garden lawn and hand farm 
tools are practically indispensable, 
and are therefore subjected to the 
hardest sort of service. In time 
they are bound to wear out, and 
they must be replaced, as no farmer 
or gardener can do without them. 

Relying on this principle of an 
untouched market, a leading firm in 
this particular line has increased its 
business by 300,000 separate retail 
sales in the past year—not bad 
“fishing” when you consider the 
general talk that “this is the age of 
machinery,” and that “hand tools 
are passing.” 

Remember, of course, that this is 
only one field—steel goods. A sim- 
ilar study on scores of items in your 
hardware stock would disclose sim- 

(Continued on page 119) 


Chart Showing Percentage of Six Million Farmers Who 
Do NOT Possess the Ordinary Hand Tools Listed 


5 10 15 20 25 30 35 40 45 50 55 60 65 70 75 80 85 90 95 100 


Garden Hoes 4% 
Hay Forks 4% 
Manure Forks 11% 
Steel Rakes 15% 
Mattocks 29% 

Corn Cutters 33% 
Spading Forks 53% 
Potato Hooks 65% 
Dock Cutters 70% 
Ensilage Forks 73% 
Stable Hoes 74% 
Manure Forks 77% 
Scuffle Hoes 78% 


Vegetable Scoop Forks 
95.2% 





Chart Showing Percentage of Eight Million Gardeners 
Who Do NOT Possess the Common Garden Tools Listed 


5 10 15 20 25 30 35 40 45 50 55 60 65 70 75 80 85 90 95 100 


Garden Hoe 2% 
Garden Rake 4% 
Spade 11% 

Dibble or Trowel 30% 


Spading Fork 31% 


Wire or Wood Rake 
57% 


Mattock 60% 


Special Weeding Hoes 
62% 


Flower Spade 72% 





Scuffle Hoe 80% 





Hose Reels 84% 


Side-Walk Cleaner 
86% 


Turf Edger 89% 











Your Store is as Good 


as Your Salesmen 


This article is an outline of 
methods successfully used by 
a large Eastern store in train- 
ing salesmen, and contains 
facts rarely available. 


hardware distribution. They make the only per- 

sonal contact with the customers. Unless properly 
trained to present merchandise in an intelligent manner 
and to explain the services for which goods are made, 
they can undo all the work done in getting customers 
into the store. It takes only a few minutes to spoil the 
good impression that advertising and window displays 
have created in a customer’s mind. 

These men must* bestgained by the man who operates 
the hardware store: They can seldom be found in other 
stores, offices or localities. Salesmen rated as experts 
in another store may very often be unsatisfactory in a 
new job. They will leave you as quickly as they left 
their previous employer if a slightly better salary or 
other inducement is offered by another. 

Your best solution to the problem of getting trained 
men in your store is to pick the best men you can and 
train them yourself. The basic principles used in New 
York’s largest department store might well be used as 
a simple guide for you to follow. The system employed 
there combines practice, supervision and minute in- 
struction. A man is told what to do and how to do it. 
Then he is observed while doing it. After practice with 
practical problems he is allowed to handle genuine sales 
transactions, under the observation of his instructor. 


igre salesmen are the most important factors in 


Ix line with the training, his sales ability and his 
manner of handling a customer is checked by a person 
acting as though he were a regular customer. The 
“customer” need not buy, as it is just as vital to know 
how the salesman handles a person who does not intend 
buying as it is to know how he takes care of a customer 
who is actually buying something. It is the function of 
this investigator or shopper to see whether or not the 
salesman is courteous, attentive, well informed and 
fairly intelligent. From such reports the progress of 
the new man is checked. Such reports may be made 
by specially hired professional investigators or by per- 
sonal acquaintances of the owner. There are numerous 
agencies who have people specially trained and adapted 
for this type of investigation. Their fees are nominal. 
In such a report the appearance of the salesman should 


The Impressions They Create 
Influence the Customers’ Opin- 
ion of Your Business.— 


be very carefully rated as well as his knowledge, man- 
ner and intelligence. 

Such reports may be made from time to time on all 
salesmen in the organization. The information con- 
tained in the report should be fully explained to the 
salesman and he should be given to understand that it 
is not a means of spying on him. He should be shown 
that he may learn from it and improve his selling 
methods, thereby increasing his own earnings. 

The very first day a new man is taken on as a sales- 
man in your store he should be informed what the 
general policies are in the organization. Just what a 
customer is entitled to in the line of courtesy, attention, 
delivery accommodation and sales adjustments should 
be fully explained to him. It is well to have a standard 
approach to customers, to be used when the salesman 
is not busy. There should also be several methods of 
indicating to a waiting customer that although the sales- 
man is occupied he notes the customer’s presence, and 
will at the earliest possible moment give him undivided 
attention. This little courtesy gives a waiting customer 
a very friendly feeling toward the concern and _ its 
personnel. 


Mors or less standard forms for these approaches 
help greatly in the beginning. With a remarkably brief 
experience recruits will develop their own approach, 
usually an adaptation of your own suggested form plus 
the individual’s own personality. The standard form 
helps to focus the mind of the inexperienced along the 
proper channels. 

A salesman should be given to understand that a 
customer is usually right but that under certain condi- 
tions he may be mistaken in his beliefs, requests and 
ideas. Just as much time as the instructor possibly can 
give should be spent in teaching the salesman the art 
of taking care of a customer in a manner to win the 
customer’s friendship for and confidence in the store. 
He should be made to understand that the customer’s 
manners and actions are not to influence him at all in 
handling transactions. That he is to be as neat in ap- 
pearance as he possibly can be is to be impressed upon 
the new man. 

In training the employee to handle and take care of 
stock much time must be spent. He should be shown 
how the stock records are kept and how the limits of 
stock supply are set and maintained. He should be made 
to feel that his suggestions as to lines of merchandise 
are welcomed and that they will be used if of any value. 

The reports and regular training procedure should 
be augmented by weekly staff meetings at which all 
employees of the concern are present. At such meetings 
new methods of handling stock, talking points on various 

(Continued on page 180) 
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BRIGHT STORES 
RicHT Stores 


By J. A. WARREN 


IGHT is a medium by which 
ir nictns men and retail mer- 
chants in general can attract 
more customers into their stores 
and encourage them to buy more 
merchandise than they ever intended 
to purchase. It costs no more, and 
frequently than a_ mediocre 
salesman. 

It is a high grade salesman that is 
little short of a miracle worker when 
it comes to presenting merchandise 
at its very best. Lighting engineers 
showed a HArpWARE AGE repre- 
sentative recently how effectively the 
usual items in a hardware store ap- 
parently jumped in value by three 
different stages of light intensity. 
The illustrations accompanying this 
article show clearly these three 
stages, but no reproduction could do 
justice to the value of light as shown 
there. 


less, 


Tue lights used are plainly visible 
in the photos, and the various watt- 
ages used-are given under the pic- 
tures. 

Proper diffusion of the light is an 
important matter to investigate, that 
glare may be eliminated. There is 
an absolute absence of this annoy- 
ance in the store pictured here. 

The Electric League of Cleveland 
gives the following simple, definite 
rule by which most stores can be well 
lighted : 

First—Use 300-watt or 200-watt 
clear lamps, according to conditions 


Are you getting your 
share of the greater 
sales made possible 
by adequate lighting 


in your store ? 


Light, the super sales- 
man, can be perma- 
nently employed at a 
cost far below that of 
a fair salesman. 


Give your merchan- 
dise a fighting chance 
against the well lighted 
displays of inferior 


goods. 


in location and character of store. 
Second—The space between light- 
ing units should not exceed ten feet. 
Third—The lamps should be prop- 
erly shaded. Shades and reflectors 
when made of glass, should be of 
dense white or prism glass rather 
than clear or frosted glass, and should 
surround or inclose the lamp. 
Fourth-——Clean the lamps 
shades at least once a month. 
Follow this recipe for window 
lighting : 
Use 100-watt 


and 


or 150-watt clear 


lamps in standard mirrored or pris- 
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matic glass show window reflectors 
spaced 12 inches apart in a row di- 
rectly back of the glass. For win- 
dows with extra high ceilings, the 
next larger size lamps, and if the 
window is more than ten feet deep 
use two rows of lamps. When day- 
light lamps are used, 150-watt lamps 
should be employed. 


A LESS efficient, but good window 
illumination may be obtained by plac- 
ing reflectors 18 inches apart along 
the front and side of a deep window. 
This will give about two-thirds the 
illumination obtainable with the 12- 
inch spacing. Fairly good illumina- 
tion may be obtained at a spacing of 
24 inches, and the minimum for satis- 
factory window lighting is 36 inches. 

In addition to the reflector light- 
ing outlined here, many hardware 
stores use spotlight, floodlights and 
footlights. The spotlight is particu- 
larly useful in focusing attention on 
some special item, in much the same 
manner as it is used on the theatri- 
cal stage. Floodlights may be used 
in daytime as well as at night to re- 
duce the reflection from the opposite 
side of the street. 

Footlights are also very helpful 
in showing up items that otherwise 
might be overlooked. They come in 
portable sections or may be built into 
the window permanently. 

If you want to get your share of 
the customer’s attention you cannot 
afford to overlook this important 
matter of light. A large part of the 
success of the larger stores is di- 
rectly creditable to light—and plenty 
of it. No lighting can be more cost- 
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ly than poor or indifferent lighting. 
On the other hand the well lighted 
store makes every inch of space pro- 
ductive of sales, thus cutting down 
its own cost greatly. It compels at- 
tention to merchandise. It puts both 
the customer and the salesman in a 
cheerful mood and stimulates the 
tendency to buy on the part of the 
former. 

Light will give a distinct advantage 
to the store that employs it gener- 
ously, and to the community that 
adopts more illumination will be at- 
tracted the bulk of the worth while 
trade. Stores located at a lesser ad- 
vantage may do much to improve 
their position by a liberal use of 
candle power. 

Humans are much like moths in 
this respect and seem unable to re- 
sist attraction to any brightly lighted 
area. Investigate the matter of light- 
ing your store brightly and see how 
your cash register will begin to sing 
a cheery song. There is profit as 
well as virtue in that old admonition: 
“Brighten up the corner where you 


” 


are, 


I F you have observed the methods 
of chain stores closely you will have 
noticed that their cheap merchandise 
is made to look far better than it 
really is simply because excellent 
lighting makes it appear so. Mer- 
chandise such as is carried by the 
average hardware store will be en- 
hanced even more, because added to 
the effect of light is its real worth. 
The two together are a winning team. 

No modern merchant can afford to 
try operating with inadequate light- 
ing equipment. 


HE photos reproduced here, 

all of the same store, show 
three stages of lighting. They 
present graphically the im- 
portance of adequate illumina- 
tion. They are reproduced by 
courtesy of the Westinghouse 
Lighting Institute, New York 
City, where a demonstration 
was given Hardware Age repre- 
sentatives showing how mer- 
chandise stood out most invit- 
ingly, improving with each 
stepping up of the candle 
power. 








“The V OICE 
ome WEST 


By SAUNDERS NORVELL 


UST back from a Western trip of three thousand 
miles. Away eleven days, five nights in a Pullman 
car—snowstorms and snow everywhere—nineteen 

degrees below zero—trains late. 

The smoking room in a Pullman car is the most dem- 
ocratic club in the world. Here you get all the news. 
For the first time in this club I heard of Henderson of 
Shreveport, La. He has a radio station of his own. 
He has an abhorrence for chain stores. Every night 
he gives them a blast. It seems that Henderson is a 
very plain talker and occasionally uses “cuss” words. 
The authorities threatened to take him off the air on 
account of his language. He has promised to reform. 
Nevertheless everywhere I went I heard of Henderson 
and his anti-chain store radiv cainpaign. I was told he 
was having a wide influence with the people throughout 
all this Western country. He is making them think. 

Here is one of his talks: If $20 is spent with an in- 
dependent retailer, the money stays in town. It helps 
develop the town. It helps all kinds of community 
work. If, on the other hand, $20 is spent in the chain 
store, only enough stays in town to pay rent and wages. 
All the rest of the money is sent away. Nothing is done 
to help the community. 

A banker on the train said he just attended a directors’ 
meeting at his bank in a small town in Ohio. A chain 
store in that town has an account in his bank. It has 
been their custom to draw out every dollar of their 
account except $20 every day and send this money to a 
large city where they have their headquarters. His 
bank had handled their account at a loss. At this 
directors’ meeting it was decided unless this chain store 
would carry a daily balance of $2,000 they would inform 
them that they did not care for the account, as it was 
totally unprofitable. 


Ix Kansas City, in the theater, I had the pleasure of 
addressing the Western Retail Implement & Hardware 
Association. The theater was crowded. There were a 
thousand members of this association in attendance. 
Part of my talk was on the subject of mail order houses 
and their expansion in 1929. I made the statement that 
when they received their figures for operations in 1929, 
there would be some revelations. I called attention to 
the fact that even though the stock market was advanc- 


ing on most stocks in the past sixty days, the stock of | 
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one of these large mail order houses had declined twenty 
points. I made this statement that it was evident that 
those on the inside who know the figures were selling. 
I also made this same statement in an article in this 
publication three weeks ago (HARpWwaRE AGE, Jan. 16th 
issue). I expressed the opinion that when the enormous 
cost of these branch stores were shown up, there would 
be a decided change in policy on the part of the mail 
order houses. This week when I arrived in Chicago 
the statement of one of these leading mai] order “houses 
was published. On the opposite page you will see ex- 
tracts from this statement. 

It is true there is a large increase in sales, but at the 
same time there is a large decrease in profits. Note 
the enormous increase in non-productive items such as 
leases, fixtures, etc. This statement speaks for itself, 
and no doubt in arranging the figures, they put their 
best foot forward, but if you will compare the various 
items of one year with another and study their turnover, 
you will see clearly what happened to this large mail 
order house in 1929. THEY WILL OPEN NO NEW 
RETAIL STORES IN 1930. 

All this simply goes to show that there are certain 
economic laws that govern a business no matter whether 
it is a large business or a small one. There is a ratio 
of expenses to sales that cannot be ignored, and if it is 
ignored, there is sure to be a day of reckoning. 


I LEARNED of several jobbing houses in various lines 
that are retiring from business. They have not failed, 
but they are liquidating. One of these houses, so I was 
informed, held a number of large retail accounts by 
giving a rebate on all their purchases of an extra 5 
per gent at the end of the year. They evidently seem to 
forget the fact that 5 per cent net on sales is more than 
the net profit earned by the average jobbing hardware 
house on sales. As a result, when they received the 
figures of last year’s business this particular house, while 
their sales had increased, instead of profits they had a 
loss on the year’s operations. The financial backers of 
this business after studying the statement immediately 
decided to liquidate the business. This is just another 
illustration of the fact that you cannot feed a horse on 
sawdust and expect him to live. You can’t run a busi- 
ness without a net profit. To increase volume is all very 
good, if volume is increased at a profit, but increased 
volume at a net loss is very disastrous in the finish. 

I was surprised at the general feeling of optimism I 
found among both jobbers and retailers. I must admit 
I expected a good dose of pessimism. On the Missouri 
River I was told that collections were not good but 
that salesmen predicted a very satisfactory business in 
1930. Almost every retailer to whom I talked, and I 
met a great many, were looking forward cheerfully to 
business this year. In Chicago a prominent hardware 
jobber showed me a statement of last year. It was 
a statement that any house might be well proud of. 
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Having heard of poor collections on the Missouri River, 
I asked about their collections and I was surprised that 
they had been very satisfactory indeed; in fact, much 
better than the previous year. 

One thing impressed me very emphatically and that 
was that there is a good deal of difference between the 
business of the retail merchants in the large cities and 
those of the retail merchants in the good size agricultural 
towns. The larger cities seem to have been harder hit 
by the recent slump than the smaller agricultural places. 
It is quite evident that the chain stores are having a 
very demoralizing effect on the larger towns. A promi- 
nent real estate dealer told me, for instance, that while 
a chain store might pay a fancy rent for an extra good 
location, that by reason of their sales and drives and cut 
prices they drove other merchants out of business, and 


so there were many empty stores. This real estate man 
said that while there was a general opinion that the 
competition of chain stores advanced rents, it was his 
experience that when a city had a great many chain 
stores in the end the result was very bad for business 
property in general. This was a new angle. 

In Kansas City I had the pleasure of meeting one of 
my old friends and customers. I asked him a number 
of questions about his business. Here is the story and 
it speaks for itself. This merchant is now hale and 
hearty and 71 years old. Forty-five years ago he bought 
a small stock of hardware for a town in western Kansas - 
of 300 inhabitants. As a matter of fact, all he had to 
start with was $1,000, and that is all the cash he has 
ever put into his business. He has conducted this busi- 

(Continued on page 204) 





Montgomery Ward Profits Decline Almost Two-Thirds 


from 1926 to 


1929 Despite Increased Volume 


HREE weeks ago Saunders compares unfavorably with 1928 tial extent the cost of the present 
Norvell, writing in Harp- for one definite reason—the large prepaynient plan. 
WARE AGE, predicted that profit recession in the mail order “For several years the company 


mail order firms would probably 
make some drastic changes in op- 
erating policy. He based his con- 
tention on the outlook for greatly 
reduced net profits despite greatly 
increased gross sales volume. Last 
week, leading newspapers carried 
extracts from the annual report of 
Montgomery Ward & Co. which 
confirm in substance Mr. Norvell’s 
earlier opinions. 

Highlights of this report are; 
the decline from $6.25 earnings per 
share of common stock in 1926 to 
only $2.60 per share for 1929 in 
spite of sales increase in that period 
from $183,800,865 to $267,325,503 ; 
comparing 1929 with 1928 profits 
total $13,434,935 against $17,703,- 
835 and gross decline in the com- 
pany’s mail order business which 
in 1929 was approximately three 
and one-half million dollars less 
than in 1928. The company’s de- 
cision “to increase the efficiency of 
our present stores rather than 
strive for increased volume through 
the opening of many additional re- 
tail units’ is considered particularly 
significant. 


., intense competi- 
tion among the large mail order 
factors, George B. Everitt, presi- 
dent of Montgomery Ward & Co., 
is quoted in connection with the 
company’s annual report in the Chi- 
cago Journal of Commerce as fol- 
lows: 

“Our profit performance for 1929 


branch of the business, caused by 
abnormal expense incurred in the 
prepayment of all shipments to 
customers. Our competitors adopt- 
ed the prepayment policy early in 
1929. We withheld prepaying ship- 
ping charges the first six months; 
however, during that time mail 
order sales receded so rapidly that 
we adopted the plan for the second 
six months without adequate ad- 
justment to the new conditions. 
Had our mail order profits during 
1929 approached normal perform- 
ance, we would have secured a sub- 
stantial increase in earnings over 
1928. The prepayment plan, which 
proved so burdensome in 1929, has 
been modified and changes in our 





has*been engaged in retail expan- 
sion. In 1929 we opened 285 chain 
and department stores and during 
the past two years have placed in 
operation a total of 532 stores. A 
retail organization of approximate- 
ly 10,600 people has been created 
in this comparatively short period. 
Through this expansion we have 
secured a large and profitable ad- 
ditional volume of retail sales. 
During 1930 we will endeavor to 
further improve the efficiency of 
our present stores, rather than 
strive for increased volume through 
the opening of many additional re- 
tail units.” 

From the same source we find a 
comparison of this company’s in- 


selling and other expenses this come accounts for the last four 
year will offset to a very substan- — years as follows: 

INCOME ACCOUNT 

For the years ended December 31,—— 

1929 1928 1927 1926 
INGE = SaIESe. bs inate $267,325,503 $214,350,446 $189,683,340 $183,800,865 
Oper exps, inc depen 252,820,568 194,779,146 171,564,094 173,644,566 
Fed res tax reserve. 1,070,000 1,867,465 1,991,815 1,350,000 
Net income ....... 13,434,935 17,703,835 13,127,431 8,806,299 
PYCTCORCGUGNVIGONGS:, Cocsacade sleqasieecl) sine cewises 242,571 
Class A dividends... 1,427,818 1,427,818 1,427,818 1,427,818 
Common dividends.. 10,440,843 5,673,212 4,544,317 1,137,933 
Recapitalization ex- 

PCUSE c:sissis.eis 371,110 GESHSO <2 Seance dee Pe 
SUN PIES cian senron ers 1,195,164 9,917,649 7,155,296 5,997,927 
Previous surplus... 45,597,906 35,680,257 = 28,524,961 23,774,432 
P and L surplus.... 46,793,070 45,597,906 35,680,257 = 29,772,359 
*Earned on common $2.60 $4.47 $10.25 $6.25 





*Based on 4,620,768 shares in 1929; 3,410,983 shares in 1928, and 


1,141,251 shares in 1927 and 1926. 
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PROPER TREATMENT OF FENCE IN STORAGE 


“Put yourself in the customer’s place. 


If you went into a store or 


warehouse and saw fencing treated as though it were of no importance, 


would you feel like ordering? 
of fence. 
attractive.”—Dennis A. Merriman. 


ARM fence is valuable mer- 

chandise; therefore it should 

be merchandised. Goods of 
such high utilitarian value deserve 
to be treated accordingly. The 
jeweler takes a diamond ring, places 
it on a black-velvet pad and displays 
it in his window. And there it 
glitters! 

But the same ring hidden in a 
dusty box and allowed to tarnish 
ayould get no attention whatsoever. 

he diamond is just as precious and 
the gold is just as good in the 
neglected ring as the one set off 
against black velvet. Yet no one 
knows it except the jeweler. 

If he could make a profit by being 
his own customer, perhaps the 
neglect of the ring would not be 
serious. But it is the public he has 
to sell and it is the public that forms 
a positive or negative opinion for 
or against his goods. 

It may seem a far cry from 
jewelry to woven wire fence, but 
in terms of merchandising, the dis- 
tance is not great. In principle, the 
two lines are alike. Neither can 
bear neglect. 

Fencing, if the dealer is inter- 
ested in achieving maximum sales 
results, must be properly displayed 
and stored. On the golf course or 
in the corn field the open sky is a 
fine thing. But it makes a poor 
“warehouse.” 

Weather and contact with the 


e _ Not unless you were desperately in need 
You would immediately turn your mind to something more 


ground hasten corrosion and dis- 
coloration. These, without the 
slightest doubt, retard sales. 

Farm fence is too often regarded 
as a prosy product. Its very use- 
fulness and indispensability, I am 
inclined to believe, tend to plant 
the false notion in the dealer’s mind 
that it will stand probably more 
abuse than anything he carries. 

We accept the economic and orna- 
mental virtues of good farm fence 
pretty much as we accept the air we 
breathe. Few of us praise the air 
until we escape from a stuffy room 
or a stuffy climate. Then we talk 
about it. 

Familiarity has bred unconscious 
contempt. We are so deep in the 
details of the fence business that we 
can’t see it whole. For a time, I 
believe, we need the detached view 
of some imaginary visitor from 
Mars who never saw a fence. Let 
us remember the woodsman who 
couldn’t see the woods for the trees. 

Dirty rolls of fence lying around 
a hardware store in whopper-jawed 
fashion do not inspire buying con- 
fidence or selling effort. Such “dis- 
play and storage” are extremely un- 
attractive. 

Put yourself in the customer’s 
place. If you went into a store or 
warehouse and saw fencing treated 
as though it were of no importance, 
would you feel like ordering? Not 
unless you were desperately in need 
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FENCE is 
Merchandise 
Too 


And the Careful 
Hardware Man 
Treats It As Such, 
Much tothe Benefit 
of His Mercantile 
Welfare 


By DENNIS A. MERRIMAN 


Vice-President and General Manager 
of Sales, American Steel & Wire Co. 


of fence. You would immediately 
turn your mind to something more 
attractive. 

Such treatment jeopardizes the 
dealer’s reputation as a careful mer- 
chant eager to supply quality goods. 
Reputation is a delicate plant and 
requires much tending. A neglect- 
ed stock of fencing invites trouble- 
some claims, assassinates profit and 
breeds surly customers. 

The brightest boy in the country, 
with a dirty face and unkempt cloth- 
ing, becomes just another urchin. 
It is somewhat the same case with 
fence. Sales thrive when it is sys- 
tematically shown and stored. A 
clean, bright stock makes a clean, 
bright appeal. It awakens desire in 
the customer; calls his attention 
positively to the merit of good fenc- 


ing. 
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Such a stock looks better and is 
better than the other kind which, if 
it were human, would proclaim 
itself an unloved step-child. It pre- 
cludes claims. It fertilizes sales. It 
makes profits grow where few grew 
before. It generates smiling cus- 
tomers. It waters and weeds the 
tender flower of mercantile reputa- 
tion. 

Much damage is done to fencing 
when it is piled right on the ground 
with nothing between it and the dirt. 
The earth, largely, is a chemical 
compound. It is full of corroding 
salts; whether we can see them or 
not, we can always see their effect. 

Ashes, cinders, lime, cement, 
sulphur, common salt and other 
substances so frequently present, 
seen or unseen, in soil trod by 
human beings—generations of them, 
often—are destructive to galvaniz- 
ing. 

The vacant lot is no place to 
“store” fence. At one time or an- 
other it is likely to have been used 


How Farm Fencing Should Not Be “Stored” 





as a dump for refuse of all kinds. 
It is chemically charged with in- 
visible elements of deterioration and 
destruction. Why run the obvious 
risk ? 

Salt water from ice-cream freez- 
ers, acids from drug stores, old 
plaster, trash of every sort, yield 
chemicals which, though they may 
be dissolved by the rains and appar- 
ently disappear, nevertheless lurk 
in the earth where fence is so often 
carelessly piled. Even if they do 
no further damage, these chemicals 
attack the bright surfaces of the 
wire and turn them dull. 

If these enemies of galvanizing 
could be seen, they would be 
guarded against by every fence 
dealer, of course. But they do not 
appear to the eye. Unseen, un- 
suspected, their invisibility multi- 
plies their load of danger. 

Fence, like many other common 
wire products, is usually sturdy, 
necessarily so to withstand the 
climatic variances to which it is sub- 


High and Dry 

and Under 

Roof,These 

Rolls Remain 

Both Present- 

able and ‘“‘Sala- 
ble” 


jected. Because, however, we 
should not exceed reasonable limits 
of abuse, particularly while the 
fence is in the dealer’s stock. 

But, common as it is, fence has 
uncommon claims to recognition as 
merchandise entitled to the best of 
our mercantile thinking. blue serge 
is common, too. But every clothier 
displays it and stocks it as carefully 
as though it were the latest vogue 
in men’s wear. Wire fencing de- 
serves exactly the same attention 
from the hardware merchant. 

If fencing must be stored out- 
doors, it should rest on dry boards 
or timber. This precaution at least 
protects the merchandise from the 
corrosive effect of the  earth- 
chemicals. But wherever possible 
the stored fence should have the 
additional protection of a tight roof. 

Farm implements, wagons, auto- 
mobiles and similar units are built 
to withstand the weather ; neverthe- 
less the careful dealer always keeps 
them dry indoors until sold. Good 
farm fence merits like treatment. 

Salable goods must be presenta- 
ble. Fencing never did and never 
will furnish an exception to this self- 
evident rule. 








The Farm and Garden Tool Market 


(Continued from page 112) 


ilar conditions. How many house- 
holders do you suppose could put 
their hands quickly on a good ham- 
mer, a keen saw, or a serviceable 
pair of pliers to do one of those 
handy jobs that a man is always be- 
ing asked to do around the house? 

And now I can almost hear some 
“expert hardware fisherman” rise to 
remark: “Of course, all those items 
you mention are articles everyone 


knows about and knows that they 
are handled by hardware stores.” 
Yes, brother, and that is the very 
point or moral to this story—the 
bait that you throw out on items 
like those mentioned brings fish to 
your own hook—to yours alone, and 
not to anyone else. 

When your advertising—or your 
window display—or your sales 
clerk creates a demand for similar 


articles, it is a demand that nine 
times out of ten can be satisfied only 
in the hardware store. When you 
come to think of it, that is a pretty 
good situation. We hardware men 
still have the “old fishing hole” 
pretty much to ourselves. If we 
only have sense enough to stick to 
it and change our bait by letting the 
people know that we have many 
new and special tools that have been 
developed in the past few years, and 
continue to push the “old standbys,” 
we can fish a profit out of it for 
many years to come. 





GaLveston, TEx.—I doubt very 
much that hardware values will be 
reduced to any depreciable extent 
during 1930. It is 
very likely that as 
soon as the ex- 
treme weather 
conditions, which 
have been prevail- 
ing throughout the 
South for the last 
thirty or sixty 
days, recover their 
normal condition, 
that business will 
be generally about 
the same as it was 
last year. While the market values 
of southern products are low, still 
there has been a fair production and 
I can see no reason for any change 
except that of normal increase which 
occurs each year throughout the 
South. 

The eastern financial trouble affects 
the South very little,°except in the 
way of returning capital to the local 
territories where it will flow more 
freely than has been the case during 
1929. This should also help improve 
conditions during the coming year. 
(Signed) Harry A. Back, President 

Black Hardware Co., and President 
of the Southern Hardware Jobbers’ 
Association. 





HARRY A. BLACK 


Detroit, Micu.—The year just 
closed, I believe, shows a very satis- 
factory business condition. I think 
that by March we 
will see a great im- 
provement in busi- 
ness. 

We should not feel 
too optimistic about 
1930, for it will be 
necessary for the 
merchant to study his 
business more care- . 
fully than in the past, a. H. NICHOLS 
but those who get out 
and work for business will meet with 
success. 








THE /WARKET- 





Seeing little reason for any drastic changes during 
the next few months these prominent wholesale hard- 
ware executives feel that any revision in hardware 


prices will be slightly downward. 


Operating in different important market centers they 
are fairly well agreed that 1930 will be a substantial 
business year for retail hardware stores which maintain 
stocks that are adequate without being excessive 


Theirs is a decidedly conservative optimism. 


There. may be some decline in 
prices as well as some price-cutting. 
This condition will make it necessary 
to keep a close tab on our business, 
exercise care in buying and see that 
your stock of merchandise is in line 
as near as possible with present needs. 

I believe that those who make a 
proper effort will be successful in 
meeting the business and_ financial 
problems of 1930. 

(Signed) A. H. Nicuots, 
Buhl Sons Co. 

President National Hardware .As- 

sociation. 


Agricultual Conditions Favorable 


Kansas City, Mo—-We expect to have 
a very satisfactory business in 1930. Crop 
conditions, largely wheat, are very favor- 
able, for a large crop. 

Then we have had a very satisfactory 
business in 1929, and we believe that our 
trade will have a good business and we 
will share in this business, because of the 
fact that we are located in the most 
favored territory in the United States. 
Trade maps confirm this statement, as 
Kansas City is in the white section of 
such maps more often than any other 
territory in the United States. 

(Signed) E. T. Husset, 
President. 
Townley Metal & Hardware Co. 
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—The Editor 
Pe “NN 


BALTIMORE, Mp.—We are looking 
forward to a fairly good business 
during the present year, and while 
we believe at this ,.- = - 
time there is a. 
weakening tendency 
in the prices, we find - 
that most of the man- 
ufacturers are using 
their best efforts to 
stabilize same, and 
we have every desire 
to help them in this 
movement. The 
tendency of the small G#0- N. GROFF 
dealer to hold off buying future goods 
at this time of the year has now been 
going on for several seasons, and 
while this necessitates the jobber car- 
rying a larger stock-and also for a 
longer time, we find by having the 
goods when they are wanted, that in 
most cases, we are enabled to get 
what is a fair margin of profit. 

We, ourselves, are not looking for 
any downward movement of prices, 
and we believe with a little more co-— 
operation between manufacturer and 
jobber, a great many of our difficul- 
ties can be overcome this way. 

(Signed) Gero. N. Grorr, 

Wm. H. Cole & Sons. 























s JOBBERS SEE IT... 


CLEVELAND, OuH10.—The price trend 
may possibly be lower, although we do 
not look for a general decline or any 
drastic reduction in 
prices; but believe it will 
be more a general ad- 
justment, which means 
advances as well as de- 
clines; and our opinion 
is that while there will 
be no speculative buying, 
there will be a steady 
demand for merchandise. 

Therefore, we cannot 
believe that there is any- 
thing to justify a pessimistic feeling 
regarding: the hardware business for 
1930. The early months should be 
fairly good. Later in the year we 
expect a general improvement and in- 
creased demand. : 

(Signed) H. E. Hursurp, 
Vice-President, 
The Geo. Worthington Co. 





H. E. 
HULBURD 


PittspurGH, Pa.—We find not only 
a much better feeling among the re- 
tail hardware trade, but they are also 
replenishing their 
stocks. 

Goods are being 
carefully selected, 
the quantities are 
moderate, and we 
believe this is a 
wise policy to pur- 
sue, for today we 
see nothing in the 
market which 
would warrant any 
higher prices. Al 
great many seasonable lines for 
spring trade are lower this year than 
for several years, and those who have 
not yet placed their specifications 
should do so at once, as we believe 
that they are perfectly safe in speci- 
fying, even though it be for a little 
later delivery. 

(Signed) A. J. Bruter, President 

James C. Lindsay Hardware Co. 





A. J. BIHLER 


Cuicaco, I1t.—There is going to 
be a lot of hardware sold in 1930. 
Perhaps in total not as much as 1929, 
but the merchant 
who is on his toes 
has not much to 
worry about. 

I. can see no 
serious change in 
prices. As in the 
past, inventory 
losses will come 
more from obso- 
lescence and faulty 
selection rather 
than reduction in 
values. Success in 1930 will be de- 
pendent to a greater degree than ever 
before upon the sales efforts of the 
retailer. 

-(Signed) C. J. Wutppte, President 
Hibbard, Spencer, Bartlett & Co. 





Cc. J. WHIPPLE 


Higher Prices Not Expected 


BIRMINGHAM, ALa.—In our opinion 
1930 will be an average year, stocks are 
not inflated and we don’t look for any 
movement toward higher prices for this 
year, in fact, we don’t believe it a good 
time to advance prices while there is so 
much unemployment. 

(Signed) J. H. Crow 
Long-Lewis Hardware Co. 


Business Is Better 


SHREVEPORT, La.—Resign from the 
pessimist and become an_ optimist. 
Buy your immediate needs from a 
good jobbing connec- 
tion. Pay the jobber 
for bills when due. He 
needs the money. 

Assist manufacturer 
and jobber by giving a 
part at least of your 
fall needs as future 
orders to insure an 
orderly Process of man- p 5 ocILVIE 
ufacturing and assem- 
bling adequate stock for late summer 
and fall needs. 

Business is better. It will stay bet- 
ter if we get our thought right and 
keep it so. 

(Signed) R. J. Ocirvir, 
President, 
Ogilvie Hdwe. Co. 
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Quincy, ILt.—The outlook for the 
hardware business in this territory is 
better than it has been for several 
years. Many farm- 
ers have paid offs j= 
some of their most f 7, 4 
pressing indebted-| _ 4 
ness, and they are{ 
feeling more op- 
timistic than they 
have for several 
years. 

While we look 
for some declines, § 
present indications 
are that they ‘will 
be of minor im- 
portance. 

We feel confident that the hard- 
ware merchant who keeps his stocks 
complete so that he can supply the 
wants of the consumers in his com- 
munity, displays his merchandise well, 
makes judicious use of good adver- 
tising and other sales helps, will make 
a satisfactory profit in 1930. 

(Signed) Rupotpn TENK, President 
Tenk Hardware Co. 










RUDOLPH TENK 


WInNsTON-SALEM, N. C.—The trend 
of price movement during 1930, taken 
as a whole, will be downward. 

No doubt, there, will 
be some items that will 
record an advance and 
a large number remain 
as they are now. The 
shrewd buyer will en- 
deavor to keep himself 
posted on the various 
lines he buys and take 
advantage of the mar- 
ket at the proper time. 

The course that we have mapped 
out for our organization is to buy for 
turnover and it is also our advice to 
our customers to do likewise, as we 
are of the opinion that the jobber or 
retailer that does not get the proper 
turnover during the year 1930 will 
make a very unfavorable showing in 
the way of profits for the year. 
(Signed) W. N. Dixson, President 


Brown-Rogers-Dixson Co. 





W.N.DIXSON 











All of the chain competitive E. W. MAHONEY 
goods in the main Mahoney 
store are now carried on four aaa 
8 ft. and two 6 ft. open top dis- N buying merchandise for the two hardware stores 
s 4 of David Mahoney, Inc., Schenectady, N. Y., Ed- 
play tables. ward W. Mahoney no longer concentrates on “‘com- 
peting merchandise.” Instead his prime consideration is 
to get “good value” for the customers and a reasonable 
profit for the stores. 
That doesn’t mean that he allows his chain store com- 
petitors to undersell him on items which his customers 
MAHON FY AYS: demand. It does mean, however, that he no longer at- 
tempts to stock every hardware or near-hardware item 
carried by the chains, or to meet their prices on all such 
items. In other words, while not under-estimating his 


, competition, he is paying much more attention to prof- 
VE HANGED itable merchandising than to unprofitable “competing.” 
Only a few years ago Edward Mahoney, who, by the 

way, is vice-president of the New York State Retail 

M Hardware Association, was admittedly worried over 
af LYING chain store competition. He was dismayed at the va- 

riety of hardware items displayed by the chains to retail 

as low or lower than his cost prices. He began to think 

that eventually the chains would drive the independent 


hardware man out of business, unless he met their prices 

FTH S on every hardware item they carried. 
He became so thoroughly imbued with the idea that 
he started what he termed a chain store laboratory ; he 
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“Obtaining Goods to Compete With Chain Store Merchandise, 
Item for Item, is no Longer the Main Object in Buying” fF, 
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even went out and purchased from the chains every com- 
petitive article he could find. These he marked with the 
purchase prices as well as with the cost prices of similar 
articles to retail hardware merchants, and arranged them 
in the form of private display. Eventually he accu- 
mulated about 300 such items. Whenever a salesman 
attempted to sell him merchandise he conducted Mr. 
Salesman to the display, confronted him with the evi- 
dence, and demanded prices to meet the competition. 
The bulk of his buying effort centered around ‘“‘compe- 
tition.” His main objective was to obtain goods which 
would compete, item for item, with those carried by his 
chain competitors. 

He took the leading items of his chain store mer- 
chandise display to the New York Retail Hardware Con- 
vention and to other hardware association meetings, so 
that other dealers might be apprised of the situation ; in 
fact, he was honestly and definitely sold on the idea that 
the salvation of the retail hardware dealer depended 
absolutely on matching merchandise and price, item by 
item, with the chains. 

Today Ed Mahoney views the situation from an en- 
tirely different viewpoint and does not hesitate to say 
so. His present viewpoint is not based on theory but 
on facts gathered through actual experience. 


ES the beginning he had feared that the chain stores 
were the only merchandisers who would be able to get 
price consideration. Now he knows that, with very few 
exceptions, his fears were unfounded; that every year 
the chains are finding fewer manufacturers of standard 
hardware lines who are willing to cooperate with them. 
He can get plenty of “competing” merchandise on a 
price basis. His problem today is not one of obtaining 
“competing” goods. Instead, at least one of his prob- 
lems is that of guarding against buying too much mer- 
chandise of the chain store type. 

He has also discovered that net profits on low priced 
competitive goods, are likewise Jow; that when he sells 
$10 worth of such merchandise per day, it represents 
merely a $10 increase in his daily sales volume. It is 
doubtful if the Mahoney Company’s sales of “chain 
type” goods in the two stores will total 5 per cent of 
the sales volume. As a matter of fact, all of the chain 
competitive goods in the main store are now carried on 
four 8 ft. and two 6 ft. open top display tables. 

On the other display tables, the merchandise shown is 
all of the type which gives the customer “good value” 
and the store, a reasonable profit. Many of the items 
are regular stock goods at regular retail prices. There 


is no sacrificing of profits. As a sample of the type 
of merchandise carried on the regular display tables, we 
noted levels priced up to $2.50, and paint brushes at 
$2 and $2.50. 


T: LERE is another method used in the Mahoney stores 
which reflects the firm’s tendency toward merchandising 
rather than merely competing. Whenever a customer 
comes in for some particular tool, he is not led over to 
the display tables. He is taken to the tool section and 
shown the regular stock items at regular prices. If he 
does want the cheaper tools he knows that they are to 
be found on the tables, and goes there for them. How- 
ever, very few tool users deliberately seek the cheap tools. 
In fact Mahoney says that the habits of buyers are 
definitely changing toward value. While for a time they 
went to extremes on cheap goods, they are now swinging 
back toward better quality. 

In confirmation of this, he cites his experience with 
his line of ash cans. A year ago one of the chains made 
a drive on “Dollar Ash Cans.” Mahoney secured a can 
of equal or better value to retail at the same price, and 
disposed of quite a quantity of them. This year he 
stocked his regular supply of quality cans, and a reason- 
able number of dollar ones. About the 10th of January, 
one of the store salesmen approached Mr. Mahoney and 
said: “Have you forgotten to reorder ash cans?” “No” 
was the reply. “We have plenty of them on hand.” “I 
don’t think so,” replied the salesman. ‘We're about out 
of the good ones.” A check-up revealed this to be true. 
People who bought cheap cans last year were buying the 
better grade this year. In fact the firm was selling more 
than the usual amount of $4 to $6 ash cans. 

A similar condition is true with regard to aluminum 
ware; fewer cheap items are sold and more of the better 
grades. In this connection, Edward Mahoney contends 
that the house-to-house canvasser of aluminum ware has 
helped to build sales of high grade aluminum utensils 
over retail hardware counters. The aluminum canvasser, 
he says, usually sells quality items at very high prices. 
Each sale stimulates interest in good aluminum, and the 
better prices of the regular merchant on quality grades 
turns a lot of business his way. 

Be that as it may, Edward Mahoney is fully convinced 
that the obtaining of goods to compete with chain store 
merchandise, item for item, is no longer the main object 
in buying. His volume is well maintained, he is holding 
his customers, and his profits, in proportion to volume, 
are increasing. 

Fhat’s proof enough for Ed Mahoney. 
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23,262,843 MOTOR CAR 











































ONTRARY to 
C the belief fre- 

quently en- 
countered in the hard- 
ware trade, the demand 
for auto accessories has 
not languished in _ re- 
cent years. It is 
entirely possible that some hardware 
dealers are finding it exceedingly 
difficu’'t to maintain their sales vol- 
ume in auto accessories at levels 
established in former years. How- 
ever, it is our observation that such 
dealers have only themselves to 
blame for this situation. Conditions 
have changed and they have failed 
to change with them. They have 
failed to analyze the potential mar- 
ket for certain specific accessory 
items and in doing so, have com- 
pletely ignored the new order of 
things. Advertising has been slight- 
ed, as has the adoption of modern 
merchandising methods. Other 
dealers who remain adamant when 
the possibilities of auto accessory 
profits are broached generally de- 
clare “there’s no demand for acces- 


Trunk 
Market 


3,887,000 cars sold 
in 1929 were not 
factory equipped 
with trunks. This 
represents 97 per 
cent of the cars 


sold. 


Tire 
Lock 
Market 


1,265,000 cars sold 
in 1929 were not 


factory equipped 
with tire locks. 
This _ represents 


nearly 32 per cent 
of the cars sold. 


Cigar Lighter 
Market 


3,528,000 cars sold 
in 1929 were not 
factory equipped 
with cigar lighters. 
This represents 88 
per cent of the 
cars sold. 
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represents 99 
per cent of the 
cars 


“Customers for auto accessories can be 
divided into two different groups; some 
buy because they want them, whikf 
others buy because they need them} 


sories—all cars are factory equipped 
with everything today.” They thus 
prove definitely, by such assertions 
that they have an erroneous impres- 
sion of actual conditions. 

For instance, the registration of 
motor cars and trucks reached a new 
high total of 26,562,713 in 1929. 
This number shows a gain of 8.5 
per cent over the figures for 1928. 
Sixteen auto accessory 
manufacturers, w h o 
were present at the re- 
cent meeting of acces- 


Car Heater ' f 

Market sory manutacturers, re- 
. ported that they were 
A een 1929 -~—~=CSeiling a combined vol- 
were not fac- ume of more than 
tory equipped $28,000,000 annually 
with car 
ities hts through wholesalers. 


Production of new cars 
in 1929 has been esti- 
mated at 4,000,000, bas- 
ing this estimate on an 
actual production of 
2,964,693 cars during 
the first eight months 
of 1929, Assuming that 
3,000,000 cars were 
scrapped during the 
course of the year, the 
replacement market 
would appear to em- 


sold. 


Clock 
Market 


3,623,000 cars 
sold in 1929 
were not fac- 
tory equipped 
with clocks. 
This repre- 
sents 90 per 
cent of the 
cars sold. 
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Motorists who own cars costing under 
| li f Radiator 
$1,000 are usually live prospects for ania 
¢ . dd 
extra equipment or accessories to “doll Market 
” ° oye ° 3,623,000 cars 
up” their cars. Families owning two cars sold in 1929 were 
: | ¢ = — —_ 
= ped with radiator 
constitute another arge group O/ pros un ae 
: 1929. This repre- 
pective patrons. sents 90 per cent 
of the cars sold. 
brace 25,500,000 cars at the present 
time. , 
ee > ht 
The figures set forth in the pre- es. 
ceding paragraph should serve to snleu " ai 
~ cc > > , cars so 
establish the fact that a huge market 5°""1990 were not 
for such accessory items as are not factory equipped 
a regular part of factory equipment 7 spot og 
. . 0 is represents 
really exists in addition to a con- je, a a ae 
stant demand for tires, floor mats cars sold. 
and similar items, which wear out 
in service and require 
replacing. Regardless : ; 
of the general opinion ous ae 
that all cars are com- — 
stale ; 4 3,640,000 cars 
pletely equipped, the et marie 
actual figures show that Were not fac- 
millions of new cars —_ eanippes 
need additional _equip- om Te . 
ment. Ninety-nine per represents 91 
cent or 3,990,000 cars per cent of the 
cars sold. 
sold last year were not 
equipped with spot 
lights. Ninety per cent 
or 3,623,000 were not 
equipped with radiator 
shutters. | Ninety - one 
per cent or 3,640,000 
were not equipped with 
windshield wings. 
Ninety-seven per cent 
or 3,887,000 were not 
equipped with trunks. 
Engine 
Ther- 
mometer — 
Market li 
Cover 
: 2,020,000 cars Market 
4 sold in 1929 
2 were not fac- 2,195,000 cars sold 
a tory equipped in 1929 were not 
¥ with engine factory equipped 
thermometers. with spring covers. 
This repre- This _ represents 
q sents nearly nearly 55 per cent 


51 per cent of 
the cars sold. 





of the cars sold. 
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Illustrations 
Courtesy 
Motor World 
Wholesale 


Thirty-two per cent or 
1,265,000 not 
equipped with tire 
locks.  Eighty-eight 
per cent or 3,528,000 
were not equipped with 


were 


cigar lighters. Fifty- 
one per cent or 2,- 
020,000 were not 
equipped with engine 
heat indicators. Fifty-five per cent 
were not equipped with spring 


covers. Ninety per cent or 3,623,000 
were not equipped with car heaters. 
All of which should dispel the fal- 
lacy that new cars are completely 
equipped. Remember that this does 
not take into consideration the re- 
placements necessary on more than 
26,562,713 motor cars and trucks. 
Customers for auto accessories 
be divided into two different 
Some buy because they 


can 
groups. 
want them, while others buy because 
they need them. In the first classi- 
fication, the larger portion are those 
seeking to “doll up” their cars with 
extra equipment and in most cases 
are motorists owning cars costing 
below $1,000. They are in the large 
Convenience and appear- 
page 207) 


majority. 
(Continued on 

















I Can Get It For You Wholesale 


By CHARLES TOBIAS 
and JACK ELLIS 
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AMES E. SHATZEL, 
Hardware Merchant 
of Rochester, N. Y. 


S president of the Rochester 

Hardware Association Mr. 
Shatzel led the fight to elimi- 
nate the special discounts in 
his city. He was successful and 
had the active support of local 
retail interests. His work 
checked Rochester consumer’s 
from joining in the chorus of 
the popular song “I Can Get 
It for You Wholesale.” 





INGING DOWN 


the CURTAIN on 
ONSUMER BUYING 


VERYBODY in_ Rochester 
K seemed to be getting whole- 

sale prices. Every factory, 
and we have lots of them, organized 
a welfare league or club for the sole 
purpose of securing discounts for 
members. It looked as though there 
weren't going to be any more con- 
sumers. Everybody was getting on 
a special privilege basis and were 
taking in their neighbors and rela- 
tives. This bothered the retail 
structure of our city for a time but 
once the retailers were thoroughly 
aroused and organized this vicious 
practice was curtailed. 

Four years ago, as president of 
the Rochester Hardware Associa- 
tion, I had the privilege of leading 
the fight which successfully elimi- 
nated most special discounts. For 
ten years, consumers buying at 
wholesale or near wholesale, had 
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by JAMES E, SHATZEL 


been a favorite topic of complaint 
among hardware dealers. The sub- 
ject came up at every convention, 
was profoundly discussed but no 
remedies were offered. The subject 
would be ignored until the next 
meeting and then the same discus- 
sion would take place all over again. 

Returning from such a conven- 
tion, I made up my mind to see 
what could be done locally to elimi- 
nate this great evil. Our local asso- 
ciation sponsored a meeting of re- 
tail and wholesale hardware men. 
The problem was discussed in a 
definite way. A plan was developed 
whereby with the aid of other 
Rochester retail interests we could 
present a united front in fighting the 
special discounts. Their troubles 
were the same as ours and were 
caused by some retailers and semi- 
jobbers who were allowing the dis- 
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nei N. Y., retailers in all 


lines were faced with all kinds of 


queer schemes intended to favor 
certain consumers with special 
prices. Various kinds of 
“clubs” and “‘associations”’ 
were being formed in factories, 
who held out the lure of a dis- 
count on all merchandise in lieu 
of better wages. Mr. Shatzel 
calls the special discount evil a 
favorite topic for convention 
discussions but charges that 
after much profound discussion 
he never witnessed any action. 
He started something and fin- 


ished, because he is that type. Read his 
story. It is easily understood and should 
assist other merchants in curbing a vic- 
ious and unwarranted practice, found 


practically everywhere. 





HIS sample is 
typical of the 


Discount Cards is- 


sued to factory 
employees in Roch- 
ester, N. Y. The 
“official signature” 
was often a pur- 
chasing agent who 
placed very desir- 
able orders for fac- 
tory supplies. 


AT WAOLESALE 


count evil to gain headway by hon- 
oring discount cards. These came 
from Factory Clubs, Athletic Clubs, 
Recreation Clubs, Women’s Clubs, 
Welfare Clubs and all other groups, 
even to Municipal Clubs, formed 
for no other purpose than to buy 
all kinds of merchandise at whole- 
sale prices or as near to such prices 
as possible. 


I was strange that a price-main- 
taining manufacturer would lend the 
weight of his influence to extend 
a recognized vicious practice. It was 
even more strange that the retailer 
would allow himself to be fooled 
by the lure of added volume. He 
should know that any discount, to 
be attractive, must go far deeper 
into his prices than the total of his 
profits on the merchandise so sold. 
Both manufacturer and _ retailer 
should realize that discriminating 
discounts are grossly unfair to the 
general buying public. This same 


general public very soon learns to 
use its acquaintances in the factories 
as shopping agents at the discount 
rate. 

Where does the requested 10 per 
cent discount fit in with the figures 
of present retailing costs to say 
nothing of the requested “20 off?” 
If the merchant can sell at the 
special discount figure to the fac- 
tories employees he should reduce 
his price to the same level to every- 
body. Some merchants _ believe 
that they can get enough volume 
out of such a scheme to make the ad- 
ditional volume profitable at the dis- 
count figures. This is the same as 
depending upon his regular cus- 
tomers to give him a living and then 
to sell to transients at a lower figure 
than his regular patrons are re- 
quired to pay. 


Now as to the remedy: First by 
conference between retailers, and 
wholesalers or manufacturers. It 


can easily be shown to the manu- 
facturing concern running the club, 
the unfairness of any discount to 
their special group given by the re- 
tailer and the request withdrawn. 
This method of settlement usually 
can be used where the merchants’ 
organization is tied with a Chamber 
of Commerce where the other in- 
terests of the city are also repre- 
sented. The second method would 
be by agreement among the mer- 
chants themselves to give no dis- 
count. Both of these methods can 
be worked together. Probably the 
second method will be required to 
entirely eliminate the evil. 

There isn’t any reason why 20,000 
out of a population of half a mil- 
lion’ people in and about Rochester 
should be favored with a special 
price. This applies to the rural 
dealer, as well as the city dealer, as 
our city factories and stores employ 
a big percentage of employees from 
a radius of twenty miles outside of 
the City of Rochester. 


First of all you must have co- 
operation of the hardware jobber. 
This was difficult at first because of 
the outside jobbers who call on the 
Rochester factories soliciting busi- 
ness. We managed to convince 
these out of town jobbers that if 
the practice were not discontinued 
the retailers of Rochester would be 
in no position to continue as satis- 
factory wholesale accounts—and as 
such they represented the most de- 
sirable business in the territory. 
(Continued on page 202) 





Aikman 
Builds 


Inside 
Business 


WITH 
PRACTICAL 


UTSIDE 











The main business street of Cazenovia, 
New York. The Aikman hardware store 


is shown in the circle. 


FELLING Chain stores and mail order houses mean nothing 







HEN R. J. Atkinson was 
president of the National 
Retail Hardware Associa- 


tion, he dropped into Cazenovia, 
N. Y., to visit Horace Aikman. It 
was 9.00 a. m. when he entered 
the Aikman store, and the propri- 
etor had not yet arrived. In fact, 
it was 10 o’clock when he finally 
came in. 

“You hardware dealers in the 
small towns take things pretty 
easy,” said Atkinson. “You come 
down to your stores in the middle 
of the forenoon, and I suppose you 
play golf most of the afternoon. 
Why, down in Brooklyn we’re on 
the job at 8 o’clock every morning.”’ 
Horace laughed. “Eight o’clock,” 
he said. ‘Why, by that time I’ve 
done a day’s work. Look at that 
check,” he added as he waved a 
green slip in Atkinson’s face. “I’ve 
been out in the country closing a 
$500 deal for barn equipment, and 
I got a hot lead that’s good for a 
couple of hundred more.” “I'll take 
it all back,” said Atkinson. “I must 
have been thinking of somebody 
cise.” 

It was true, check and all. That’s 
the way Horace P. Aikman mer- 
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to him. In Cazenovia, N. Y., a town of 1800 
people, twenty miles from the City of Syracuse, 
he maintains a steady and profitable 
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chandises. He goes out after busi- 
ness and gets it. 

Cazenovia is a beautiful town 
situated near Cazenovia Lake, about 
20 miles from Syracuse. It has a 
normal population of about 1800, 
which swells to several thousand 
during the summer season. All 
around the lake are beautiful sum- 
mer homes, while the town itself is 
located in the center of a prosperous 
farm and dairy district. In that 
little town, Horace P. Aikman does 
a business that might well be the 
envy of merchants in much larger 
cities. A great deal of that business 
comes directly or indirectly from 
out-door selling. 


Burm. Aikman has not made 
outside selling a separate part of 
his business. To him the store comes 
first. Outside selling is primarily 
a method of bringing more people 
into his store; of popularizing 
‘“‘Aikman’s” as a source of sup- 
ply. He has no regular schedule 
for outside selling, and employs no 
special canvassers or commission 
salesmen. Whenever trade in the 
store gets a little slack, he or one 
of his regular salesmen goes out 
after business. He takes a light 
truck, loads on a sample or two, and 
starts out along the route of one of 
the electric power lines. 

Aikman follows the power lines 
because electric power, to him, 
means greater sales opportunity. It 
means prospects for pumping out- 
fits, water systems, electric washers 
and other things too numerous to 
mention. He sells complete water 
systems—either electric or gas en- 
gine operated—and always tries to 
start his prospect with one of these 
systems, because it paves the way 
to sales of bathroom equipment, 
kitchen sinks, water bowls for stock, 
and numerous other items. 

He does not maintain a shop in 
connection with the store, and most 
of his sales are on an over-the- 
counter basis. In Aikman’s district 
the farmer does his own installa- 
tion work. In other words, he is 
a mechanic who works with home 
tools. Only a few days ago Aik- 
man sold a complete bathroom job 
in competition with one of the 
largest mail order houses, and made 
money on the deal. 


“What is the basis of success in 
outside selling?” we asked him. 
“Stock,” was the reply. No hard- 
ware merchant can make a success 
of either outside or direct mail sell- 
ing unless he has the stock to back 
up his selling efforts. There are just 
two things the farmer is interested 
in: Price, and the goods he wants, 
when he wants them. You can’t do 
a farm business with a_hand-to- 
mouth stock. As an example of 
complete stock, Aikman carries 62 
kinds. of metallic ammunition, in ad- 
dition to his shot gun shells—but 
that is another story. 

Sometimes a factory man goes 
with him on a sales trip of some 
special line. But factory man or 
not, he always bears in mind that 
the farmer is a prospect for roofing, 
barn door track, eaves trough and 
conductor pipe, paint and similar 
lines. And he doesn’t forget the 
farmer’s wife. A sense of pride is 
the basis of his appeal to Mrs. 
larmer, and he sells her paint, 
kitchen equipment, bathroom equip- 
ment, etc. One of his big lines is 
barn equipment. Single jobs in this 
line sometimes run as high as $3,- 
000. The line includes stanchions, 
cow ties, litter carriers, water bowls, 
door hangers, tanks, etc. 


A\noruer big line consists of 
awnings of all kinds. In this line he 
has built up a nice business largely 
through outside selling. During the 
winter months he sends out letters 
to owners of summer homes, calling 
attention to awning needs. Later 
he follows up with personal calls. 
During the month of December he 
sold a single awning job for spring 
delivery to the total of over $200. 
One of his men is capable of taking 
measurements for special size awn- 
ings not carried in stock. In fact, 
only the regular window awnings 
are stocked. The rest are sold and 
then ordered. To this same class 
of trade Aikman sells power lawn 
mowers, largely through outside 
selling. He has sold this line since 
1919, and although no _ power 
mowers are carried in stock, he has 
already sold a $450 one for spring 
delivery. 

Among other things, Aikman 
sells concrete mixers to farmers. 
He says that every farmer is a pros- 


( 


pect for a concrete mixer. At the 
same time he sells boats and out- 
board motors to summer residents, 
young people’s camps, and even 
farmers. As to the camps, he says 
that every camp is a prospect for 
Pyrofax gas outfits, water systems 
and plumbing goods, to say noth- 
ing of tools and other equipment. 


Arman does very little can- 
vassing in the town proper. His out- 
side selling efforts are directed to 
the farm and summer residents. He 
develops his leads by mail, or store 
contact, and follows up with per- 
sonal calls. Only a small percentage 
of his sales are made on the install- 
ment basis, and on such sales he 
carries his own paper. On one 
point he is very emphatic: “It does 
not pay to force sales on the farm- 
ers.” “Over persuasion,” he says, 
“is poor policy, and is resented by 
the farm trade. After all,” he said, 
“the main object of outside selling 
is to keep the farm business at 
home. There is no profit in over 
selling.” 

Aikman makes a continuous drive 
on unusual items and lines. He de- 
clares that full lines and odd items 
constitute the best advertisement of 
the hardware merchant who does 
outside selling. He carries all sizes 
of taps and dies, bolts and nuts, 
long shank drills, etc. His stock 
of drills and taps ranges up to one 
inch; holts up to 34, x 18. Among 
the other odd lines he carries are 
copper tubing and connections for 
automobiles, sheet copper and zinc 
and others. He also stocks a nice 
line of solid door sets, 
French door hardware, and other 


bronze 


high grade builders’ hardware 
items. He calls on the contractors 


who want quality hardware for the 
fine summer homes, and has no 
trouble in selling them. In addition 
he has a key cutting machine, and 
is able to take down any kind of 
cylinder lock and change the keying. 

And so Horace P. Aikman, hard- 
ware man of Cazenovia, N. Y., does 
a large and profitable business 
within 20 miles of the city of Syra- 
cuse, unmindful of chain store or 
mail order houses. The basis of his 
success is practical outside selling. 
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If the borders of the 
cards illustrated were 
straight and at right 
angles, they would lose 
much of their effective- 
ness. The same would 
be true if they were of 
different designs or of 
varying size. 











Irregular shaped cards 
create an atmosphere 
which is exclusively their. 
own. Patterns for the 
designs can be easily cut 
from folded wrapping 


paper. 
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Putting the “It” in show and 
price cards is explained in this 
interesting article, which em- 
phasizes that the axiom 
“Variety is the spice of life” is 
especially true of “different” 


shaped “talking” signs. 


By JOSEPH BERTRAM JOWITT 


than those of square and commonplace shape. One uniform size 


[ NIQUE forms of price and show cards are much more effective 


used for the price cards of unusual form makes a lasting and 
favorable impression on the minds of prospects. The attractive shape and 
uniformity of such cards when used in window or interior displays con- 
stantly hammer away to lower sales resistance, by constant repetition. 
They also present a neater appearance, and people will often remember 
where they observed a certain article displayed by the unusual design of 
the price or show card, which was used in connection with the featured 


article. 


Special designs can be easily evolved by the method described in this 


article. It has often been said that “variety is the spice of life,’ 
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and this 
axiom is especially true of show and price 


card designs. The “talking signs” for maxi- 
g 


mum sales efficiency should be designed and 
lettered for the particular merchandise being 
displayed. Certain colors as well as specific 
designs will be found more effective for cer- 
tain classes of articles in certain seasons of 
the year. Gay colors can be used in festive 
displays, and the design of the cards can be 
in keeping with the occasion in many in- 
stances. Warm colors are best for winter 
displays and cool colors should be used in 
summer. A little ingenuity coupled with 
your efforts will take your cards out of the 
ordinary classification, and results will show 
improvement. 

The show cards featuring Evansville 
hammer and Stanley planes suggests what 
may be accomplished in the way of fancy 
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cut-out cards. An endless amount of fancy designs may 
be cut out in the following manner: 

After first deciding on the size of show card, cut a 
piece of wrapping paper the exact width of the top of 
card, fold this paper exactly in the middle, and on one 
half of the folded side sketch out any kind of fancy 
design ; while the paper is still folded cut out following 
the pencil design, and when paper is opened up both 
sides, of course, will be the same. Place this paper pat- 
tern on top of card and draw a pencil around it, then 
proceed to cut out with a sharp-pointed pen knife. The 
heavier or thicker the cardboard the better it will look 
and stand up. The same design may be carried out on 
a smaller scale for price tickets, etc. A light gray border 
drawn around the edge of card will greatly enhance the 
appearance. 

Show cards to be 100 per cent effective should be 
changed at regular intervals, not only the color of the 
cards or ink, but the size and design should be changed, 
and this idea offers an unlimited field. 

This chapter concludes the series of articles on the 
speed lettering pen, which is a thoroughly practical let- 
tering tool for rush work on show cards and window 
price tickets. Every hardware man should possess a set 
of the pens; anyone who can draw a straight line with 
a pencil can do the same thing with a speed pen. 

All the lettering (numerals excepted) was done with 
just one dipping for each card. 

The size of the price tickets illustrated herewith were 
5% x 7 inches. Sixteen of these cards were cut from a 
full sheet of cardboard, size 22 x 28 inches. 


The large numerals were done with a No. 1 pen, the 
lettering was done with a No. 3 pen. The small script 
was done with a No. 3 speed pen reversed or 
3e sure to select speed pens that 


lettering 
turned upside down. 
have round bills, as the square bill pens are not so easy 
to operate and require more time to produce the same 
amount of lettering. 

On the bottom of the alphabet plate are the letters 
A, B, C, D, O. These were outlined with a No. 3 speed 
pen with the bill turned upside down. 

Try to copy any alphabet line for line, each letter will 
bear the earmarks of your own individuality, and still 
your work may be true to copy. Every experienced show 
card writer can tell the work of another at a glance 
without looking for the accustomed imprint at the bottom 
of the card. All beginners should take encouragement 
from this and not set too high a standard for their first 
attempts. 

Nothing is more important in learning show card writ- 
ing than the preparing of the card and the laying out 
of the lettering. As much time should be consumed in 
designing this layout as in the actual lettering itself. 

The question of margin or border around the edge of 
card is an all-important one, and has everything to do 
with the appearance and general effect produced. The 
size of the captions should depend altogether on the space 
available. 

Most everyone, after some practice, is able to make 
an “a” look like an “a” or a legible looking “s,’” but the 
spacing of letters and between words requires practice 

(Continued on page 181) 
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Why Thatcher’ S NWved 


AGACITY in business is a 
valuable asset to any mer- 
chant. The faculty for sens- 
ing changing trends and planning 
in advance for the future has 
played the stellar role in many re- 


Read the diagnosis 


this firm made 
when they were 
forced to decide 


whether to retain a 
mid-town business 
location or to build 
at the edge of the 
shopping district. 
Their decision 
would indicate that 
adequate parking 
facilities are an im- 
portant factor to 
hardware mer- 
chants 


tail successes. In the instance we 
are about to relate, this factér has 
been doubly important. About a 
year ago the hardware firm of C. 
W. and R. Thatcher, Asbury Park, 
N. J., was faced with the fact that 





its fifteen year lease, on the premises 
the firm had occupied since it was 
founded, would expire _ shortly. 
While a renewal of the lease could 
have been arranged, the rental stipu- 
lated was about triple the figure the 


‘ 
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Thatchers’ were paying. This, and 
the realization that their business 
had outgrown their old-time facili- 
offered at best only old-time facili- 
ties, prompted a decision to erect 
their own building. In selecting a 
site for their new store they con- 
sidered the advantages of many 
different locations, finally choosing 
a location several blocks away from 
the present shopping center of the 
city. This decision evoked consid- 
erable comment among local busi- 
ness men, as it was without prece- 
dent in Asbury Park. Never-the- 
less, early indications are that this 
was a very wise move, as their busi- 
ness for the first few months, since 
they moved to the new location has 
shown substantial gains. 

















— from Main Sete 


One of the most important fac- 
tors, which influenced Thatchers’ to 
build at some distance from the 
shopping center was the advantage 
of being able to provide adequate 
parking facilities for customers. Of 
course, a corner location, of suitable 
size, could be secured out of the 
shopping district, at a more 
nominal figure, which was 
also considered. ‘The site se- 
lected, however, had several 
additional advantages. It was 
between the shopping section 
and the beach, which is the 
central attraction, making the 
city a very popular summer 
resort. The theater section is 
just around the corner. ‘The 
growth of the business section 
is also proceeding in the direc- 
tion of the store’s location and 
many residents contend. that 
Thatcher’s will be in the ap- 
proximate center of the shop- 
ping section of the near fu- 
ture. As the firm has concen- 
trated on high-quality mer- 
chandise in every: line carried, 
it has found that only a small 
percentage of the clientele do 
not own cars, making ample 
parking space a tremendous 
advantage to the firm. 

Providing parking facilities 
for their motorized customers 
was only the initial step taken 
to meet changing conditions 
and to prepare for the future. 

The new building, two stories 
high, having a full basement, 

is 50 by 100 ft. in size and embodies 
the latest features in building con- 
struction. The structural steel and 
other material used in the building 
is of sufficient size to sustain six 
additional floors. If the rapidly ex- 
panding requirements of the store 
do not require the additional space 
in future years, there is little ques- 
tion but that the additional floors 
contemplated, can be rented for 
office purposes, at remunerative 
rentals. 


Insurance rates on the new build- 
ing are probably the lowest in As- 
bury Park, due to its modern, fire- 
proof construction. A large auto- 
matic electric elevator is available 
to carry either freight or passengers 
in expeditious fashion. Small loads 
are placed on a dumb waiter, which 
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This is the modern store Thatcher’s erected, ‘which is so con- 
structed that additional floors may be added as required. At the 
upper right, the former Main Street store of the firm is illustrated 


lessens the bill for electric power. 
Three separate meters are provided 
for electric service, resulting in a 
considerable saving, as different 
rates apply for the electricity used 
for store illumination, as power for 
the elevators and for window light- 
ing or advertising purposes. The 
heating system is of the modern oil 
burning type and maintains a con- 
stant and comfortable temperature, 
making shopping a pleasure on 
frigid winter days. The ceiling of 
the main sales room is of sufficient 
133 


height to permit a three foot strip 
of prism glass to extend well around 
the main sales floor, above the show 
windows. This feature provides an 
abundance of daylight. 

In lieu of the customary hard- 
wood, heavy linoleum, in a harmon- 
izing color to the finish of the in- 
terior, covers the floor. A heavy 
felt base was first laid over the con- 
crete and the linoleum was then 
cemented to the felt. The Thatcher 

(Continued on page 178) 








The window illustrated above is described in the accompanying article 


RINCIPLES of building’ con- 
grote as well as the kinds 

of materials used, have changed 
considerably during the past few 
years. The changes have been so 
pronounced and numerous that even 
the casual observer has become cog- 
nizant of the facts. However, some 
hardware dealers who have sensed 
the situation have failed to revise 
their stocks and merchandising poli- 
cies to conform with the changed 
trend. The hardware firm of Lud- 
low & Squier, Newark, N. J., con- 
sider tools their A No. 1 line, as 
tool sales produce by far the largest 
portion of an annual volume run- 
ning well into six figures. The im- 
portance of the tool line to the firm 
induced H. A. Cornell, general man- 
ager of the store, to study the sub- 
ject with thoroughness, and his de- 
ductions are worthy of wider dis- 
semination. 

“As a natural sequence,” said Mr. 
Cornell, “to the use of steel, stone, 
brick, concrete, and similar endur- 
ing and fireproof building mate- 
rials, hand wood-working tools are 
not being used by workmen to the 
extent that they were formerly. In- 
stead, metal working tools and other 
implements designed for working 
with the particular materials enu- 
merated are being used in increas- 
ing numbers. Through slightly re- 
ducing our stock of some types of 
hand wood-working tools, we were 





able to augment our line of electric 
and non-wood-working tools, and 
with no larger investment secure a 
better turn-over. We also have 
found it advisable to devote our 
additional display space to the type 
of tools used in modern construc- 
tion.” 

For instance, in one specific line, 
namely, that of precision mechanics 
tools, the firm’s annual volume has 
risen from $3,400 a few years ago 
to a figure of $7,600 last year. There 
is more necessity that metal work 
be accurately measured than when 
wood was almost exclusively used 
in construction, and in this fact lies 
the answer. Mr. Cornell recounted 
some of his early experiences in the 
hardware business, recalling that it 
was then a common occurrence to 
sell on a busy Saturday night sev- 
eral large wood “framers,” a device 
no longer manufactured. Such sales, 
often augmented by the purchase of 
a complete outfit of carpenter’s tools, 
involved a substantial expenditure. 
The tools required today in the 
building trades entail just as great, 
or perhaps a larger, expenditure, but 
are of a different character, accord- 
ing to Mr. Cornell. 

More hack saws, punches, tin 
snips, drills, ball peen hammers, cold 
chisels, pliers, screw drivers, files 
and kindred metal-working tools are 
being sold today than in the history 
of the hardware business. The same 
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is true of plasterers’ and masons’ 
tools, bricklayers’ tools, electricians’ 
tools, plumbing tools, tin smiths’ 
tools and mechanics’, as well as au- 
tomobile tools, and many others. As 
more metal products are being made, 
more metal-working tools are re- 
quired for both manufacturing and 
erecting metal products. Electric 
tools of all descriptions have also 


The end view of a modern precision 

tool display case is shown below. Re- 

serve stocks are carried under the 

sloping background used to display 
the samples. 
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been generally accepted by many 
users, and their time and labor and 
money-saving features offer a strong 
selling point. In other words, the 
tool business has greater possibili- 
ties than it has ever had, providing 
the dealer will take advantage of 
the existing opportunity. Hardware 
dealers may not sell the same amount 
of the same tools as they sold in the 
old days, but they can sell a larger 
amount of certain tools than ever 
before. 

As an example, consider the 
volume of business that Ludlow & 
Squier transact in grinding wheels 
and sharpening stones. An exten- 
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Ludlow & Squier purchase $35,000 worth of abrasive stones to satisfy the 
demand created by window displays similar to the above and other sales aids 


sive stock of practically every known 
shape, size and grit is carried by 
the firm. The line is featured in 
window displays and through other 
mediums at every opportunity. By 
consistently going after the business 
awaiting an invitation to buy, the 
firm has steadily built up a demand 
which requires a wholesale expen- 
diture of $35,000 annually to sat- 
isfy. Edged tools must be sharp- 
ened. Metal must be 
formed and shaped or polished and 
dressed, and grinding wheels or 


products 





Several manufacturers of precision tools have designed special cases for the 
effective display of their products. One type of such display cases is shown 
below. 
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sharpening stones must perform the 
task. Without a doubt a= similar 
large demand exists in every local- 
ity, partially developed and await- 
ing development by the hardware 
dealer. 

Logically, as long as wood is used 
for any purpose wood-working tools 
will be required for adapting it to 
its ultimate purpose. Remember, too, 
that for many purposes no_ better 
material than wood has as yet been 
developed. These form the basic 
reasons why a healthy demand for 
wood-working tools exists at pres- 
ent, regardless of the popular use of 
other materials for some specific 
purposes. Many dealers are too 
quick to declare that “carpenter 
tools are on the wane,’ when the 
actual status @f the situation is that 
they are neglecting the line. 

Ludlow & Squier handle high- 
grade, well-known tools exclusively 
and have much inherent affection 
for a high-grade tool. They insist 
such tools should be protected in 
glass-enclosed panels and wall cases. 
The dampness characteristic at cer- 
tain seasons on the Atlantic Sea- 
board is another factor influencing 
the firm to favor enclosed tool dis- 
plays. Highly polished hammers and 
hatchets, if exposed to the salty, 
damp atmosphere, may show signs 
of rust in a short time. This is the 
only exception made to ultra-mod- 
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ern display methods in their tool de- 
partment, which is highly system- 
ized and efficiently arranged. 

Simplicity is the keynote of the 
entire system of stocking and dis- 
playing tools. Samples are mounted 
on the glass-enclosed panel doors, 
and each sample bears a tag show- 
ing the stock number, the price 
singly and per dozen, as well as a 
number and letter showing the lo- 
cation of the stock drawer contain- 
ing that tool. The stock drawers are 
of wood and are standardized ex- 
cept in the case of tools which have 
an unusual shape. These are car- 
ried in drawers which have been es- 
pecially constructed for the purpose. 
Die makers files, a large variety of 
needles and like articles are exam- 
ples of items, for which special 
drawers have been made. The draw- 
ers are numbered in numerical or- 
der, starting at the right-hand cor- 
ner of the lowest shelf. As six reg- 
ular-sized boxes are used on a shelf, 
the designation 9A would signify 
that the desired tool was on the 
second shelf from the bottom and 
was the third box from the right. 
The letter “A” signifies the com- 
partment in the drawer containing 
the item, and in this case would 
mean the first compartment in the 
drawer. 

This method facilitates quick and 
satisfactory service to the customer, 


NOTHER typical Lud- 
low & Squier tool 
window is depicted at the 
right. It is the contention 
of this firm that over- 
crowded tool displays lose 
much of their effectiveness, 
hence a few tools well dis- 
played is their rule. Price 
tags on every tool is an- 
other feature of every win- 
dow display as the pricing 
method is declared a sales 
expedient. 


and is of inestimable value to the 
new salesman. Certain lines, such 
as mechanics’ precision tools, are 
cross-indexed on a celluloid-covered 
price card, which always hangs in 
the rear of the panel display fea- 
turing that particular line. As it is 
generally customary for the patron 
to consult the manufacturers’ cata- 
log, the maker’s number is the most 
important point to the salesman. 
Then, by consulting the card,. he 
can at a glance learn the exact loca- 
tion and price of the tool desired. 
In addition to this method, a gen- 
eral system of cross-indexing the 
location of every item carried by the 
store is used. If the salesman is a 
beginner or if the item desired is 
one for which the calls are infre- 
quent, the system proves an inval- 
uable aid. Each panel section bears 
an identifying number, making it 
easy to accurately chart the exact 
location on cards displayed in an up- 
right steel filing device. 


General purpose tools, so finished 
as to be unaffected by rust, are 
shown on modern, open-top display 
tables. Some of the tools shown in 
this manner are “specials,” but none 
are of competitive quality. The bal- 
ance of the tool line shown by table 
display consists of regular items at 
regular prices, and these are changed 
at frequent intervals. Such tools as 





are in general use and therefore in 
popular demand are featured on the 
tables. 

Window displays provide the most 
effective medium for stimulating the 
tool demand, according to Ludlow 
& Squier. Too often, the firm con- 
tends, in window displays tools are 
arranged too closely together and 
thus lose much of the display effec- 
tiveness. The secret is in a happy 
medium which does not present a 
scattered appearance and at the same 
time is not too crowded. The win- 
dow shown in the accompanying il- 
lustration offers a good example of 
the type of tool window, which has 
been found most productive for this 
firm. 

Every tool in the window bears a 
neat price card. In the center a bar- 
rier was erected to divide the win- 
dow into two sections. A show card 
was affixed to each side of the bar- 
rier and arrows pointed to either 
side of the window. One card was 
lettered: ‘““This side of the red bar- 
rier tools for the regular mechanic.” 
The other card read: “This side of 
the red barrier tools for the home 
handy man.” This made it easy for 
the passer-by, whether he be home 
owner or mechanic, to see at a 
glance in what section of the win- 
dow he would find the tools of most 


interest to him. 
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Kelly-Capper Bill Expected to Pass During 


Present Session of Congress 


Washington Bureau of HARDWARE AGE) 


ROSPECTS are good for pas- 
sage of the resale price main- 
tenance bill at the present ses- 
sion of Congress, in the opinion of 
Representative M. Clyde Kelly of 
Pennsylvania who, with Senator Cap- 
per of Kansas, is author of the meas- 
ure. The fact that the bill has again 
been reported favorably by the House 
Committee on Interstate and Foreign 
Commerce, was considered by Mr. 
Kelly to be a big victory. He told 
Harpware AGE that he thinks the 
bill has majority support in the House 
and has a still greater standing in the 
Senate. For this reason it is his view 
the measure finally has a change of 
being enacted into law, after a fight 
for more than a decade. Neverthe- 
less there still is strong opposition to 
the measure and its opponents claim 
that the measure will be defeated. 
The bill has been placed on the 
House calendar and ordinarily would 
come up in the House for considera- 
tion on some Wednesday, calendar 
day. If this procedure is not fol- 
lowed efforts will be made to take it 
up under a special rule. Should it 
pass the House it is proposed to have 
it given early consideration there- 
after by the Senate. ‘ The Senate con- 
tinues to wrangle over the tariff, but 
the view is that the tariff bill will be 
passed by the Senate within two 
weeks or so, and that the way will 
then be made clear for other legisla- 
tion. 


Mr. KELLY thinks that the 
hearings on the resale price mainte- 
nance bill have broken down opposi- 
tion to a substantial degree. It is largely 
in the form in which it was when re- 
ported favorably at the previous ses- 
sion by a subcommittee of the House 
Committee on Interstate and Foreign 
Commerce. 

The report on the bill was prepared 
for the full committee by Representa- 
tive Merritt, Republican, of Connecti- 
cut. 

It is pointed out in the report that 
the bill would restore with proper 
safeguards the liberty of contract 
which has existed under common law 
from the earliest times until the en- 
actment of the Sherman anti-trust 


By L. W. MOFFETT 


law in 1890. It was declared that the 
measure permits a contract between 
vendors and vendee in special classes 
of commodities that the vendee will 
not resell the commodity specified in 
the contract except at a_ stipulated 
price. The commodities relate to 
those sold under a trade mark or 
brand or trade name of the producer. 

The report contends that the Dill 
guards the rights of retail dealers in 
the same town and also permits the 
vendee to sell at his own price to close 


out his stock when ceasing to deal in, 


the special commodity or in disposing 
of seasonal goods at the end of the 
season. The retailer, also, it was 
added, may sell freely when goods are 
damaged. The further point was 
made that the proposed legislation 
specially guards against agreements 
as to selling prices between producers 
or wholesalers or retailers. 

The complete report follows: 

“It is hoped that the effect of this 
bill, if enacted into law, will be to 
prevent to a great extent the unfair 
and destructive method of competition 
above mentioned; and at the same 
time, if it thus succeeds, it will not 
add to the cost of such goods to the 
consumer. 

“At the present time, when a manu- 
facturer knows that his goods may be 
subject to this cutthroat competition, 
he is obliged, in order to keep the 
trade of small dealers, to fix his range 
of prices so high that, if necessary, 
he can make a discount which will 
enable the small dealer to meet the 
cutthroat prices. 

“Tf, on the other hand, with the 
help of this legislation, he can con- 
trol his price range, he would be en- 
abled to and would, in the end, make 
his scale of prices lower, so that deal- 
ers of all magnitudes could make fair 
profits on their turnover, and yet the 
consumer could buy the goods at as 
low prices as at present. 

“One of the principles of modern 
trade which is now widely recognized, 
not only in the sale of articles like 
automobiles, but generally is that the 
foundation of any trade or manufac- 
ture is more secure where there are 
large sales at small profits than small- 
er sales at larger profits. This bill 
only applies in cases where the article 
being sold is in free and open com- 


petition, and it is perfectly clear that 
if the ultimate prices to censumers 
are unfair or are too high, competi- 
tion from other sources will soon 
bring them down to a 
basis. 

“And finally, and perhaps most im- 
portant for the public welfare, the ef- 
fect of this bill would be to put the 
small local dealers more nearly on a 
competitive basis with the great chain 
store and other combinations. It is 
generally and properly recognized that 
the gradual extinction of small, in- 
dependent dealers will be a loss to 
countless communities throughout the 
nation, and so to the nation itself. 


|, =e independent dealer 


who is identified with the community 
where his store exists, and who is 
active in its life as a citizen and tax- 
payer, is surely more advantageous 
to the community than a mere sell- 
ing agency of a _ foreign concern, 
which agency has no interest in the 
community except to make what profit 
it can from the community. 

“For the reasons set forth, there- 
fore, the committee believe that the 
legislation proposed in this bill will be 
to the public interest, and recommend 
its passage.” 

‘ 


reasonable 


Announcement has been made by 
the Federal Trade Commission that it 
has practically completed the work of 
gathering prices and costs on speci- 
fied commodities from chain and in- 
dependent merchants in Cincinnati in 
connection with its chain store inquiry 
and will soon begin similar work in 
other cities. The work in Washing- 
ton has also been completed. The 
work, as has been pointed out pre- 
viously, is part of the general plan 
for ascertaining from selected sources 
in different sections of the coun- 
try the comparative advantages and 
disadvantages of chain and indepen- 
dent dealers in the merchandising of 
specific commodities. The work also 
involves separate special studies of 
private brands and bulk commodities 
which must be tested or graded as to 
quality before comparisons can be 
made between chain and independent 
stores. 








HE faculty of the merchant to 

visualize profitable opportuni- 

ties when presented has _ be- 
come an increasingly important fac- 
tor in modern merchandising. Hard- 
ware dealers are often offered the 
first opportunity to capitalize on 
profitable trade expedients, but if 
the merchandise or selling plan is 
new or unusual in character, they do 
not always recognize its merit. An 
opportunity for new profits from a 
new plan and a new product will 
soon be available to hardware 
dealers. 

A nationally known lumber con- 
cern recently developed what it des- 
ignates as a “knocked-down”’ boat 
or a boat in a semi-finished form. 
The plan of the manufacturer to 
market this product through hard- 
ware channels presents the chance 
for several sources of profit to the 
dealer who sponsors the project. In 
addition to the revenue derived from 
the sale of the boat, the materials 
needed for the assembly and com- 
pletion of the craft offer even great- 
er opportunities for profit. 


4% HE sales plan involves an actual 
demonstration of the simple pro- 
cedure and manual operations en- 
tailed in finishing the boat. This 
plan is proposed because visualiza- 
tion is a comparatively simple sales 
expedient, always conducive to good 
results. Through visualization, aug- 
mented by the emotional factor, 
many sensational sales records have 


been established. An appeal com- 
bining visualization with emotional 
reaction is exceedingly difficult for 
the average person to resist. One 
of the surest methods of realizing 
that happy combination is an actual 
store demonstration involving the 
construction of something which, in 
itself, contains a powerful appeal to 
the natural curiosity and masculine 
instincts of the average male pros- 
pect. That “something” in this in- 
stance is a boat. 


i wepy red-blooded man who 
loves the water and the great out- 
doors also has an inherent though 
possibly dormant, desire to “build 
things.” His fingers are literally 
“itching” to work with tools, but 
perhaps he restrains that impulse be- 
cause he feels incapable of the task 
in mind. Perhaps he has the “urge” 
to build a boat in its entirety, but is 
reluctant to test his ability to such 
a complicated test. This is the rea- 
son the construction has been sim- 






Tools required in 
the construction of 
the boat are shown 

at the right. 
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Let 


SEMI- 
BUILT 
BOATS 


BUILD PROFITS 
FOR YOU. 


plified for him. The entire proced- 
ure has been made so easy that the 
job can be finished in a workman- 
like manner by a couple of mere 
boys. 

Take into consideration the fact 
that all of the lumber going into the 
boat is already cut, steam-bent and 
pre-fitted at the factory. Remem- 
ber that boys in their teens can easi- 
ly follow the plans and instructions 
necessary to complete the boat. 
Comparatively little sawing, planing 
or cutting is necessary, so scarcely 
any mess or dirt results. Also bear 
in mind that the entire demonstra- 
tion or exhibition can be accommo- 
dated in a floor space of approxi- 
mately 130 square feet. You then 
begin to realize the exploitation pos- 
sibilities of the scheme. Augment 
these facts with the knowledge that 
similar boats, built by young school- 
boys, have already shattered out- 
hoard speed records, and none but 
the most skeptical will contest the 
effectiveness of the plan as a busi- 

(Continued on page 202) 
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Metropolitan Hardware 
Ass’n Holds Banquet 


Nearly 800 men _ affiliated | 
with the hardware industry at- 
tended the twenty-second annual 
banquet the Metropolitan | 
Hardware Ass’n, held at the | 
Hotel Commodore, New York | 
City, on the evening of Jan. 30. | 


of 


The presiding officer and | 
toastmaster was Walter M. | 


3axter, president, Metropolitan 
Hardware Ass'n. He introduced 
the chaplain of the organization, 
Rev. M. Joseph Twomey, D.D., | 
who gave the invocation. | 

Dr. John L. Davis was intro- | 
duced after the dinner has been | 





MURRAY SARGENT 


completed. The subject was 

“The Dimensions of Life,” an | 

after-dinner speech for which} = = 

Doctor Davis is well known. Murray Sargent Elected 
His humorous remarks upon Sargent View dP evsidens 











politics, religion, the hardware : ei 7 
trade and the younger genera- | Sargent & Co., New Haven, 


tion were supplemented by a | Conn., at the regular meeting 
few serious thoughts upon life | 01 the Board of Directors held 
in general. This feature of the | on Friday, Jan. 24, elected Mur- 
evening was received with sus- | Tay Sargent vice-president. He | 
tained and hearty applause. is now vice-president and_ sec- 
Following the speech of Doc- | retary. ; 
tor Davis, the evening was given P.-E.» Barth 
over to several vaudeville head- | general sales manager and by | 





was appointed 


liners, who were received with | this promotion now succeeds 
enthusiasm Murray Sargent. 
A committee, presided over | The directors declared the | 
usual quarterly dividends, and | 


by H. A. Cornell, had charge of : ; 
this most successful evening, | feel very hopeful 
and their efforts were well re- | business for 1930. 
ceived by those present. ae | 
| 

| 


for a good | 


ee TELLS HARDWARE SQUARE 
FISH WILL REPRESENT | CLUB ABOUT WAR RELIEF 
STANDARD ELECTRIC About thirty members at- 
STOVE tended the Jan. 21st meeting 


The Standard Electric Stove | of the Hardware Square Club, 
Co., Toledo, Ohio, has appointed | New York City, with President 
Ralph Allen, Diamond Expan- 





Frank A. Fish to handle the 

Missouri, Kansas and Nebraska | sion Bolt Co., presiding. Speak- 
territory. He was formerly | ers were Harry B. Mook and 
connected with the Knowlson | Capt. Cheney L. Bertholf. Mr. 
Division of Detroit. At the | Mook told of Masonic work in 


same time several new distrib- | France during the war and 
utors were named by the com- | Capt. Bertholf, as president of 
pany. The new distributors | the National League of Masonic 
are: Coleman Electric Co., Al- | Clubs, told of the work being 
lentown, Pa.; Reliance Electric | done by that body. After the 
Co., Camden, N. J.; Stratton & | business session refreshments 
Terategge Co., Louisville, Ky.; | were served. 

Commercial Electric Co., To- Meetings are held the third | 
ledo, Ohio; Schmerheim Elec- | Tuesday of every month in 
tric Co. Saginaw, Mich., and | Rooms 1601 and 1602, Masonic 
Kelvinator-Bohman Co., Hag- | Temple, 24th St. and Sixth 
erstown, Md. Ave., New York City. 





| gon 
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| Washburn Acquires Wire Goods 


Department of Wickwire-Spencer 


On Feb. 1, the Washburn Co., 
Chicago, IIl., took over the wire 


| goods department of the Wick- 


| wire-Spencer Steel Co. The 
| Washburn Co. has been well 
known in the hardware and 


| housefurnishing trade for more 
| than fifty years as manufactur- 


| customers 


wire 
one 


who 
goods deal with 
equipped to give specialized at- 
tention, this transfer to the 


purchase 
some 


| Washburn Co. was made. 


ers of wire and stamped hard- | 


ware and kitchen ware. 

The reason for this transfer 
of business that the Wick- 
wire-Spencer Steel Co. came to 
the conclusion, after some years 
of experience, that the wire 
goods business is a very special- 
ized field, and did not fit in 
very well with its other major 
lines, which are largely raw ma- 
terials and the more important 
hardware products. In order to 
enable themselves to specialize 
more thoroughly in their own 
field, and in order to have their 


1S 


JONAS TO REPRESENT 
COLLINS IN THE SOUTH 
The Collins Co., Collinsville, 
Conn., has 
rangements with the F. 
Jonas Co., 320 E. 3rd St., Los 
Angeles, Cal., to have that com- 


pany represent it in the west- | 


The Washburn Co. is making 
no change in its policy or plans, 
but will absorb this business and 
handle it along with its other 
lines. With its factories located 
at Worcester, Mass., Chicago, 
I'l., and Rockford, I1., and with 


| the plant of the Michigan Wire 


Goods Company, its associated 
company, located at Niles, 
Mich., the Washburn Co. is in 
a particularly good position to 


serve the trade well. Further- 
| more, its associated company, 
the Andrews Wire Works of 
Canada, Ltd., located at Wat 
ford, Ontario, manufactures the 

necessary to take care of 


| line 


the Canadian business. 


recently made ar- | 
°W. | 


ern and southern States. Mon- | 
tana, Idaho, Wyoming, Utah, | 
Colorado, Nevada, Arizona, 


New Mexico, Washington, Ore- | 


and California are 


the | 


States to be covered by the F. | 


W. Jonas Co. 


ROBINSON IS SALES MGR. 
U. S. STAMPING CO. 


E. M. Robinson, formerly as- 
sistant to F. S. Earnshaw, sec 
retary-treasurer of the United 
States Stamping Co., Mounds- 
ville, W. Va., has been appoint- 
ed sales manager of the same 
company. 

On Jan. 8 and 10 the com- 
pany held a sales conference in 
Moundsville which was so suc- 
cessful that a similar meeting 


.of salesmen is expected to be- 


come an annual affair. 
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ROLLER-SMITH MAKES 
CHANGES IN SALES 
ORGANIZATION 
Roller-Smith Co., 233 Broad- 
way, New York, N. Y., 
made announcements concerning 
several changes in its sales or- 

ganization. 

M. W. Seymour is located at 
the New York office as a sales 
engineer. He was working in 
the company’s works for several 
months prior to his new assign- 


has 


ment. The company is now 
| represented in the States of 
| Georgia, Florida, \labama, 


North Carolina and South Car- 
olina by H. D. Stier. Mr. Sti- 
er’s headquarters are at 101 
Marietta St., Atlanta, Ga. 

The new Roller-Smith repre- 
sentative in Pittsburgh, Pa., is 


the H. N. Muller Co., First 
National Bank Bldg., Pitts- 
burgh, Pa. Territory covered 


by this office will include west- 
ern Pennsylvania, West Vir- 
ginia and the Youngstown dis- 
trict in Ohio. H. E. Ransford 
and F. E. Harper will be asso- 
ciated with Mr. Miller in this 
office. 
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YALE & TOWNE REPORTS 


EXECUTIVE 


CHANGES 


E. C. Waldvogel Retires from Active Participation 


E. C. Waldvogel, vice-presi- 
dent in charge of sales of the 
Yale & Towne Mfg. Co., of 
Stamford, Conn., manufactur- | 
ers of Yale locks and builders’ | 
hardware and Yale materials 
handling equipment, will retire | 
from active participation in the | 
company’s affairs on April 1. | 





E. C. WALDVOGEL 


Mr. Waldvogel has been con- 
nected with the Yale & Towne 
Mfg. Co. for twenty-five years. 
His devotion to his work, keen 
business judgment and intense 
loyalty won for him rapid ad- 
vancement, and several years 
ago he was elected to the re- 
sponsible office of vice-president 
in charge of sales. He will not 
sever his connections with the 
company, but will continue in 
an advisory capacity and will 
hold the office of vice-president 
and remain a director. Mr. 
Waldvogel desires to be relieved 
of the arduous duties of his 
present office so that he may | 
devote more of his time to per- 
sonal affairs, but the company 
will continue to have the bene- 
fit of his advice and experi- 
ence. 

Mr. Waldvogel is well and 
favorably known in the hard- 
ware industry. He prizes high- 
ly the numerous friendships es- 
tablished with the hardware 
trade in all sections. His legion 
of acquaintances will regret to 
learn that he is to take a less 
active part in the management, 
but they do, nevertheless, ap- 
preciate that his diligent and 
faithful service has earned for 
him a measure of leisure in the 
years to come. 

Walter B. Dodge, who has 
been assistant to the vice-presi- 
dent in charge of sales, has been 








appointed manager of all Stam- 
ford hardware sales. 
Mr. Dodge came to the Yale 





JAMES C. MORGAN 


& Towne Mfg. Co. as a young 
man twenty-four years ago. His 
duties have been diversified and 
numerous and his advancement 
in sales work has been accom- 
plished through close applica- 


aogier. 





WALTER B. DODGE 


tion to his work, and a thor- 
ough knowledge and under- 
standing of sales problems. He 
is one of the younger execu- 
tives who has made his mark 
and this deserved recognition 
will be welcome news to his 
numerous friends both within 
and without the industry. 
James C. Morgan takes com- 
plete charge of all materials 
handling equipment sales, in- 
cluding Yale chain blocks, elec- 
tric hoists and electric indus- 
trial trucks, as well as Stuebing 
hand lift trucks and skid plat- 








forms. 
Mr. Morgan came to the Yale 
& Towne Mfg. Co. from the C. 


W. Hunt Co. some ten years 
ago, and his progress has been 
consistently upward. Mr. Mor- 
gan enjoys a wide acquaintance 
with the trade, who will be in- 
terested to learn of his further 
advancement. 

G. E. JENNINGS PRESIDENT 
WRIGHT & WILHELMY CO. 


G. E. Jennings was elected 
president and treasurer of 
Wright & Wilhelmy Co., 
Omaha, Neb., at the annual 
meeting of the stockholders and 
directors held recently. He suc- 
ceeds the late F. B. Hochstetler, 
one of the founders of the busi- 
ness. At the same meeting W. 
E. Tyson was elected as vice- 
president of the company. 

Mr. Jennings has been asso- 
ciated with this company for 
the past 28 years. He started 
at the bottom of the ladder and 
worked his way through vari- 
ous departments. For many 
years he traveled for Wright 
& Wilhelmy, Co., and was very 
successful as a salesman. 

For 38 years Mr. Tyson has 
been associated with the con- 
cern. His first position with 
the company was shipping clerk. 





MASTER ELECTRIC COM- 
PANY SALES CONVENTION 

The Master Electric Co., 
Dayton, Ohio, held a banquet on 
the evening of Jan. 14 in the 
company’s dining room in honor 
of the company’s sales organ- 
ization. It was given in con- 
nection with the recent sales 
convention held by the com- 
pany. 

Entertainment was provided 
in the form of a minstrel show 
given by talent recruited from 
the organization. H. J. Free- 
man staged the entire show and 
the interlocutor was R. J. Ful- 
ton. 

EAGLE PICHER FORMS 
MINING AND SMELTING CO. 

Stockholders of the Eagle- 
Picher Lead Co., Chicago, III, 
held a special meeting on Jan. 
23. At the meeting the recom- 
mendation of the Board of Di- 
rectors that a company be cre- 
ated to operate as a subsidiary 
of the Eagle-Picher Lead Co., 
and to be known as the Eagle- 
Picher Mining & Smelting Co., 
was approved. 

The mining properties and 
leases of the Eagle-Picher Lead 
Co. in the Tri-State district and 
the lead smelter at Galena, 
Kan., will be included in the 
transfer. Gas and oil proper- 
ties and the zinc smelter at 
Henryetta, Okla., will also be 
transferred to the Eagle-Picher 
Mining & Smelting Co. 





LEE-KOUNTZE HDWE. CO. 
DISCONTINUES BUSINESS 


A recent announcement ad- 
vises that the Lee-Kountze 
Hardware Co., Omaha, Neb. 
will retire. This concern has 
been one of the large wholesale 
firms operating in the Middle 
West for more than fifty years. 
It has been decided, according 
to the report, to retire because 
the men having controlling in- 
terests in the company have 
other outside interests not re- 
lated to the hardware industry. 

The business was originally 
founded by H. J. Lee at Fre- 
mont. He moved to Omaha and 
affiliated with H. C. Clarke, a 
pioneer in the drug business. It 
has been operated under various 
names since its founding. 

Since 1924 the firm name Lee- 
Kountze Hardware Co. has been 
used. Since that time Arthur L. 
Timms has been vice-president 
and general manager of the 
firm and Harkness Kountze has 
been secretary of the organiza- 
tion. 


K. B. GUY TO REPRESENT 
STANLEY ELECTRIC TOOL 


Kenneth B. Guy, formerly 
sales manager of the William 
Schollhorn Co., New Haven, 
Conn., is now a member of the 
sales force of the Stanley Elec- 
tric Tool Co. New Britain, 
Conn. His territory will be in 
the New York Metropolitan dis- 
trict, with headquarters at the 
company’s offices, 100 Lafayette 
St., New York City. 


TAYLOR TO REPRESENT 
FLEXIBLE STEEL LACING 


The Flexible Steel Lacing 
Co., Chicago, IIl., has announced 
the appointment of A. T. H. 
Taylor as their Canadian sales 
representative. He is taking the 
place left vacant by the untime- 
ly death of E. A. Radin. Mr. 
Taylor was formerly branch 
manager at Timmins, Ontario, 
for the George Taylor Hard- 
ware, Ltd. 

Mr. Taylor will devote his 
entire time exclusively to the 
introduction and sale of ‘the 
company’s products in Canada. 
He has had wide experience in 
the hardware and mill supply 
line, which will enable him to 
carry on the sales promotion 
work necessary to keep the job- 
ber’s stocks turning. His home 
at 161 Glendale Ave., Toronto, 
Ontario, will be his headquar- 
ters, from which point he will 
cover his territory. 
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G. A. YANOCHOWSKI NEW 
KELLOGG HEAD 


The election of G. A. Yano- 
chowski as president of the 
Kellogg Switchboard & Supply 
Co. has recently been announced 
by the board of directors of that 
concern. He was elected to take 
the place of the late W. L. Ja- 
coby, who died recently. 

Mr. Yanochowski became 
connected with a telephone man- 
ufacturer after leaving college. 
Here he worked in the factory 
and later took a student’s course 
in the manufacturing plant. He 
then became a telephone switch- 
board installation man and later 
a maintenance engineer in the 
same company. His next posi- 
tion in that concern was in the 
patent department, where he fa- 
miliarized himself with the legal 
side of the telephone business. 

In 1915 he entered the legal 
department of the Kellogg 
Switchboard & Supply Co. At 
about the same time he began 
to study law, and was admitted 
to the Illinois State bar in 1919. 
For the past five years he has 
been in charge of the legal and 
patent department of the Kel- 
logg Co. During the last three 
years he had been assisting the 
president of the organization in 
administrative, production and 
engineering problems. 


R. PEARSALL ADDRESSES 
BOOSTERS ON LINCOLN 
The Hardware Boosters held 

their regular monthly meeting 


on Jan. 25 at the Hardware 
Club, 253 Broadway, New York 


City. 
Robert Pearsall, secretary, 
Brooklyn Hardware Associa- 


tion, the guest speaker of the 
meeting, gave an address on the 
“Life and Character of Abra- 
ham Lincoln. Mr. Pearsall 
sketched the boyhood of Lin- 
coln, which was spent in the 
mountainous district of the Cen- 
tral West. He told of numer- 
ous incidents in the life of Lin- 
coln, including the substance 
and activity of the famous Lin- 
coln-Douglas debates on State 
rights and slavery. His address 
was given great and sustained 
applause by the 41 Boosters and 
guests present at the meeting. 
Other guests at the speakers’ 
tables were: R. J. Atkinson, 
past president National Retail 
Hardware Ass’n, and Frank E. 
Cornell, secretary, Montauk 
Paint Mfg. Co.,Brooklyn, N. Y. 
The meeting was presided 
over by Chief Booster C. J. 
Heale. Under reports, Charles 
Pincus, chairman of the enter- 
tainment committee reported a 
very successful Christmas party 





held on Dec. 21. He advised the 
members that the Booster’s 
Night Out would be held on the 
evening of Feb. 27. 





SLAYMAKER ACQUIRES IN- 
TERESTS OF FRAIM AND 
HANTON 


The interests of Walter E. 
Fraim and Henry H. Hanton 
in the Fraim-Slaymaker Hard- 
ware Co., Inc., Lancaster, Pa., 
manufacturers of locks, have 





S. C. SLAYMAKER 


been bought by S. R. Slaymak- 
er. They have retired because 
of impairment of health, from 
all connections with the manu- 
facture and sale of locks and 
similar lines. 

At the annual meeting of Jan. 
14, S. R. Slaymaker, who 
founded the business in 1888, 
was elected as chairman of the 
board of directors. S. C. Slay- 
maker, who has been associat- 
ed with the concern since 1918 
and is a son of the founder, 
was elected as president and 
general manager. The new vice- 
president and sales manager is 
W. Heyward Smith, who has 





. | 
been assistant sales manager for 


the past twelve years. John M. 
Kendig, formerly secretary, is 
now secretary and_ treasurer, 
and George M. Miller, superin- 
tendent of the factory for 30 
years, is vice-president and fac- 
tory manager. 

With the retirement of Mr. 
Fraim, it is planned by the new 
management to use the origi- 
nal name of the company, The 
Slaymaker Lock Co., as soon as 
the change can be made. 


J. B. PARSONS ASSOCIATES 
AT 11 W. 42nd ST., N. Y. 


Jordan B. Parsons Associates, 
Inc., a world-wide selling ser- 
vice, are now located at 11 W. 
42nd St., New York City. They 
were formerly located at 233 
Broadway, New York City. 





E.W. SMITH BECOMES SALES MGR. 
OF PITTSBURGH STEEL CO. 


Succeeds George 


Edward W. Smith has been 
appointed general manager of 
sales of Pittsburgh Steel Co., 
Pittsburgh, Pa., effective Feb. 
1, 1930, succeeding George W. 
Jones, who has retired on ac- 
count of ill health. 

Mr. Smith began his busi- 
ness career with Pittsburgh 
Steel Co. twenty-six years ago, 
and in the period since that time 
has served in different capaci- 
ties chiefly in connection with 


W. Jones, Retired 


sales activities, marked by re- | 


peated promotions to more re- 
sponsible positions. 

For many years Mr. Smith 
has interested himself particu- 
larly in the economic aspects of 
business and has made intensive 
study of manufacturing, distri- 
bution and sales of steel prod- 
ucts. He is widely known 
among the trade, and is identi- 








E. W. SMITH 


fied with the work of various 
associations for the advancg- 
ment of the industry. 





BALTIMORE RETAIL 
HARDWARE BANQUET 
The Tenth Anniversary Ban- 

quet of the Baltimore Retail 

Hardware Ass’n was held at the 

Southern Hotel, Baltimore, Md., 

on Jan. 28. 

Fayette R. Plumb, president 


of Fayette R, Plumb, Inc., 
Philadelphia, Pa., was the 
speaker of the evening. Some 


of the guests of honor were: 
Hon. William F. Broening, 
Mayor of Baltimore; Frank A. 
Hegner, president, P. A. S. H. 
A.; W. G. Pearce, assistant sec- 
Po ASS lio ee. ae 
J. Ciautice, executive 
3altimore Assoc. of 


retary, 
George 
secretary, 
Commerce. 

Ernest Johannesen, president 
of the Baltimore Retail Hard- 
ware Ass’n, was the toastmas- 
ter. He was given a surprise in 
the form of a traveling bag, 
presented to him in apprecia- 
tion of his services as president 
of the organization for the past 
ten years. 

After the banquet the eve- 
ning’s entertainment was of- 
fered. It consisted of musical 
numbers and several hours of 
dancing. 





MILLER JOINS REMING- 
TON CUTLERY WORKS 
R. E. Miller has joined the 

Remington cutlery sales organ- 

ization as a special representa- 

tive. He will be located on the 

Pacific Coast. 





R. E. MILLER 


Mr. Miller’s extensive experi- 
ence in the cutlery field will 
serve him well in building up 
and increasing cutlery sales on 
the Coast for his company. Re- 
cently he spent some time at the 
Remington Cutlery Works at 
Bridgeport, Conn. 
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BLUMBERG HOLDS WEL- 
COME DAY PARTY 


Responding to invitations is; 
sued by Wm. L. Blumberg Co., 
Inc., wholesale hardware, 31 
Warren St., New York City, 
nearly 1500 hardware dealers 
and their salesmen attended 





WM. L. BLUMBERG 


Blumberg’s Big Party. The 
event, which was designated as 
Blumberg’s Welcome Day, was 
held on Sunday, Jan. 26. Invi- 
tations to the party stressed the 
fact that Sunday was the day 
chosen “because most of 
friends cannot come to see us 


our | 


during the business hours of 
other days.” 

Music and refreshments were 
provided for the visitors, and 
every guest was presented with 
a souvenir. Brooklyn dealers 
had the opportunity to mingle 
and interchange ideas with mer- 
chants from Westchester; New 
Jersey dealers rubbed elbows 
with Long Island dealers and 
3ronx and Lower Manhattan 
hardware merchants became bet- 
ter acquainted. 

William L. Blumberg, presi- 
dent of the firm, was a gracious 
host, and when greeting each 
guest made it a point to em- 
phasize the fact that hardware 
merchants had absolutely no 
well-founded reason for being 
pessimistic over present condi- 
tions or over the prospects for 


the future. “When January 
comes,” Mr. Blumberg _ said, 
“most dealers declare that 
‘business is the worst yet.’ 
Whereas, if they will only take 
the trouble to compare their 


sales for that month with those 
of previous months they will 
see that there is very little 
fluctuation.” 

The party was declared such 
a huge success that the firm has 
planned to make it an annual 
| feature in the future. 








TAYLOR DIRECTS CAM- 
PAIGN OF WESTINGHOUSE 
REFRIGERATOR 
The Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa., 
has placed the design, manufac- 
ture, marketing and servicing 
of its new refrigerator under 
the direction of Carl D. Tay- 
lor, formerly manager of the 
industrial section of the com- 
pany’s central sales district, 
who will act as general mana- 
ger of the new department. M. 
C. Terry, who has directed the 
development work on the new 
refrigerator for the past twelve 
vears, will act as manager of 
the engineering department, Mr. 
Terry was formerly assistant 
chief research engineer of the 
South Philadelphia steam appa- 
ratus works. J. F. O’Donnell, 
formerly syndicate representa- 
tive in the domestic appliance 
department at the company’s 
New York office, will act as 
sales supervisor, and Ralph 
Gates, who has been editor of 
the Westinghouse Magazine, 
will serve as manager of the 
sales promotion department. 
John W. Haley, recently in the 
headquarters sales department at 
East Pittsburgh, will be special 
representative in charge of 
warehousing, and L. K. Bax- 


“iter, who has had extensive ex- 


perience in other companies, will 


be manager of the service and 
installation department. 





HOPER CO. REPRESENTS 
FORSBERG MFG. CO. 


The Carl H. Hoper Co., 228 
South La Salle Street, Chicago, 
Ill., has been appointed mid- 
west distributors for the Fors- 
berg Mfg. Co., Bridgeport, 
| 'Conn., manufacturers of Fors- 
berg Quality hack saws, coping 








The territory to be covered by 
the Hoper organization in- 





Kansas, Missouri, Wisconsin 


and Kentucky. 

With representatives perma- 
nently located in Chicago, Mil- 
waukee, Minneapolis and To- 
ledo much greater distribution 
of Forsberg products is as- 
sured, together with more fre- 
quent personal contacts with 
the hardware trade. 

The Carl H. Hoper Co. also 
represent The Bridgeport 
Hardware & Mfg. Co., Bridge- 
port, Conn., manufacturers of 
tools and other hardware prod- 
ucts. Combining the sales out- 
let of these two tool manufac- 
turers in these States is ex- 
pected to prove very advan- 
tageous to the many distribu- 
tors in the mid-west territory. 





saws and Whale Brand blades. 


George N. Clemson, a pio- 
neer in the metal cutting indus- 
try, died on Jan. 30 at the age 
of 75, following a_ prolonged 
illness of several months. He 
was president of Clemson Bros., 
Inc., Middletown, N. Y., man- 








GEORGE N. CLEMSON 


| 
ufacturers of hack saw blades, 
which company he founded for- 
ty-six years ago; and president 
also of the Victor Saw Works, 
formerly of Springfield, Mass., 
which he purchased in 1920; 
president of the Napier Saw 
Works and of the Clemson 
Saw Co. It is interesting to 
know that his father had been 
a successful manufacturer of 
handsaws. 

Like his father before him, 
George N. Clemson possessed 
| great inventive genius. At the 
}age of fourteen he left school 





to work in his father’s saw fac- 
tory. He began making bracket 


present models of this well- 


known product, the early mode! 
was somewhat crude, yet it 
found a very ready market ne- 
cessitating almost at its incep- 
tion larger production quarters. 

In 1886 Mr. Clemson succeed- 
ed to the business founded by 
his father, at which time the 
hack saw business was on a 
firm and paying basis. The 
product was being marketed un- 
der the name of Clemson 
Brothers, as his brother, Rich- 
ard, was associated with him in 
the early days. 

In the Clemson factory today 
are many machines and _proc- 
esses invented by the late Mr. 





Clemson. Many were never pat- 


GEORGE N. CLEMSON DIES 


Pioneer in Hack Saw Industry Passes Away January 30, 
Following Prolonged Illness 


ented, and are even to this day 
known only to a few executives 
in the organization. 

On his seventy-fifth birthday, 
June 1 last, Mr. Clemson was 
tendered a beautiful parchment 
testimonial by the Hack Saw 
Manufacturers Association of 
America in recognition for his 
many contributions to the bet- 
terment of the hack saw indus- 
try. Of this generous industry- 
wide tribute the late manufac- 
turer was justly proud. 

Mr. Clemson is survived by 
his widow, a son, Richard D., 
two daughters, Mrs. William E. 
Cross and Mrs. Walter R. 
Batcheller, a sister, Mrs. Wal- 
do Hallett, and three grandchil- 
dren, Elizabeth and George E. 
Cross and Virginia Clemson. 
His son, Richard E. Clemson, 
and his son-in-law, William E. 
Cross, have been associated in 
the business for more than 
twenty years. 


SYLVANIA EXECUTIVES 
SURVEY TUBE MARKET 


Convinced that marketing 
problems of today call for ex- 
| tensive and far-reaching mer- 
| chandising plans, Fred Strayer, 
| sales manager for the Sylvania 
| Products Co., makers of Syl- 
| vents Radio Tubes, is conduct- 

ing a personal survey of the 
| radio-tube field in particular 
| and of business conditions gen- 
|erally in an itinerary extending 
as far West as St. Louis and 
| Chicago, 

Mr. Strayer is accompanied 
on this “business voyage” by R. 








cludes Illinois, Michigan, Towa, “y na a re at . reat) A Picard, president of the firm 
Ohio, Minnesota, Nebraska, }0! We Tammy ‘rome, Tt Wa | of Picard-Sohn, Inc, and sales- 


| North Dakota, South Dakota | here that the Star Hack Sav | 
‘was born. Compared to the 


promotion adviser to the Syl- 
vania Products Company; A. 
Hopkin, Jr., distributors in 
Pennsylvania for Sylvania 
tubes. 


FRED. HEPP’S STORE 
DAMAGED BY FIRE 


The hardware and housefur- 
nishings store owned and op- 
erated by Frederick Hepp, 1400 
Third Ave, New York City, 
was damaged by fire on Jan. 
11. The blaze was attributed to 
a defective chimney, and start- 
ed in the living quarters occu- 
pied by Mr. Hepp at 1402 Third 
Ave. and spread to the adjoin- 
ing building, which housed the 





store. 

















Editor’s Note: 


_ We submit the following table of values of manufactured hardware and affiliated 
lines, compiled by Oliver Brothers, Inc., New York and Pittsburgh, for their clients and 
reproduced by us because of the valuable data given and which we know will be wel- 
comed by our readers. 


This table of values applying to manufactured hardware will, we are sure, prove 
to be a valuable supplement to the table of values of iron, steel, wire and metal mate- 
rials published in our issue of Oct. 31, 1929, and which latter table can be obtained 
from ig Brothers, Inc., 71-73 Murray Street, New York, N. Y.—Editor Hard- 
ware Age. 


Comments: The prices shown in this table of manufactured hardware and affili- 
ated lines represent the price fluctuations over the period indicated, and we believe 
will be interesting to hardware merchants. Some manufacturers of special brands may 
have obtained prices different from those indicated. 


soli 


Hy 





239 West 39th Street, New York City 


TABLE of VALUES of MANUFACTURED H&S 
March 1912 to December 1929 





Compiled by 
OLIVER BROTHERS, INC., New York, N. Y., and Pittsburgh 


































































































































































































Item Mer. Dec. Mar. Dec. July Nov. Jan. Sept. Aug. Mar. Sept. Dec. Dec. 
No. MATERIAL Unit 1912 1913 1915 1916 1917 1918 1920 1920 1921 1922 1922 1923 1924 
1 Steel railroad spikes, 3% x 514. ........ 0.0. c cece ccc ccecceeceuces 100 Lb. 1.35 1.50 1.35 3.40 5.00 3.90 3.60 5.00 3.00 2.10 2.80 3:15 2.80 
2 even Monte, Mailer Mit) $7 SIG... co. oc cacseesccesveececos perc fe. 3. alee te eg 1.90 2.15 1.70 4.75 7.00 4.90 5.50 7.50 4.15 3.00 4.05 4.00 3.75 
I, oie eines cvbdvnsesvesdesedsecescdennsucs 100 Lb. 1.80 1.90 1.65 4.00 6.50 7.50 6.25 7.25 5.25 4.50 4.75 5.75 5.25 
4 Striking hammers, Oregon pattern, 6 Ib...............0.0e0e000e la ce ce | + 4.74 3.54 7.50 10.80 10.80 9.23 10.80 7.88 6.41 7.29 8.75 8.10 
NOM so cae sccbcadsaceececindcccdsvnsascent Doz. 2.43 2.43 1.87 4.86 7.29 9.00 7.69 8.55 6.08 4.86 5.40 6.20 5.71 
ee 100 Pcs. 1.35 1.51 1.32 4.26 4.97 3.83 4.05 5.33 2.13 1.68 2.81 2.43 3.04 
7 |Hot pressed nuts, square, blank, 14 in.................00se0e0e0- Te. eee ieie | «wae 2.60 2.20 6.30 6.50 6.50 6.50 8.50 3.77 3.25 5.10 5.20 4.95 
8 Iron turnbuckles, 1 in. with stub ends....................000000- 100 Pcs. 28.59 27.80 26.34 45.58 57.20 57.20 61.60 70.40 50.16 39.60 48.40 39.80 41.80 
eg a ae ee 1000 Pcs. 0.42 0.44 0.41 0.78 0.96 1.02 0.78 1.16 0.70 0.52 0.65 1.05 0.68 
10 Small black rivets, 14x 114, in kegs................00. cee eeeee 100 Lb. 231 2.56 2.40 7.92 8.21 7.20 7.20 8.80 4.79 3.70 5.44 5.10 4.36 
11 |Upholstered cut tacks, No. 4, blued, in bulk*.................... . 100 Lb. 4.22 5.20 4.96 11.60 16.25 15.10 17.15 18.15 13.00 11:75 12.75 12.40 14.30 
12 |Wood screws, flat head, iron (new list prices Jan. 3, 1928)......... Per Cent Off List 0.9297 0.926 0.9198 0.82 0.784 0.784 0.82 0.784 0.8502 0.8847 0.8577 0.8335 0.835 
13 Shovels, plain back, No. 2, 4th grade..............00.0.cceeeeues Doz. 3.83 4.31 3.90 6.05 8.50 11.51 10.90 12.90 10.90 9.90 7.41 9.16 9.16 
14 = |Ball tip, loose pin, steel butts, 344 x 314.........0.0..0 000. cc eee Doz. Pr. 0.55 0.64 0.61 py 1.75 1.75 2.20 2.20 1.70 1:55 1.55 1.90 1.70 
15 |Wrought brass butts, 2 in. narrow...............000..c cece eeees Gross Pr. 3.38 3.38 3.80 TAT 7.17 7.81 7.02 7.02 6.33 5.49 6.33 7.20 7.20 
16 =|Stillson pattern wrenches, 10 in................... 0c cee eeeeee Doz. 4.87 4.87 4.75 7.70 9.00 10.00 10.00 11.81 9.87 8.78 8.78 9.00 7.50 
17 Monkey wrenches, knife TRO ME costes i oiGeke ee Doz. 4.33 4.32 4.32 7.77 10.49 11.66 11.88 13.20 10.69 743 712 9.62 9.62 
18 Sy Log en er Doz. 1.13 1.13 1.13 1.89 2.09 2.73 2.39 2.66 2.27 1.70 1.89 1.75 1.89 
19 |Carbon twist drills, 14 in., round straight shank, Jobbers Lengths. . Doz. 0.85 0.85 0.79 1.14 1.42 1.46 1.39 1.39 1.30 1.08 0.73 0.97 1.11 
20 |Chisels, plain handle and edge, 1 in. socket firmer................ Doz. 1.97 1.97 3.71 4.01 4.70 5.35 5.35 5.49 5.49 5.49 5.35 AEE 
21 “guodenng Guppers, 3b: base... . oo... ocd ee cose etacwceaces Lb. 0.18144 0.20% 0.19 0.41 0.42 0.48 0.29 0.2914 0.19 0.1814 0.1914 0.19 0.2134 
22 Post-hole diggers, Eureka pattern...................ccccceeeeees Doz. 4.75 6.00 5.00 6.00 9.00 12.50 13.00 17.00 12.50 10.00 10.00 11.50 11.50 
23 ON ey LS a ee Doz. 24.00 24.00 25.00 27.50 27.50 36.00 34.80 48.00 48.00 48.00 48.00 48.00 48.00 
24 Wire rope, cruc. cast steel, 6 strand, 19 wire, 54 in. diameter....... 100 Ft. 5.32 4.79 4.41 9.98 11.90 11.55 9.28 9.28 7.81 7.81 7.81 8.62 8.62 
25 + |Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven... Roll of 600 Sq. Ft. 1.97 1.97 1.69 3.47 3.47 4.13 4.13 4.13 4.13 3.51 3.51 3.76 3.53 
26 Wire screen cloth, 12 mesh, black, less than carload............... 100 Sq. Ft. 1.10 1.10 0.90 1.60 1375 1.95 2.05 2.05 2.05 1.80 1.80 1.95 1.80 
27 Galvanized water pails, 10 qt., light pattern, less than carload...... Gross 18.14 28.74 33.60 45.97 40.32 50.40 24.19 22.98 22.98 24.19 25.53 
28 Enameled cast iron sinks, flat rim, 18 x 30...................000. Each 1.80 1.80 1.80 2:57 3.35 4.45 4.55 5.00 4.10 3.85 3.85 4.05 4.05 
29 Finished brass compression bibbs, standard pattern, for I. P. 5 in... Doz. 3.58 3.67 3.59 6.30 7.18 8.60 9.58 10.77 6.80 5.67 6.30 6.80 5.98 
30 ~=|Axes, unhandled, first quality standard grade, single bit, base...... Doz. 4.50 SiS 3.50 8.50 11.50 13.50 14.50 16.00 12.00 12.00 11.00 10.75 12.00 
31 Pann tn wasn basins, 13 in. Stampeds.......... 62... ..ss026.c08 Gross 6.03 10.44 10.44 10.44 17.16 17.16 14.60 13.90 13.90 13.90 13:23 
S32 etomcutar senting tratenees, 30) fl. x08... cic c:. 55 is os ois ss wee sews Each 6.00 7.00 7.50 8.00 9.00 9.00 7.50 7.50 7.50 7.691% 7.6914 
33 |Lawn mowers, 14 in., ball-bearing, medium grade................. Each 2.90 3.60 3.60 5.00 5.50 7.50 6.40 6.40 6.40 7.00 6.40 
































*Prices previous to June, 1926, were on American Cut Tacks now discontinued by most manufacturers. 
tJune, 1926, and later prices on 13 in.: previous prices on 12% in. 



















RED HARDWARE 
br 1929 


d Pittsburgh, Penn., U. S. A. 


Compiler’s Note: 


We have reduced lists and discounts to unit prices or unit quantity prices as the 
case may be, and in doing this we have taken into consideration the fact that the list 
prices on some items have been changed from time to time and the net prices shown 
are based upon the lists and discounts in effect on the dates given. The figures oppo- 
site the subject Wood Screws represent the discounts reduced to a unit percentage. 
The prices shown represent what would be recognized as a reasonable wholesale price 
allowed by the manufacturer to the wholesale merchant (the jobber). 


The lowest average prices will be found in column under “March, 1915,” although 
lower prices on some commodities are to be found in other columns. 


The highest prices are to be found distributed between “July, 1917, and Septem- 
ber, 1920.” Many of the highest prices were put into effect after the war had ended, 
during 1918, 1919 and 1920. 


We believe a study of the prices shown in this table of manufactured hardware, 
in conjunction with our TABLE OF MARKET VALUES of iron, steel, wire and metal mate- 
rials, would be time well spent to those who are familiar with the materials entering 
into the manufacture of the finished product. 

OLIVER BROTHERS, Inc. 


New York-Pittsburgh. 























































































































































































































ic. Dec. Dec. June Dec. June Dec. July Dec. July Dec. Item 

23 1924 1925 1926 1926 1927 1927 1928 1928 1929 1929 MATERIAL No. 
15 2.80 2.80 2.80 2.90 2.90 2.80 2.80 2.80 | 2.80 | 2.80 a BStCeN SANSOM BECO sy OG. 5 5c 5 o-5 = 5 21s )oxe wo 015s jee sa diene Sioisie she 1 
D0 3.75 4.00 4.25 4.25 3.81 3.81 4.61 4.61 | 4a - 4.61 os Prack balte, Square nut, 54 S54... 2.2 ssic kde cw ewes sees as ecaeee 2 
5 5.25 5.75 5.75 5.25 4.99 4.99 5.25 5.25 5.25 | 5.25 7 RSEOM MEN TO CONT USS 6 cleiscps gc nico ssisuiesle kiclasin@ as aone never | 3 
5 8.10 8.75 8.75 8.10 7.70 7.70 0.70 0.70 0.70 0.70 “| Striking Hammers, Oregon pattern 6 Ib... .......... 0. e cece eeeee | 4 
20 5.71 6.10 6.10 6.00 5.70 5.70 5.70 5.70 5.70 5.70 7 REMI OM EN CMEHONEONT 1D oi5. a5 5 5. oi5:6 1c. cinseis cicleie eis bisiace 4 opaine stolons 5 
43 3.04 3.04 3.04 3.04 3:33 3.33 Se 3.33 3.33 g 3.33 ’ BUMS ESGIU 7G ORs oo sse 1a: 010 00.00.0969 0 058 ee nldiiadaitnleln 0/0: 470: bo. sheets 6 
20 4.95 4.95 4.95 4.95 0.375 0.375 5.55 5.00 y 5.55 's 5.55. i: Hot pressed nuts, square, blank, 14 in... ........... cece cee eee 7 
80 41.80 49.50 52:25 55.00 55.00 55.00 55.00 55.00 55.00 Bi 55.00 Iron turnbuckles, 1 in. with stub ends... .............-sccccceees 8 
05 0.68 0.75 0.75 0.75 0.75 0.75 0.78 0.78 TS ee err" Tree 9 
0 4.36 4.10 4.32 4.10 4.32 4.32 4.32 4.32 4.32 | 4.32 ; Sine mcs TIVEURs 04K 194, I RETES 5 556s ies cea cise weenie ss 10 
40 14.30 14.55 11.58 11.255 9.05 11.88 11.33 11.33 10.43 9.91. q Upholsterers cut tacks, No. 4, blued, in [2 <a ee ae ee a ee Paes Rar 11 
8335 0.835 0.87 0.8819 0.8819 0.8754 0.919 0.675 0.645625 0.6288 : 0.6288 ; Wood screws, flat head, iron (new list prices Jan. 3, 1928).......... 12 
16 9.16 8.47 8.47 8.47 8.47 8.28 8.28 8.28 | 8.28 | 6.62 (Shovels, plain back, No. 2, 4th grade....................0cc0e0 13 
90 1.70 1.44 1.44 1.44 1.44 1.55 1.57 1.57 1.64 iz 1.64 “4 Ball tip, loose pin, steel butts, 334 x 3}4............0-scereeeeees 14 
20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 - 7.20 7 Wrought brass butts; 2 in. narrow... 2. 6. sce ee eee eeeee ss 15 
00 7.50 7.50 7.50 7.50 6.75 6.00 4.86 4.86 S13 * 5.13 ‘ Stillson pattern wrenches, 10 in... ....... 2... cece s cesses eesees 16 
62 9.62 9.62 9.62 9.62 9.08 9.08 9.62 9.62 9.62 9.14 i Monkey wrenches, knife handle, 10 in.................00- ee eee 17 
5 1.89 1.89 1.89 1.89 1.89 1.89 1.89 1.89 B 1.89 . 1 .89 } OMe, NO ile CUM OURO 5565.25 ck Seieasie eo vieleine'e vein segicinnnes « 18 
97 1.11 1.11 1.11 1.11 1.11 1:13 1.11 1.11 ] 1.11 “2 1,11 7 Carbon twist drills, 4 in., round straight shank, Jobbers Lengths. . 19 
85 5:35 5.34 5.34 5.34 5.35 5.35 5.35 5.35 ‘ 5.35 iy 5.35 Chisels, plain handle and edge, 1 in. socket firmer...............- 20 
9 0.21% | 0.21 0.21 0.2034 | 0.20 0.21% | 0.2134 | 0.2334 Pe" Ey Somer yr ee 21 
50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 7: 11.50 ; Post-hole diggers, Eureka pattern............-....:eeeeeeeeeeees 22 
00 48.00 48.00 48.00 48.00 48.00 48.00 48.00 48.00 48.00 } 48.00 ¥ ee ERMINE PINE S656 5.6.5. 00.416, vie sass 00,4 Kas 0 6 50s Rules eie Wine Sew ee 23 
62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 & 8.62 “a 8.62 Wire rope, cruc. cast steel, 6 strand, 19 wire, 54 in. diameter....... 24 
76 3.53 3.33 3.42 3.08 3.42 3:13 3.13 3.13 343 i 3.01 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven... 25 
D5 1.80 1.70 1.65 1.50 1.50 1.65 1.65 271 | 4 62° ia 1.42 Wire screen cloth, 12 mesh, black, less than carload .............. 26 
19 25.53 26.88 24.84 24.84 26.88 26.88 23.04 23.04 24.12 24.12 a Galvanized water pails, 10 qt., light pattern, less than carload...... 27 
DS 4.05 4.05 4.05 4.05 4.05 4.05 4.05 4.05 4.15 4.15 Enameled cast iron sinks, flat rim, 18 x 30..............-+e-eeee 28 
B0 5.98 5.98 6.30 6.30 5.99 5.70 5.70 5.99 5.10 | 5.35 [Finished brass compression bibbs, standard pattern, for I. P.9¢in..| 29 
5 12.00 10.50 12.00 12.00 13.00 13.00 13.00 13.00 13.00 13.00 Axes, unhandled, first quality standard grade, single bit, base...... | 30 
90 13.21 13.21 12.20 12.20 13.00 13.00 12.20 12.20 5 9.72 9.72 Plain tin wash basins, 13 in., stampedt..............+0eeeeeeeees | 31 
694 7.694 7.6914 7.6944 7.694 7.6914 7.6914 7.6914 7.695 | 7.69! a 7.69) 6. Circular spring balances, 30 Ib. x 0Z........02 eee eee eee ee eres | 32 

Lawn mowers. 14 in.. ball-bearing, medium grade ................ | 
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HARDWARE AGE for FEBRUARY 6, 
BUILDING N. EASTERN N. ATLANTIC S EASTERN S WESTERN MIDDLE WESTERN 
TYPES STATES STATES STATES STATES STATES STATES U.S.A 
Automotive $23,361,800 $47,580,500 $6,519,000 $18,978,900 $56,575,900 $16,859,200 — $169,875,300 
Banks 37,806,100 31,602,800 2,029,500 10,688,700 48,515,300 7,281,600 137,924,000 
Apartments 27,765,200 325,954,100 9,114,300 26,026,800 95,407,000 68,355,200 $52,622,600 
Apartment Hotels 2,980,700 65,050,600 8,466,500 24,571,300 73,156,300 36,367,000 210,592,400 
Clubs, Fraternal, ete. 5,797,400 44,653,100 2,242,700 17,978,500 75,891,000 15,243,800 161,806,500 
Community yesr’ias 6,437,000 26,486,000 861,000 5,605 ,800 26,670,500 26,752,500 92,815,800 
Churches 12,685,400 44,665,400 30,262,100 34,784,400 70,876,700 23,993,200 217,267,200 
Dwellings sess" 24,751,700 33,968,500 10,245,900 ‘11,676,800 41,323,900 15,846,500 137,813,300 
Dwellings sities 11,877,700 44,362,000 8,269,700 9,983,500 45,628,900 15,571,800 135,693,600 
Dwellings  s5s%eer 13,300,400 39,524,000 6,642,000 6,810,100 34,739,300 11,041,300 112,057,100 
Hotels 13,919,500 78,941,400 31,910,300 76,711,000 87,649,800 104,468,000 393,600,000 
Hospitals 33,488,800 161,523,600 11,500,500 46,649 800 94,025,300 24,190,000 371,378,000 
Industria! 14,358,200 58,634,100 23,985,000 21,381,500 141,050,500 29,725,000 289,144,300 
Office Buildings 56,662,000 250,788,800 1,107,000 41,922,500 255,930. 200 72,426,500 678,837,000 
Public Buildings 14,296,700 88,182,800 7,293,900 18,876,400 146,052,500 44,062,700 318,775,000 
Schools 47,855,200 188,395,000 30,053,000 77,174,300 223,003,100 74,374,000 640,854,609 
Stores 15,485,700 74,136,200 8,790,400 10,282,800 43,726,500 14,509,900 166,931,500 
Theatres (Al Types) 11,808,000 21,250,300 10,036,800 15,260,200 30,167,800 9,056,900 97,580,000 
Welfare ¥.m.c.a. ete. 29,151,000 59,749,300 5,817,900 8,581,300 34,517,900 5,510,400 143,327,800 
Tota, VaLuE oF 
New Buipincs — $403,788,500 $1,685,448,500 $215,147,500 $483,947,600 $1,624,928,400 $615,635,500 $5,028,896,000 
New Construction Under Architect's Supervision..............0.c0cecceceeccececsecceccucescceacesees -$5,028,896,000 
Buildings of All Types—Excluding Public Works and Utilities—Not Designed by Architects... -_1,972,000,000 
(Estimated from Averages of Previous Years) 
TOTAL ESTIMATED CONSTRUCTION FOR 1930. 02. 6.066 cecce ceccecceccececeee ...$7,000,896, 000 
(Exclusive of Public Works and Utilities) 
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Detailed Forecast of New Building Construction for 1930 


1930 Building Forecast 
Presages Expenditure o 
Seven Billion 


PTIMISTIC forecasts of ac- 
tivity in the building field, 
which have been made _ for 


and by President Hoover, are entirely 
supported by the 1930 building fore- 
cast just issued by the Architectural 
Forum. In building activity alone it 
is apparent that an expenditure of 
at least seven billion dollars will be 


reached, and with the addition of 
engineering projects and _ public 
works, the total may run to more 


than nine billion dollars. 

In summarizing the outlook for 
building construction during the cur- 
rent year the following conclusions 
are deducted from the forecast. 

1. The general demand for new 
building construction is approxi- 
mately the same as it was at the be- 
ginning of 1929. 

2. The trend toward a far greater 
supply of mortgage money is very 
definite. 

3. The deliberate program of con- 
struction which is being started by 
the government, by States and by 
municipalities will evidently assume 
very large proportions. 

This combination of factors would 
seem to provide reasons for optimism 
regarding the building activities of 


1930. It would seem that we can 
assume at least as much building con- 
struction during this new year as we 
had in 1929 and probably more. In 
fact if mortgage money becomes 
really much easier and if the great 
schedules of public improvements are 
carried out, it would seem to be quite 
within reason that 1930 might exceed 
all building construction years. 

It is true that never before has the 
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human element entered so strongly 
into the picture of the building in- 
dustry. Who can foretell mass 


psychology? We believe that every- 
one senses a returning spirit of con- 
fidence based on hard work and in- 
telligent planning. The signs of the 
times are pointing favorably. Even 
in the self-sustaining statements of 
captains of industry there is to be 
found an intelligent realization of the 
great things which can be 
plished by the American public when 
it really goes to work—and it has 
gone to work. 

lor the American public to work 
it requires tools and the greatest 
tools of industrial and commercial 
activity are the buildings which house 
the multi-fold operations involved. 

Before turning to an analysis of 
the change in public demand for 
buildings of various types we cannot 
well leave the stage of prophecy 
without commenting on the existing 
trends which under way in the 
field represented by the designing of 
buildings and the materials and 
equipment which are required. 

In the first place, the influence of 


accom- 


are 


mortgage loaning interests on plans 


and specifications has never repre- 
sented such significant control as it 
is now assuming. The very scarcity 


of mortgage assumes that the 
collateral on which it is placed must 
be most carefully scrutinized. There 
volume of 
through 


money 


is coming a far 
mortgage money 
bond issues and certificates issued by 
large loaning This is a 
more flexible type of mortgage 
ment from the point of view of the 
individual investor and as it 1s 
(Continued on page 206) 


greater 
financed 


companies. 
invest- 


1928 1929 





These indexes are designated on the chart developed from reports of the United States Depart- 
ment of Commerce, The F. W. Dodge Corporation and The Engineering News Record 











1634 


b ONLY. “K l2s09 Wr. 
1. _K 12510 Wk 





IaPR KK S8144 42x44 
2 « K 6 3x3 
a 4 x4 
aa. any: 34x 
2SetmS K [2502WK 
8»  K 125022 Wis 

* _K 12503 Wk._ 

_125003 Wk. 











Specialization in 
builders’ hardware 
has enabled the 
annual volume of 
this firm to attain 
an unusually large 
total, considering 
that the establish- 
ment is located at 
some distance from 
the main shopping 
district. 


PECIALIZA- 


TION has enabled 

the Hemphill 
Hardware Co., located 
at 49 West Street, in 
the outskirts of South 
Norwalk, Conn., a town 
of 16,000, to achieve an 
annual sales volume of 
$40,000 in _ builders’ 
hardware alone. If the firm catered to neighborhood 
requirements it could readily be termed a neighborhood 
store, but the principal lines featured are builders’ 
hardware and mill supplies. Several reasons are ad- 
vanced by the manager of the store, R. J. Comstock, for 
the policy of concentrating sales effort on the lines previ- 
ously mentioned, of which, builders’ hardware is the 
most important. 

“It would be difficult,” he said recently, “for our store 
to do the same amount of business with a well assorted 
stock of general hardware. Our store is small and we 
are situated at quite a distance from the main business 
section. Through specialization we avoid handling a 
number of highly competitive lines, which in the main, 
afford a very narrow margin of profit. Of course, to 
off-set the handicap of our location, we have other fac- 
tors in our favor. For instance, our overhead is lower, 
because we are out of the high-rent, business section. 
As a whole, however, we find the handicap of a rather 
isolated store location is of minor consequence, due to 
the sales methods we employ.” 

Further questioning brought out the fact that by far 
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the largest share of the firms business is transacted 
away from the store proper. Several of the firms best 
custorners. have never been inside the store. Instead, 
William Acker, an expert in builders’ hardware, devotes 
all of his time to contacting contemplated building 
operations within the store’s territory, which extends 
from ten to fifteen miles in all directions. Every build- 
ing project within the territory is contracted just as 
soon as it is definitely learned that a new structure is 
being proposed. Every few days Mr. Acker visits the 
offices of the building inspectors for each of the nearby 
cities. There he obtains the data on new building per- 
mits, which have recently been issued. This furnishes 
him with an authentic list of people who are actually 
going to build and will therefore need builders’ hard- 
ware. After securing this pertinent information, Mr. 
Acker immediately calls on the architect, contractor or 
builder and usually experiences little difficulty in selling 
the necessary builders hardware for the complete job. 
Most jobs are figured from the blue prints of the 
structure and the firm makes it a point to enumerate all 
of the finish hardware required for the project, includ- 
ing door stops, coat hooks and similar small items, which 
are usually omitted. A genuine effort is always made 
to sell quality throughout. The fact that 90 per cent 
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An inviting and at- 
tractive display. of 
builders’ hardware is 
always on view in the 
show windows of the 
Hemphill Hardware 
Co., South Norwalk, 


Conn. 


of the jobs sold are either brass, bronze or wrought iron, 
attests their success in this regard. One of the most 
forcible arguments used for quality hardware over 
plated steel is that brass pipe and similar quality ma- 
terials that are never seen, are being generally used to- 
day. In view of this trend for quality in new buildings, 
it is only necessary for the firm to stress the fact that 
hardware is always in view and is being used constantly. 
This is an important point, for a bill of ordinary hard- 
ware for the average house amounts to only 1 per cent 
of its total cost, while if quality hardware is sold nearly 
twice as much money is involved, bringing the cost of 
hardware up to 2 per cent and doubling the value of 
the sale. 


L is the general custom, in the store’s territory, as it is 
elsewhere, to let contracts for the builders hardware on 
the larger projects by competitive bids. It has been the 
experience of this firm that they can submit bids in line 
with the others submitted and still make a good margin 
of profit. When the bids being considered approximate 
the same figures, the firm finds that it generally receives 
preference, due to its reputation for service and satisfac- 
tion. When a very low bid has been received from out- 
side the territory, the firm discreetly asks the contractor : 
“Do you want to receive the absent treatment?” They 
generally realize the advisability of dealing with a local 
concern where mistakes can be quickly rectified and 
shortages readily supplied. In not infrequent instances, 
contracts have been awarded the firm, when their bid 
has been considerably higher than any other for it is 
known that the firm can be depended upon to deliver 
the exact articles specified, without attempting substitu- 
tion and that any errors will be immediaely rectified. 
After the job is sold it is visited at frequent intervals 
during the course of construction and this attention and 
consideration is appreciated by the builder, with the re- 
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sult that he naturally favors the firm, when he starts to 
plan his next project. Some architects were so pleased 
with the service of the store that they insisted on the 
firm furnishing the builders hardware for several proj- 
ects in South Carolina and other distant points. 

A large portion of the builders hardware, which is 
made in the United States is manufactured in the imme- 
diate vicinity and competition in selling the line is there- 
fore very keen. Notwithstanding the competitive situa- 
tion the firm has encountered little difficulty in obtain- 
ing a good margin of profit. As a rule, the mark-up 
averages 33 1/3 per cent above cost, which furnishes a 
net profit of 25 per cent. The close proximity of com- 
plete wholesale stocks makes it unnecessary to carry a 
larger stock than that provided by an investment of 
$6,000. This stock is turned five times annually with 
the result that yearly sales in the line reach a retail value 


of $40,000. 


Tue firm employs a very efficient and convenient 
method for making out the invoice covering a bill of 
builders hardware. Any person, upon carefully reading 
the invoice can visualize the blue print of the structure, 
to which it applies. The finish hardware for every door 
or detail is enumerated in one group. All of the re- 
quired information, regarding size is specified. This 
idea is exemplified in the first group of the page of the 
invoice, reproduced in the sheet illustrated. The number 
(1) is an identifying symbol for the hardware to be 
used on the Main Entrance Door. All items for this 
particular entrance are then packaged together and 
marked with a corresponding symbol. This makes it 
easy for the builder, for he can refer to the invoice and 
know exactly what the package contains and for what 
purpose it is to be used. This also enables the firm to 
check for accuracy such complaints as: “You forget to 
(Continued on page 197) 
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The display depicted above, which was installed by the Tuttle Hardware Co., 


Chariton, Iowa, won the “blue ribbon” award. 


Merchandising originality and 


general attractiveness were the factors influencing the decision. 


P [ NAHE Tuttle Hardware Co., 
Chariton, Iowa, won the first 
prize of $100 in the recent 

window display contest sponsored 

by the Coleman Lamp & Stove Co., 

Wichita, Kan. Second prize of $75 

went to the Missoula Mercantile Co., 

Missoula, Mont., third prize of $5 

to W. M. Grossman, San Fernando, 

Cal., and the fourth award of $25 

went to Harold Stevens, Valentine 

Hardware Co., Boulder, Colo. 

Photographs showing the window 

lisplays which won these four major 

prizes are shown with this story. 
The contest required that compet- 
ing displays be in the window from 

Oct. 7 to 12 inclusive featuring 

Coleman lamps and lanterns, Cole- 

man Radiant Heaters, either Quick- 

Lite or Instant-Lite lamps or lan- 

terns and any other Coleman prod- 

ucts. Display material was fur- 
nished without charge and the con- 
test was open to all Coleman dealers 
having stock on hand, at the time of 
the announcement, providing the 
towns in which the store did busi- 
ness had a population of not more 


than 25,000 people. Each entrant 
was required to submit a photograph 
of his window display, which was 
judged on the basis of merchandis- 
ing originality and general attrac- 
tiveness. No consideration was 
given to the size of the window or 
the photographic merits of the pic- 
ture submitted. The contest closed 
Oct. 13. 

In addition to the four major 
awards there were ten prizes of $10 
each which were won by: 

Pine City Hardware, Pine City, 
Minn.; Burton C. Briggs, The 
Haynes Hdw. Co., Emporia, Kan. ; 
Fred Tripp, Fred Tripp Hdw. Co., 
North Vernon, Ind.; Pearl Hollo- 
way, Holloway Hdw. Co., Fremont, 
Neb.; Luther Harbin, Gadsden 
Hdw. Co., Gadsden, Ala.; Sell & 
Sons, Pittsburg, Kan.; Coy Barnes, 
Erb Hardware Co., Lewiston, 
Idaho; Dorsey L. Miller, McGregor 
Hdw. Co., Winfield, Kan.; Luther 
Haugen, F. C. Larson Co., Warren, 
Minn., and C. H. Roberson, Z9 
Court Street, Freehold, N. J. 


Second, Third and Fourth Prize Winners Appear on Page 150 
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Dealers who study the market 
are stocking 20 gauge Remingtons 


The time was when people thought it took a 
10 gauge shotgun to get ducks. Some shot 
8 gauges. The 12 gauge has replaced prac- 
tically all the larger guns, and now the 20 
gauge is coming into its own. The records 
below prove it. They were all made by 
Mr. Rush Razee, of Denver, with a Model 17 
Remington 20 gauge repeating shotgun and 
Remington Nitro Express Loads with 714 
chilled shot. 





Razee’s Shooting with 20 Gauge 


Date Shot At Broke Place Condition 


Oct. 25 75 73 Casper? Wyo. Fair and Cold 


Oct. 26 100 98 Casper, Wyo. Windy and Cold 
Nov. 16 50 47 Denver, Colo. Fair & Snow on Ground 
Nov. 17. 100 96 Denver, Colo. Cold & Snow on Ground 


Windy & Snow on Ground 
Fair & Snow on Ground 
Good & Snow on Ground 
Fair 
Good 
Good 
Good 


Denver, Colo. 
Denver, Colo. 
Denver, Colo. 
Cheyenne, Wyo. 
Denver, Colo. 
Denver, Colo. 
Denver, Colo 


Nov. 24 50 49 
Nov. 28 50 49 
Dec. 8 100 97 
Dec. 13 50 48 
Dec. 15 150 147 
Dec. 22 50 50 
Dec. 29 100 97 


875 851—97.25% 











All these scores can be easily verified with 
the possible exception of the 47 x 50 made 
Nov. 16 at Denver—the only one not made 
at a regular shoot. Very few could better 
these performances with standard trapshoot- 
ing equipment and they prove conclusively 
that the 20 gauge is a thoroughly practical 
gun. However, all of the above shooting 
was eclipsed on Dec. 15, at the Denver 





Mr. Rush Razee 


Municipal Trap Club, when Mr. A. H. Rem- 
ington broke 110 straight and Mr. Razee 
broke 123 straight with 20 gauge guns. 
This gives Mr. Razee the unofficial World’s 
Trapshooting Record with the 20 gauge. 


If you can sell 20 gauge guns—and they are 
surely becoming more popular all the time 
—you can certainly sell the Remington 


Model 17. In fact, this gun is without com- 
petition. Let the shooters know about 


Rush Razee’s shooting and stock the gun he 


President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Prize Winning Windows 
in Coleman Contest 
(Continued from page 148) 


At the right the runner- 
up or second prize dis- 
play of the Missoula 
Mercantile Co., Mis- 
soula, Montana, is illus- 
trated. The contest was 
open to all Coleman 
dealers in towns of less 
than 25,000 population 


Third place was won by 
the window shown at the 
right which was _ar- 
ranged by W. M. Gross- 
man of San Fernando, 
California. Display 
material on the products 
was furnished gratis by 
the manufacturer 


Harold Stevens, Valen- 
tine Hardware Co, 
Boulder, Colorado, was 
declared winner of the 
fourth prize awarded for 
the display shown. In 
addition to the awards to 
the displays illustrated, 
ten prizes were distrib- 
uted to the next best 
entrants 
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Independent Dealers’ Need Adequate Records, Says Klein 


In a recent radio address, the 
Assistant Secretary of Commerce 
gave the need for more records as a 
primary requirement of the inde- 
pendent retailer. He pointed out 
that if the retailer knew as much 
about the cost of the several opera- 





tions in his business as the manu- 
facturer knows about his factory 
production costs, he would awaken 
abruptly to the fact that some of his 
practices are unprofitable and 
dangerous. 

Dr. Klein predicts that the inde- 





pendent retailer will persist and 
prosper and will continue to control 
by far the greater part of the 85 
per cent of the Nation’s total re- 
tailing which now falls to his share, 
if he only will maintain a rigorous 
efficiency. 
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SPRINGTIME IS 
BRUSHTIME 


ve are “itching to get at it”. Spring 
cleaning time will soon be here and every 
energetic home lover is looking forward to a 
wild orgy of painting, cleaning, sweeping, 
dusting and a general brightening up. 


These folks, thousands upon thousands of 
them, will want brushes—GOOD brushes. 
Nothing aggravates an amateur painter more 
than to be sold an inferior brush that sheds 


bristles and bungles a job. 


-Don’t sell your customers bungling brushes. 
Sell Osborn Brushes that are built to do an 


honest day’s work. 


Why not settle the brush question NOW. 
Osborn Brushes offer the correct answer. 


JHE OSBORN MANUFALTURING LOMPANY 
5401 HAMILTON AVENUE + CLEVELAND, OHIO 


Sales Branches: New York - Detroit 
Chicago + San Francisco: Los Angeles 
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A. G. SHANNON 


Elected President 





JAMES B. CARSON 


Secretary-Treasurer 


H. B. CLOWERS 


Retiring President 


West Virginia Discusses “The Smith 


Family—Consumers” 


by the National Association dele- 
gates to the 24th annual conven- 
tion of the West Virginia Hardware 
Association analyzed “The Smith 
Family—Consumers” in Huntington, 
W. Va., on Jan. 21, 22 and 23. The 
business sessions of the convention 
were held each morning in the Hotel 
Fredrick. In the afternoons, conven- 
tion visitors were free to participate in 
group conferences or to visit the hard- 
ware exhibit in the Vanity Fair 
Building. The exhibit was open each 
afternoon and night and the general 
public were invited to view the display. 
Features of the opening session 
Tuesday morning were the president’s 
opening address and the report of the 
secretary-treasurer, James B. Carson. 
H. B. Clower, Oak Hill, president, 
in his address expressed gratification 
at the large attendance and of the 
loyal support and cooperation which 
had been accorded him by members 
during his term of office. In the 
course of his address, President Clow- 
er discussed some of the problems 
confronting the convention, with es- 
pecial reference to manufacturers ad- 
vertised re-sale prices. With regard 
to this subject, he said: 
“There are times in every conven- 
tion when we have difficulties to iron 


\OLLOWING the theme proposed 


’ 


out, and this is our opportunity to 
call attention to manufacturers who 
advertise the re-sale price of their 
goods and make it so low that it is 
impossible for the retailer to make a 
profit on such merchandise at the ad- 
vertised re-sale price and, of course, 
the retailer cannot sell at a higher 
price than that advertised. The right 
of the retailer to mark the selling 
price of his goods should be left to 
that individual. I am willing to grant 
that there might be some unscrupulous 
dealers who might mark their selling 
price too high, but I am also quite 
sure that with the competition we all 
have exorbitant prices will be held in 
check and the public will be fully pro- 
tected on the price they have to pay. 
I feel sure this practice was started 
and is continuing without any thought 
or desire on the part of our good 
friends, the manufacturers, other than 
to be of assistance to us. I contend 
that there is no way in the world for 
them to name a standard price that 
will prove to be 50 per cent agreeable 
to all the dealers over the State. I 
would suggest that this matter be 
brought to the attention of our Na- 
tional Association.” 

President Clower also paid a tribute 
To James B. Carson, secretary-treas- 
urer of the association, saying: 


“Horace Greeley said that the best 
labor is that of a high-minded work- 
man with enthusiasm for his work. 
For such a man there is Life, Hope 
and a large Future. For him there is 
always a place on the Main Track. 
He is undaunted by difficulties; they 
only increase his determination to 
push on. Such a man is our good 
secretary, Jim Carson. We extend 
our sincere thanks to him for his ef- 
forts to make this convention the best 
ever.” 

In his annual report, Secretary 
Carson urged members to utilize the 
facilities of the association to further 
their interests. He deplored the fact 
that some hardware dealers are cor- 
rectly designated as “storekeepers,” 
saying: 

“We used to hear this expression 
when inquiring about some one of 
our boyhood friends who had _lo- 
cated in some distant city or town, 
‘Oh! he is keeping a hardware store!’ 
We still have storekeepers. Store- 
keepers were necessary in their day, 
but they are out of place today. It 
is because of these changes that the 
subjects in our program are of such 
great importance. If by coming to- 
gether and discussing these subjects 
we can carry back to our store ideas 

(Continued on page 206) 









































Lifting a heavy weight in the midst of 
a cloudburst is no different than lifting 
it in dry weather, when the rope used is 
Columbian Tape-Marked, the Guaran- 
teed Waterproofed Rope. 

Sell Columbian to your building con- 
tractor customers. They will appreciate 
the astonishing flexibility of this weather- 
proofed rope, when wet. 


A jobber right near you ts prepared to 
supply you with Columbian. Write for 


his name and address. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y., “The Cordage City” 
Branches: 


New York Chicago Boston New Orleans 
Philadelphia 
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Western Retail 
Implement and 


Hardware 
Association 


Draws 2,000 


members of the trade were 

drawn to Kansas City, Mo., 
Jan. 21, 22 and 23, by the forty-first 
annual convention of the Western 
Retail Implement and Hardware 
Association. Even sub-zero weather 
could not keep this crowd of hard- 
ware and implement men from dedi- 
cating themselves anew to the cause 
of militant merchandising. 

In Convention Hall 115 exhibitors 
showed their lines; implements were 
exhibited on the permanent sample 
floors maintained by the branch 
houses in the city. The three morn- 
ing sessions of the convention itself 
were held in the Missouri Theater. 

At the adjourning session Thurs- 
day morning the following officers 
and directors were chosen: Thomas 
B. Shannon, Iola, Kan., president; 
Murrey M. Smith, Clay Center, Kan., 
vice-president. Members of the di- 
rectorate: Lee J. Conn, Kingfisher, 
Okla., and E. D. Penniman, Fort 
Scott, Kan., who succeed themselves 
for a full term each. 

“It is not the size of the dog in the 
fight, but the size of the fight in the 
dog that wins,” declared President 
Fred L. Taylor, Lyons, Kan., as he 
opened the convention. In this vein 
Mr. Taylor expressed the 1930 brand 
of courage characterizing retail lead- 
ership in brief, as follows: 

“Long have we championed the 
battle cry, ‘To the retailer belongs 
the retail trade.’ Our faith in that 
declaration is undimmed, but who is 
this dealer of the future to be? Will 
he be a free and independent indi- 
vidual, or the stereotyped link in a 
sinuous chain? 

“Don’t let me hear you say that the 
cause of independence in merchan- 
dising is lost. No, I trust that can 
never truthfully be said. For, let me 


aces like two thousand 


T. B. SHANNON 
Iola, Kan., 
New President 


remind you, it is not the size of the 
dog in the fight, but the size of the 
fight in the dog that wins. And here 
is another truism: The bigger they 
are, the harder they fall. 

“In order to remain in the picture, 
independent merchandising — from 
manufacturer through wholesaler and 
dealer—must be able to serve the 
ultimate consumer as economically 
and satisfactorily as any other method 
devised, or our position in the trade 
is doomed. The requirements of this 
fundamental law can be met by in- 
dependents only through wholehearted 
cooperation.” 


@ uxr the troubles of the bulls and 
the bears in the stock market have 
had little or no effect on business con- 
ditions in the vast agricultural areas 
of the country was emphasized by 
Secretary Herbert J. Hodge, Abilene, 
Kan., in his annual report to the open 
assembly of the Western membership. 

“Thank heaven,” said Mr. Hodge, 
“the agricultural West, our trade ter- 
ritory,: based its advancement on the 
production of fertile soil and finds 
itself practically unshaken and un- 
moved by the disappointments of the 
stock gamblers. Never since the 
period of inflated values, now ten 
years in the past, has the farm coun- 
try basically been so well established. 

“From all sources comes the con- 
viction that we are entering the year 
1930 with bright prospects. <A large 
acreage of wheat has been sown and 
its condition is exceedingly good the 
government reports of the farmers’ 
financial condition are all encourag- 
ing; manufacturers, who of necessity 
study conditions carefully, are mak- 
ing preparations for greater produc- 
tion than in 1929, These facts should 
be a stimulus to you and cause you 








FRED L. TAYLOR H. J. HODGE 
Lyons, Kan., Abilene, Kan., 
Retiring President Secretary 


to enter the work of the year so en- 
couraged that you will put forth the 
best efforts of which you are pos- 
sessed.” 

Saunders Norvell, president of the 
Remington Arms Co., New York, and 
contributing editor to HaRpwWARE AGE, 
addressed the Wednesday morning 
session on “The Chain Store and the 
Future of the Independent Dealer.” 
Mr. Norvell spoke of the case of E. I. 
King, Logan, Kan., on whom he used 
to call more than forty years ago as 
a traveling salesman. Mr. King had 
pioneered as a hardware merchant 
and by careful methods had built up 
a well conducted business. 

“Now that Mr. King has his trade 
established with two generations in 
his community,’ said the speaker, 
“along comes the chain store to divide 
that trade with this veteran merchan- 
diser. Do you think a chain manager 
shipped out from headquarters can do 
it? I don't.” 

Mr. Norvell said he had heard a 
chain head declare with pride that 
his company took 84 per cent of one 
manufacturer’s production. Such a 
situation placed the factory man 
under the direct control of the chain; 
any banker, before lending him 
money, would necessarily ascertain 
how long the chain meant to continue 
such generous patronage. 

“Tf the chain theory were carried 
out logically, it would eliminate all 
jobbers, all dealers, all salesmen and 
even the banks. The chain interests 
of a community would have only one 
another and the country people as 
customers, 

“The chains have their troubles. 
One of them is how to keep the local 
manager honest; how to make sure 
that he does not sell goods higher 
than authorized in order to make up 
losses which would work against him. 

(Continued on page 188) 
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The Multigraph 
produces a_ 110- 


gh preveum poap > 4 
+ Ban ume 6 
AN page catalog, as 
j cycin ante well as letters, 
circulars, and 
other material for 
the Bottlers’ Sup- 


ply Company. 


inance your advertising 


with Multigraph savings .... 
Here’s how the Bottlers’ Supply Company does it 


‘Practically every bit of our printing—yes, 99% |THE AMERICAN MULTIGRAPH SALES CO. 
of it—is done in our office at a tremendous 1836 East 40th Street Cleveland, Ohio 
saving. If it were not for economies Multigraph 
effects in our business, we could not possibly cue: aoenaiainabiene 
carry out our present advertising program . ~~.” Let us tell you how the 

*‘Our business for the first six months of this Mutltigraph can serve your 

. business as it serves the 
year has shown a tremendous increase... trace- _gottiers’Supply Company. 
able directly to one source . . . direct mail adver- 
tising produced on our Multigraph ... ” 

These paragraphs are from a letter signed by 
Ray F. Beerend, president of the Bottlers’ Supply 
Company, of Milwaukee. 
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GENERAL MARKET NEWS 














Conditions Retard Hardware Deman 


to a Minor Although Apparent Extent 


| leading cities for the week ended Jan. 


NEw YorK, Feb. 4.—The business recession which first became 
noticeable in other industries following the burst of the Wall Street 
bubble, has at this late date apparently effected the current demand 
for some hardware lines. This condition is evident in nearly all sec- 
tions of the country, but particularly in the East. In the South and 
Middle West where a large share of the average person’s income is 
derived either directly or indirectly from agricultural pursuits, the 
.decline has been scarcely noticeable. Prospects in these two particu- 





lar sections are declared to be the best in years. 


Eastern markets 


depend largely upon industry in general, and retail as well as whole- 
sale trade has fallen off to an appreciable degree. 

As both the size and number of future orders being booked by 
jobbers denote the optimism of dealers, the recession in trade is ex- 


pected to be of short duration. 


Increased activity reported in sev- 


eral of the basic industries recently, will also have a stimulating ef- 
fect on business in general in the near future. 

A somewhat easier tendency has developed in the price situation, 
although prices, in the main, are fairly steady and no drastic 


changes are anticipated. 


In the majority of the leading markets, the credit situation is 


reported as satisfactory. 


Week’s Price Average Was 
93.7 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University, 
announced on Jan. 26, that wholesale com- 
modity prices for the week ended Jan. 25, 
and based on Dun’s quotations averaged 
93.7 per cent. 

The December average was 92.8 per 
cent. The purchasing power of the dol- 
lar was 106.7 on a 1926 basis of 100c. 
The December average was 107.7. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
85.6. The December average was 88.3. 

The Italian index on the revised 1926 
basis for the week ended Jan. 19 was 69.3. 


Employment in Industry 
Shows Gain in Many Lines 


President Hoover recently expressed 
gratification at reports to him from the 
Department of Labor showing that for 
the week ended Jan. 13 employment in 
industry increased 3.3 per cent over the 
preceding week. 

“At the Labor Department statistics on 
employment were announced in the fol- 
lowing statement: 

“Our reports for Jan. 13 are from 
8009 establishments, employing on_ that 
date 2,456,345 persons, an increase of 3.3 
per cent over the employment of Jan. 6. 

“Each of the general industries group 


shows an increase: Foods, 2.6 per cent; 
| textiles, 5.4 per cent; iron and steel, 2.3 
| per cent; lumber, 2.1 per cent; leather, 
| 4.2 per cent; paper and printing, .01 per 
| cent; chemicals, .09 per cent; stone, clay 
and glass, 1.8 per cent; other metal prod- 
ucts, 2.8 per cent; tobacco, 54.4 per cent; 
vehicles, 2.7 per cent; miscellaneous, 1.2 





| 

| per cent. 

| “The key industries taken separately 
shown an increase in iron and steel of 


2.4 per cent; cast iron pipe, 7.6 per cent; 
hardware, 8.5 per cent; steam fittings, 
5.9 per cent; stoves, 9.2 per cent. Among 
the textiles cotton shows 3.9 per cent; 
hosiery, 4 per cent; silk, 8.7 per cent; 
| woolen, 3.5 per cent; carpets, 5.6 per cent. 
| Men’s clothing jumped 17.1 per cent; fur- 
niture, 3 per cent; mill work, 4.3 per cent; 
| boots and shoes, 5.1 per cent.” 


Bank Clearings Show Decline 
of 26.1 Per Cent from 1928 


Jank clearings in the United States for 
the week ended Jan. 23, as reported to 
| Bradstrect’s Journal, aggregated $10,153,- 
226,000, as against $11,268,658,000 last 
week and $13,740,650,000 in this week last 
year. There is here shown a decrease of 
9.8 per cent from last week and of 26.1 
per cent from the like week of 1928. 
Canadian clearings aggregated $300,406,- 
000, against $329,436,000 last week and 
| $386,613,000 in this week last year. 











Bank Debits Show 4% Decline 
from Preceding Week’s Total 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
2? 


aggregated $13,558,000,000, or 4 per cent 
below the total reported for the preceding 
week, and 28 per cent below the total re- 
ported for the corresponding week of last 
year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $12,733,- 
000,000, as compared with $13,219,000,000 
for the preceding week and $18,035,000,000 
for the week ended Jan. 23 of last year. 


Freight Loadings Show Loss 
Due to Severe Weather 


Loading of revenue freight for the 
week ended on Jan. 18 totaled 847,353 
cars, according to the car service division 
of the American Railway Association. 

Compared with the corresponding week 
in 1929, this was a reduction of 84,508 
cars and a reduction of 37,330 cars below 
the corresponding week two years ago. 
The total for the week of Jan. 18 was 
also a reduction of 15,838 cars below the 
preceding week. 

This reduction under the preceding 
week, as well as under the corresponding 
weeks in the two previous years, was in 
part due to severe weather conditions in 
practically all parts of the country, but 
especially in the Central Western, North- 
western, Eastern and Allegheny regions. 


Wholesale Trade Declined 
Appreciably in December 


Wholesale distribution decreased during 
December by somewhat more than is usual 
at this season, according to reports made 
to the Federal Reserve System from firms 
in eight lines of trade. The largest de- 


| creases over the previous month were in 


the sales of boots and shoes, men’s cloth- 
ing and dry goods. Domestic sales of ag- 
ricultural implements during December, 
1929, were considerably larger than in No- 
vember, 1929, or December, 1928. 

Sales in December were 5 per cent 
smaller than for the corresponding month 
in 1928, decreases being reported for all 
lines of trade except groceries. Hardware 
sales in November, 1929, declined 11.8 per 
cent as compared to November, 1928, and 
December sales were minus 3.6 per cent 
from the November total, according to the 
reports. 
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From these Display Boards 
to their Grinders go thousands of 


CARBORUNDUM 


REG. U. S. PAT. OFF. 


AND 


ALOXITE 


REG. U. S. PAT. OFF. 


BRAND 


GRINDING WHEELS 














DISPLAY 
No. 4675 







DISPLAY 
No. 1476 









- * a multitude of shops, garages, technical schools, 
repair shops are thousands of electrically driven grinder 
stands—most of them are double stands calling for two 
wheels. The point we desire to make is that any hardware 
dealer can do considerable wheel replacement business with 


this class of trade. 


My One way of getting this business is to stock and display 
Carborundum-Made Grinding Wheels— 


Ma That’s why we offer you these display panels— free with. 


an assortment of wheels — 


' [ Write us and the details will \ 
go to you by the next mail 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseldorf, Germany 


(carsorunoum AND ALOXITE ARE THE RFGI®TERED TRADE MARKS OF THE CARBORUNOUM COMPANY FOR ITS prooucts ) 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 
CHICAGO, Feb. 4.—Winter wheat conditions throughout the west- 
ern territories are excellent and dealers in that direction are in a 





Agricultural Prospects Appear Bright — 
Prices Remain Steady and Unchanged 


dren’s extension bob skates, 35c. per 
pair; Nesto Johnson Flyer skates, 
$5.25 per pair. 
INDOOR ATHLETIC SUPPLIES. 
Official indoor league baseballs, 14- 


corresponding frame of mind; indeed, merchants and farmers ee , hocme eos 
throughout most of the agricultural regions are probably in better doz? Kork Kore official, i2-in $12.00 
; per doz. Playground balls, cowhide 
covers, 12-in., $6.75 per doz. Indoor 


spirits than they have been for ten years. 

In the metropolitan centers, perhaps, some influence is being felt 
because of losses on the stock market, but even there it is difficult 
to trace definitely. In the West and Southwest when the “stock 
market” is mentioned the conversation, more likely than not, at once 
turns to prices on hogs, cattle and sheep. In the Wall Street sense, 
the people of the corn, wheat and cattle belts are in no sense market- spools, Gcivedtaes cattle or hog wire, 
conscious. This augurs well for coming business conditions in the py olla mas celmecllarapamam 
agricultural areas. | POULTRY NETTING. 

Anti-skid chains are extremely active, so much so that jobbing Poultry netting, galvanized before, 
stocks have been pretty well depleted. Wire cloth shows a better pe i [—ak” —— 
movement each week. Steel sheets are going out in fair volume. In 


bats, 33-in., ash, $6.00 per doz.; cork- 
grip, $10.80 per doz. 


NAILS, WIRE AND STAPLES. 
L.e.l. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per os) No. 9 galvanized, plain 
wire, $3.9 per cwt.; catchweight 








PAINTS AND OILS. 








the Chicago market resale prices on galvanized sheets have been re- at oe a , ae eee beter 
duced 30 cents and are quoted at $4.60 per cwt., 24-gage; black sheets of reg ene 
continue without price change. Considering the season, bolts and $1.20 per gal.; 5 barrel lots, $1.25 
nuts are registering a good volume. Under the stimulus of new laid. ciate. — Barre tors, 
prices and the approach of spring, nails, wire and staples are selling a 
with increased freedom. Poultry netting is picking up weekly. a oe oo 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO per ‘ewt.: 50, Ib. kegs, gore 
ewt.; 25 Ib. kegs, $14.50 per cwt.; 


RETAILERS, F.O.B. CHICAGO. 


AUTOMOBILE ACCESSORIES. 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 


pion X, 45c. each; Champion Blue- 
30x line, 53c. each; A. C., 58c. each; 
lots of 100, 50c. A. C. Special Ford, 
36c. eac 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 


35 per cent discount. 


Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. —— 1% in. cylinder, 
$1.85 each 


Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50. Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $18.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on 
121% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


BOLTS AND NUTS. 
Large carriage bolts, cut thread, 


60 per cent discount; small carriage 
dis- 


casings and 


bolts cut thread, 60 per cent 

count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 


thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 
discounts are from “full case’’ lists. 


BUILDERS’ HARDWARE. 
38% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less’ than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz., sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.00 


per set. Cylinder front door sets, 
$6.00 per set. 
CHAIN. 
%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 


per cent off list. 


COPPER RIVETS AND BURRS. 
Copper rivets and burrs, 30-10 per 
cent off list. 


rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 


brass key sockets, 18c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 


5c. each; dry cells, boxes of 55, 32M%c. 
each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, 
Sunbeam, $5; in lots of six, 
Percolator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WxX-227, $1.50; UG. 171A, 
$1.35; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


HANDLES, HICKORY. 

No. 1 hickory ax handles, $4.00 per 
doz.; No. 2, $3.00 per doz.; finest 
selection second-growth white hick- 
ory handles, $6.50 per doz.; special 
white second-growth hickory, $5.00 
per doz.; No. 1 hatchet and hammer 
handles, 90c. per doz.; second-growth 
hickory hatchet and hammer handles, 
$1.75 per doz. 


ICE SKATES. 





Union hardware skates, No. 1624, 
75c. per pair; No. 524%, $1.15 per 
pair; No. M524, $1.00 per “pair. Chil- 


ELECTRICAL GOODS AND RADIO | 
EQUIPMENT. 
Electrical Merchandise. — No. 14 


12% "Ib. kegs, $14.75 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
ease $2.17; second grade orange, 
English Venetian Red.—In barrels, 
54c. per 1b.; in 100-Ib. lots, 6%4c. 
per lb. 





atid Paste.—Barrel lots, 74%4c. per 
Ib. 
| ROPE. 

Best pure manila rope, 21c. per 
lb., base; No. 2 manila, 19c. per Ib., 
base; best pure sisal rope, 15c. per 

Ib., base. 
| SAWS. 

Circular cord wood, 20-in., $1.90 to 
2.50; 22-in., $2.25 to $3.00; 24-in., 





$2.60 to $3.50;-26-in., $3.00 to $4.00: 
28-in., $8.50 to $4.0; 30-in., $4.00 to 
? 


Crosscut, 5 ft., narrow, champion 
tooth, $1.55 each; 5% ft. wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 


man, champion tooth, $2.45 each. 
SKIS. 

5 ft., edge grain pine, 60c. per pair; 
5-ft., 90c.;° 6-ft., $1.30; 7-ft., $1.70; 
6-ft., mahogany finish magnolia, $1.50 
per pair; 7-ft., $1.90; 6-ft., ash, $2.35 
per pair; 7-ft., $3.30. 

STEEL SHEETS, FLAT OR CORRU- 
GATED. 

Galvanized sheets, 24-gage, $4.60 
per cwt.; 24-gage black sheets, $4.05 
per cwt. 

TOBOGGANS. 
6-ft. toboggans, $4.25; 8-ft., $5.70. 
WIRE CLOTH. 

Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 

WRENCHES. 

Agricultural wrenches, 60-10-5 per 

cent off list; engineers’ wrenches, 


50-10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off; genu- 
ine Stillson wrenches, 70-10 per cent 
off; genuine Trimo wrenches, 70-5 
per cent off; Stillson pattern 
wrenches, 75-5 per cent off. 


Reading matter continued on page 160 
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Frequent turnovers, steady sales. satisfied customers and con- 





sistent profits are taken for granted by dealers handling “61” 





Quick Drying Enamel. National advertising keeps millions inter- 





ested in this product. Get the details of the P&L Proposition. 





Pratt & Lambert-Ine., Varnish, Enamel & Lacquer Makers, 114 Tonawanda Street, 





Buffalo, N.Y. In Canada: 20 Courtwright Street, Bridgeburg, Ontario. 








PRATT & LAMBERT 


VARNISH PRODUCTS 
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NEW YoRK, Feb. 4.—Wholesalers in the Metropolitan district, in 
the majority of instances, report trade in January as showing a 
slight decline. This is attributed to adverse weather, general busi- 
ness conditions and a continuation of the hand-to-mouth buying 
policy among dealers. 

In the main, the volume of future orders beng booked is con- 
sidered satisfactory. Wire cloth, lawn mowers, sprayers, -garden | 
tools, poultry netting, steel goods and lawn fence are prominent on | 
the orders for later delivery. 

Current orders are fairly numerous, but as they are mostly of 
the fill-in character, the total volume is rather disappointing. Build- 
ers’ hardware and tools are quiet at present. House furnishings 
are moving in a healthy volume. The recent snow, together with 
the icy condition of streets and sidewalks, resulted in an active de- 
mand for tire chains, snow shovels, sidewalk scrapers, etc. Ice and 
snow sporting goods were also stimulated. 

Landers, Frary & Clark have issued a new price list on Universal | 
electric appliances. Some items are lower in price on the new list. 
Flexible Flyer sled prices for next season remain at the same figures. | 
Some reductions are effective on certain padlocks and night latches | 
of the Yale & Towne make. Screen wire prices are lower. 

The credit situation has tightened up somewhat, as collections, 
in some instances, are rather slow. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. NEW YORK. 


l 
| 
| 
| 
| 





BATTERIES, RADIO. nee, nig Baby Ben De fame 

a) oli : - Clocks, plain, $2.46, luminous, $3.16; 
a No. 764, $1.22, units of 5, $1.14; No. Big Ben De Luxe Clocks, plain, $2.46, 
763, $1.05, units of 5, 9ic.; No, 768, luminous, $3.16; Sleep-Meter, plain, 
$1.22, units of 5, $1.14; No. 771, 35c., $1.40, luminous, $2.10; Tiny Tim 
units of 10, 32%c.; No. 772, $2.06, Clocks, $1.50 each; Monitor Clocks, 
units of 5, $1.92; No. 770, $3.00, units 75e. each; Ben Hur Clocks, plain, 
of 5, $2.80; No. 486, $3.20, units of 5, $1.76, luminous, $2.46; America Clocks, 
$2.97; No. 485, $2.22, units of 5, $2.06. plain, $1.05. 

BATTERIES, FLASHLIGHT. COAL HODS. 

No. 935 or 950, unit cells, 6'%c. ‘alvant " aoe 
each; No. 750, 790, 791 and 706, 13c. ie age a ag bad 
each; No. 703, 705 and 751, 19'%4c. iS-4n. dtc. frome cay Te ‘ 
each. ied wees 

BATTERIES, NO. 6 DRY. payee ciel ; 
_ so i ee er quire—24 sheets. Size 00, $1.19 

First par: gain _ h; Com- per quire; size 0, $1.19 per quire; size 
petitive Quality, 23c. each. %, $1.23 per quire; size 1, $1.30 per 
TT 4 quire; size 1%, $1.36 per quire; size 

BA ERIES, HOT-SHOT. 2, $1.45 per quire; size 214, $1.56 per 


No. 1662M, $2.51, units of 8, $2. 


2.37; quire; size 3, $1.68 per quire; Crocus 
No. 1461M, $1.7 77, ‘units of 12, $1.67. 


cloth, $1.19. 


BOLTS AND NUTS. FILES. 

Carriage bolts and lag screws, all First quality files, 50 per cent from 
sizes, 60 per cent off list. list. Competitive quality files, 60 and 
am. anne bolts, 75 and 10 per cent off 10 per cent from list. 
is 

“diachine bolts, all sizes, 60 per cent GRASS AND PRUNING SHEARS. 
off list 


‘“‘Doo-Klip’’ grass shears, $10.80 


: » £ 2 . is 
Step bolts, 50 per cent off list. per doz.; ‘‘Doo-Klip’’ Long Handled 


Y grass shears, $18.00 per doz.; ‘‘Doo- 
BUTTS. Klip’’ Pruners, $10.80 per doz. Com- 
Loose Pin, Plated Steel Butts, 3 sige 8 —— 5a in. blades, 
x 3, 18c. air i ss th: “ase -~ e€acn, 100 quality, o% In. 
lots. Ee I "hots, _— seg beg blades, grass shears, 75c. each. High 
3%, x 3%, 16c. per pair in less than grade grass shears, 7 in. blades, $1.00 
case lots. Full case lots, 1414c. per each. Competitive Pruning Shears, 
pair. 4 x 4, 2344c. per pair in less 25c. each. Other Pruning Shears, 
than case lots. Full case lots, 22c. 64c., 67c., $1.05, $1.15, $1.20, $1.66, 
per pair. 41% x 4%, 52c. per pair. $1.83 and $2.50. 
5 x 5, 94c. per pair. ICE SKATES. 
CEL-O-GLAS OR VIMLITE. Union ice Ler’ hockey outfits, 
; ; an 98 ‘a, Mo. 9 2 No. 290, $6.00; 
36 in. wide, 100-ft. rolls, $30.28 ges ie a , $5.25; A telah 
each; 36 in. wide, 50-ft. rolls, $15.19 eee en 
each; 36 in. wide, 25-ft. rolls, $7.60 


Racing outfits, men’s, No. 95, $5.25, 








each. and No. 925, $6. 00: ladies’, No. 951. 
a) 5.25, and No. 295L, $6.00. 
CLOCKS AND WATCHES. Club outfits, men’s, No. 212, $3.75, 
Pocket Ben Watches, plain, $1.05 and ladies’, No. 213, $3.75. 
each, luminous, $1.58; Baby Ben Professional hockey outfits, men’s, 
Clocks, plain, $2.29, luminous, $2.98; No. 390, 
Big Ben Clocks, plain, $2.29, lumi- These prices are net per pair. 
nous, $2.98; Auto Clock, plain, $1.50, Men’s shoe sizes in all cases are from 
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Sales Decline Slightly— 


F YORK: January Jobbers’ 
N \W + Improved Demand Is Momentarily Expected 


4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9. 


JUVENILE VEHICLES. 


Velocipedes, No. 840, $5.95; No. 841, 
6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. on 
$7.80; No. 852, $8.15; No. 853, $9.7 

Sidewalk cycles, No. 900, $9. 40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. ; 
Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
and No. 232, $6.50. Prices are each 
and net. « 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


| LAWN MOWERS. 


8-inch wheel, 3 blade, plain bear- 
ing, 12-inch reel, $4.50, 14-inch reel, 
$5.00, 16-inch reel, $5.25; 8-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $5.50, 14-inch reel, $5.85, 16-inch 
reel, $6.20; 9-inch wheel, 4 blade, ball 
bearing, open wheel, 12-inch reel, 
$5.85, 14-inch reel, $6.20, 16-inch reel, 
$6.50, 18-inch reel, $7.25; 10-inch 
wheel, 4 blade, ball bearing, 12-inch 
—_ $6. 15, 14- inch reel, $6.50, 16-inch 
reel, $6.85, 18-inch reel, $7.75; 10-inch 
wheel, 5 blade, ball bearing, 15-inch 
reel, $12.00, 17-inch reel, $12.75, 19- 
inch reel, $13.25, 21-inch reel, $14.00; 
11-inch wheel, 5 blade, roller bearing, 
15-inch reel, $19.00, 17-inch _ reel, 
$20.00, 19-inch reel, $21.00, 21-inch 
reel, $22.00. March 1 dating is 
allowed. 


LINSEED OIL. 


Linseed oil, raw, per pound: Single 
barrels, 14.8c.; 5 barrels or more, 
14.4c.; carload lots, 14c.; tank cars, 
13.2c. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 
ulated zone. Boiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. 


Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated: 
Base price for New York City, 
Brooklyn, Queens, Westchester, and 
New Jersey is $3.35 per keg; in Nas- 
sau and Suffolk counties, $3.50 per 
keg. Cut nails, less than 10 kegs, 
$3.90; over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD. 


Sash cord, Samson Spot, No. 7, 
61c.; No. 8, 60c.; Aetna, No. 7, 30c. 
per lb.; No. 8, 29c. per lb.; Phoenix, 
No. 7, 43c. per lb.; No. 8, 42c. per Ib. 

Sachem, No. 8, 33c. per Ib.; No. 9, 
33c. per Ib. 


SANDPAPER, BOXED. 


Size 00, 100 sheets, 83c. per box; 
size 0, 100 sheets, 83c. per box; size 
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SORTING, WRAPPING— 
Should Be Done On a 





Pat’d and Pats. Pending 


+H ALLOWELL’’ STEEL —_— 


If you do any Sorting, Inspecting, Wrapping, Packing, be 
sure to look at the picture and get an evye-full of that one piece 
top of steel that never becomes soggy, smelly, unsanitary, 
never cracks, never splinters—but, on the contrary, gets 
smoother and more serviceable with age. And besides, the 


“HALLOWELL” is rugged, rigid and inexpensive. 


1368 standard sizes and combinations of “HALLOWELL” Steel Benches and Tables are carried 


in stock—therefore no waiting 


Don’t Procrastinate—Write for Bulletin 386 Today 


STANDARD PRESSED STEEL CO.) 


BRANCHES 


a JENKINTOWN, PENNA. a 


BOSTON 
SAN FRANCISCO 


Saraer BOX 535 ST. LOUIS 
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1%, 100 sheets, 89c. per box; size 1, 
75 sheets, 74c. per box; size 1%, 50 
sheets, 56c. per box; size 2, 50 sheets, 
65c. per box; size 2%, 50 sheets, 71c. 
= box; size 3, 25 sheets, 41c. per 


Xx. 
Utility packages of sandpaper, 64c. 
each. Full cartons of 72 packages 
are subject to an additional 5 per 
cent discount. 


TIRES AND TUBES. 


Mansfield tires, 4 ply, balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8.25; tubes, _ $1.60; 29 x 4.7 75, 
$9. 55; tubes, $1.70; 29 x 5.00, $9.90 
tubes, $1.75; ; 30 x 5. 00, $10.20; tubes, 


; tubes, $1.90; 28 x 
tubes, $1.85; 30 x 5.25, 
$2.05; 31 x 5.25, $12.25: 
29 x 5.50, $12.65; tubes, 


Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16. 05; 


5.25, $11.10; 
$11. 90; tubes, 
tubes, $2.05; 
$2.25. 





tubes, -$2.35;- - 


30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x_ 6.00, 
$16.96; tubes, $2. 40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 


WINDOW SCREENS. 


Diamond E, galvanized, 14 mesh 
wire, No. 01, 20; No. 1, $6.40; No. 
3, $8.40; No. 4, $9.60; No. 6, $10.40; 


No. 7, $12.40; No. 8, $12. 40. All prices 
are net per dozen. 

Diamond E. bronze, 16 —_ wire, 
No. 11, $10.40; No. 13, $12.40; No. 14, 


$13.60; MSs tC. $14.40; No. 17, $16.40; . 


No. 18, 


Wood Frame Extension Screens 
Galvanized Wire 


. Per Dozen 
Size 12 Mesh 14 Mesh 
9x33. $2.80 $2.95 
-13233 3.15 3.30 





ol 


15 x 33 
18 x 24 
18 x 33 
18 x 37 
18 x 45 
24 x 33 
24 x 37 
24x 41 
28 x 33 
28 x 37 
28 x 41 
30 x 33 
30 x 37 
30 x 45 
30 x 60 


WIRE CLOTH 


First quality, black, 12 mesh, $1.65; 
first quality galvanized, 14 mesh, 
$2.10; competitive quality, galvan- 
ized, 14 mesh, -$2.05; first quality, 
bronze, 14 mesh, $5.65, competitive 
quality, bronze, 14 mesh, $5.50; first 
quality, copper, 14 mesh, $5.15; com- 
petitive quality, copper, $5.00 


LOIN AA OOS CT om Co Co 
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TWIN CITIES: 


MINNEAPOLIS, MINN., Feb. 4.—With the first month of the new 
year already past, business in general is looking ahead to the open- 
ing of the spring season, and the general improvement in trade 
which this will bring. While general conditions are fairly good, 
it is thought that the sales records for the first part of the new 
year will not equal those of a similar period of last year. 
ever, many seem to believe that the year will develop into a better 
one, as far as business is concerned. The national program of con- 
struction work, together with a fair crop return in the North- 
west, will aid in bringing sales record upward in the Twin Cities 


and adjacent territory. 


The Northwest Automobile Show, in progress this week in the 
Twin Cities, is bringing a number of the merchants’ in all lines 
to this trade center; they are availing themselves of the opportu- 
nity to combine business and recreation, and “get a line on” mer- 


chandise for the spring needs. 


Prices are fairly stable, a decline in red rosin paper showing the 


only change this week. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


(Minneapolis office of HARDWARE AGE) 


RETAILERS, F.0.B. MINNEAPOLIS OR ST. PAUL. 


AXES. . 


Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20.00 
to $21. 50; single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 


BOLTS. 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES. 
Single loop, 9% x 14, $1.51; 9% x 15, 
$1.36; 9% x 14, $1.53 per bundle. 
BRADS. 
Wire brads, in 25-lb. box, at 75 per 
cent from lists. 


BUILDING PAPER. 


Red rosin sized building paper, 
$2.25, and tarred felt, $2.80 cwt., net. 


CHAIN. 


Log chain, eee. % x 14, $1. 
5/16 -x 14, $2.1 % x $2.89; self 
ae, 4 x is $1. 40; 5/16 x 14, $1.88; 
% x x - each; proof coil chain, 

ey x 34 in., 16.04; % in., 
26. 3 56 = +» $41.82 per 100 ft. 


COAL HODS. 
Coal hods, japanned, open, 17-in., 
$3.35; 18-in., $3.85; funnel, 17-in., 








$4.30; 18-in., $4.90; galvanized, open, 


17-in. + $4.70; 18- in. -+- $5.10; funnel, 
17-in., $5.80; 18-in., $6.30 doz. + net. 
FILES. 


First quality files, 50 per cent, and 
— brands, 60-10 per cent from 
st. 


GALVANIZED WARE. 


Standard galvanized pails, 10-at., 
$2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
8.00; No. 3, $9.35; heavy, No. 1, 
13.20; No. 2, $14.40; No. 3, $15.60 doz. 
net. 


GLASS AND PUTTY. 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 


‘Doo-Klip’ grass shears, $10.80 
doz.; “Doo-Klip” long handled grass 
shears, $18.00 doz. net. 


NAILS. 


Standard wire nails and cement 
coated wire nails, $2.90 per 100-lb. 
keg base. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 
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Improvement in Trade Is Expected 


Prices in General Are Fairly Stable 


PRUNERS. 


“Doo-Klip” 
net. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 65c. lb. base; 
second grade, 38c. lb.; third grade, 
27c. lb. base, net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SKATES. 


Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair net. 


SNOW SHOVELS. 


Snow shovels, steel blade, straight 
handle, handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER. 


Warranted half and half solder, 
28c. lb., and strictly half and half 
solder, 29c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS. 
Victor steel traps, No. 0, $1.10; No. 
i, $1.38; No. 44; No. 2, “ om 
Oneida pump traps, No. 0, $1. 59; 
1, $1.83; No. 1%, $2.81 doz., net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 


$14.30 box, and roofing tin, 20 x 28, 
8 Ib., coating, IC, $14.75 box, net. 


STOVE PIPE, ELBOWS AND 
DAMPERS. 


Crystallized stove boards, 28 x 28, 
$16.65; 30 x 30, $19.35; 36 x 36, $27.00 
doz. net. 

Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths, elbows, 6- -in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire han- 
dle, $1.15 doz., net. 


pruners, $10.80 doz., 
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Don't go through another summer 











This Westinghouse 
Fan at *5oo means 


a broader fan market for you 


This year Westinghouse is widening the 
circle of fan buyers for you. For this new eight- 
inch, non-oscillating fan, that sells for only 
$5.00, brings added business-getting possibili- 
ties to the entire line of Westinghouse Fans. 
The $5.00 price, in itself, means a new, big 
volume of sales. And the price is going to at- 
tract interested prospects to whom you can 
sell other, higher priced Westinghouse Fans. 

This new Westinghouse Fan is a staunch, 
hard-working breeze maker that opens your 
eyes to a new standard in fan value. It has an at- 
tractive black crackle finish, and is single speed, 


controlled by an on-and-off switch in the base. 


WESTINGHOUSE Fans W) 























Saat ee 


A selling plan and advertising support 
to boost your Westinghouse Fan Sales 


Before you plan your fan activity for 1930 be 
sure to see this Westinghouse Minute Man 
Plan. It tells of the help Westinghouse offers 
to make your fan season a success. Ask 
Westinghouse or the Westinghouse Agent- 
Jobber representative to explain it to you. 


without a Westinghouse Fan Contract 
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KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 


KANSAS CITY, Feb. 4.—The heavy snow which still remains on 
the ground and the sub-zero temperature that this territory has 
experienced for the last three or four weeks has been a healthy 
stimulant for volume in sleds, tire chains, ice skates, snow shovels, 


etc. 


Dealers were unable to anticipate the demand that material- 


ized for these items, and have recently been scrambling to keep 


their stocks filled. 


Sales on small cartridges and loaded shells are moving along well. 
The new prices on ammunition have evidently been gratefully re- 
ceived by the retailer, as orders keep pouring in, and already car- 
loads of ammunition have been booked for fall shipment. 

The sporting goods line is receiving attention in spring dating 


of orders. 
hose, sprinklers, etc. 


Some orders are being placed for lawn goods, such as 


Nails have dropped back to their former price of $3.15 per keg, 
while there has been a slight shakeup in oil and turpentine. There 
has been a reduction of about 5c. per gallon on raw and boiled lin- 
seed oil, and a 2c. lowering in turpentine. Galvanized sheets are 
down 25c. per cwt., and cold-rolled 27 ga. sheets have dropped 10c. 


per cwt. 


The credit situation appears fairly satisfactory, though there is 
room for improvement. The fact that retailers are quite generally 
carrying well balanced stocks has a good influence on collections. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. KANSAS CITY. 

AMMUNITION. cut thread, 50-10-5 off list: small 
Well know WW ohnneitts sak machine rolled thread, 50-10-10-5 off 
eaten 22 short. $2.98 cor thou- list; small machine cut, 50-10-5 off 
sand; .22 long, $4.08 per thousand; list as of April 1, 1927. 
.22 long rifle, $4.75 per thousand; .32 
short, a per thousand; .32 long, COAL HODS. 
9.26 per thousand. = 
“aor shells, good quality, 12 ga., 17-inch japanned hod, $3.60 per 
6c, $31.67 per thousand; 16 ga., 6c, doz.; 17-inch galvanized hod, $4.72 


$30.50 per thousand; 20 ga., 6c, $29.67 
per thousand. 


AUTO ACCESSORIES. 


Red Cat auto heaters, 3314 per cent 
off list. Regular tire chains, 35 per 
cent off list. Balloon tire chains, 
35 per cent off list. Prestone anti- 
freeze, $3.60 per gal. 


AXES. 


First quality, 3% to 4% Ilb., with- 
out handle, single bit, $14.90 per doz.; 
double bit, 3 to 4 Ib., $19.35 per doz. 
Other first quality axes, handled, 
3% Ib. single bit, $19.25 per doz.; 4 
Ib., $19.85 per doz.; 4% lb. single bit, 
$20.45; double bit, $24.25 per doz. 


BUILDERS’ HARDWARE. 


Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair; 4 x 4, $22 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.00 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE AND MACHINE BOLTS. 


Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 





per doz. 


LAWN GOODS. 


L. R. Nelson Mfg. €0. products, 
lawn’ sprinklers; Whirling Fairy, 
$13.50 per doz.; Garden Fairy, $16.00; 
Crown, $6.80; Crescent, $6.30. Noz- 
zles, Rain Boy, $4.00 per doz.; Peoria, 
$4.00. Perfect clinch couplings, $2.00 
per doz.; menders, 80c. Sizes %%, 


Shears, $10.80 
Long Handled 
“Doo- 


» The 

“Doo-Klip’’ Grass 
per doz.; ‘‘Doo-Klip” 
Grass Shears, $18.00 per doz.; 
Klip” pruners, $10.80 per doz. 


MILD STEEL BARS. 


small angles, 
structural sizes 


Bars, shapes and 
$3.56 per cwt. base; 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


MOPS. 


Betty Bright self-wring mop, No. 
10, $8.00 per doz.; Betty Bright mop 
cloth, No. 20, $4.00 per doz. 


NAILS. 


Common wire nails, $3.15 per keg, 
base (see new extras). 


q 





Severe Weather Stimulates Sales 
Some Price Revisions Are Effective 


OILS. 


Raw linseed oil in steel drum lots, 
$1.17 to $1.22 per gal.; boiled lin- 
seed oil in steel-drum lots, $1.20 
and $1.25 per gal. Turpentine, pure 
gum spirits, in steel-drum lots, 7l1c. 


SASH WEIGHTS. 


In one-ton lots or more, $1.70 per 


ewt.; less than ton lots, $1.80 per 
cwt. “ 
SCREWS. 
Flat head bright screws, 45-20 


per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 371%4-15 per cent 
off list; round head brass screws, 
321%4-15 per cent off list. 


SHEETS. 


Galvanized sheets, 24 ga., per cwt., 
$4.75 base; one-pass, cold-rolled, 27 
ga., $4.20 per cwt.; blue annealed, per 
ewt., $3.80. 


SKATES. 


Union Hardware, roller skates, No. 
6L, $1.75; No. 5M, $1.65; No. 130L, 
$2.11; No. 130M, $1.98. 

Union Hardware, ice skates, No. 
1624M, eee No. 16244%M : q 
52414, 1.19; No. 
5624L, Me 08; No. 56241, 

Chicago roller skates, No. 181, $2.65; 
No. 183, . 75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, $1.40 


SLEDS. 


Nationally known best quality 
coasters, No. 1, $2.55; No. 3, $4.40; 
No. 5, $6. 45; No. 42, $3. 16. Other well 
known sleds of good quality, No. 9, 
$1.20; No. 10, $1.45; No. 12, $2.00; 
No. 138, $2.10. 


SNOW SHOVELS. 


(All steel) No. 2 snow pusher, $10.30 
per doz.; No. 118 shovel, $11.00 per 
doz.; No. 2S, blade 11% x 14 in., $5.20 
per doz.; No. 33, blade 21% x 16 in., 
$11.20 per doz. 


STORAGE BATTERIES. 


Automobile, 6 volts, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 
$12.55; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.25; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $5.81. 


STOVE PIPE. 


Black stove pipe, crated, 3 in., $9.00 
to $9.50 per hundred joints; 4 in., 
$9.50 to $10.00; 6 in., $11.00 to $11.50. 
Adjustable elbows, 3 in., $1.60 per 
doz.; 4 in., $1.70; 6 in., $1.90 to $2.00. 


TIRES. 


Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
heavy duty cord, s.s., cl., $5.12; 31 x 
4, $9.45; 32 x 4, $10.06; 33 x 4, $10.59; 
32 x 4%, $13.61; 33 x 4%, $14.18; 33 x 
5, $21.15; Balloon, 29 x 4.40, regular, 
$6.48; 30 x 4.50, $7.22; 30 x 5.25, $11.90; 
31 x 5.25, $12.25; 31 x 6.00, $16.55; 33 
x 6.00, $17.55. Trucks, 32 x 4%, 8 ply, 
$15.79; 33 x 414, $16.34; 30 x 5, $20.12; 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 

(All foregoing prices subject to 10 
per cent trade discount.) 


Reading matter continued on page 165 
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= CHICAGO) 
SPRING HINGES 

















“Triplex” Double Acting 
Spring Hinge 


“Triplex” Lavatory Door 
Spring Hinge 





Graham, Anderson, Probst & White—Architects 
Civic Opera Building 
Chicago 


Harmony in Music and Architecture 


Just as Harmony is essential to the presentation of the great operas in this new 
“Palace of Music,” so is it vital in the design, construction and equipment of the 
building itself. 


In order that the plans of those who designed this magnificent building might be 
realized, it was important that the Spring Hinge equipment harmonize with their 
ideas of appearance and quality. 


It is a fitting tribute to Chicago Spring Hinges that they were again chosen for 
another of America’s finest buildings. 


Send for Catalogue K42 


~-(CHICAGO)-~ Chicago Spring Hinge Compang.. ~-(CHICAGO)— 
SPRING HINGES CHICAGO NEW YORK SPRING HINGES 


Look for the Trade Mark US. A. Look for the Trade Mark 
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(Boston office of HARDWARP AGE) 

BOSTON, Feb. 4.—January goes down in 1930 business history as 
a disappointing month to the retail hardware trade. In the early 
part of the month general business was good, all things considered, 
but subsequently it tapered off, and at the close was decidedly slow 
with a majority of the trade. Some of the largest retail firms have 
finished with inventories and know pretty well where they stand on 
1929 profits and 1930 schedules. It is interesting to note that in 
this class of business concerns there is a tendency to cut down on 
purchases direct from manufacturers, and to increase buying from 
wholesalers. Two or three important retailers by so doing have 
increase annual profits, ostensibly because in so doing they fail to 
over-buy and therefore maintain more liquid cash and store stocks. 
This will, of course, be pleasing news to wholesalers. 

Shelf hardware jobbers sales have fallen off noticeably. There is 
a very good call, they say, for coal hods, ash cans and sifters, as 
well as tire chains and anti-freeze, presumably because of weather 
conditions. There is a good call for steel shovels. Screwdrivers 
at special prices have gone big and are about cleaned up, and many 
latches and padlocks are moving, as well as Flit for future delivery. 
And yet, jobbers say business has dropped off quite noticeably the 
past week. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


— — 4, 5.75; 32 x 4 $6.25; 33, x 4%, 
“od —Galvanized, N 15, 6.50; 34 x 4 maT 75; 338 x $7.50; 
° 5 * 4x 6, $7.50; $6 x 5 8. Balloon, Zz 
in Afots of 12, $9.60 per doz. nets; x 4.40, $4.50; 29 x $5; 
No. ss, in lots of 24, $16 No. 5.50; 2 28 = 4°75, $5. se “o sd as, xe 60 
171, $3.12 each net; No. isl. $3. 50; 0 x 4.75, $6; 29 x 4.98, $5.50: x 4.95, 
No. 190, $4, six ribs, No. 0186, $2. 25. $6; 31 x c 4.85, $6.25; 32 x e+) 736.2 
In lots of x No. 260, $1.80 each net; 33 x 4.9 $6. 60: 34 x 4.95, $6. 1b; 28 od 
No. 26, $3.0; in lots of less than 25, 50, $6.75;°29 x 625, $6-76;°30 & 52 
ne a No 26,33 RES 7, gud $6.75; 31 x 6.25, $7. One to nine pair: 
i ” discount 30 Per cent; 10 to a A pair in 
Trucks.— Ash can, Little Man, one shipment, per cent discount; 
large wheels, $30 per doz. net; Senior A nal one shipment, 40 per cent 


— wheels, $28 <¥ —. 1 tao La- 
mothe, No small wheels per COAL HODS. 
$975 poses Agony 46s, $22. Barrel , Coal Hods.—Galvanized, with wood 
handle, $4.25, $4.65, $5 and $5.50 a 
ASH SIFTS. doz. net; Japanned, 16 in., $3.50. 





























Ash Sifts.—Triumph, two to the GARBAGE CANS. 
crate, in crate lots, $2.17 each crate Garbage Cans.—Underground, gal- 
net. Success, $6.50 per dozen net. vanized, No. 2, $9.75 each net; No. 3, 
Square, in dozen lots, $5.75 per doz. $12.25; No. 10, in lots of a dozen, $6 
net; round, $3.68. on $6 per each; cement coated, 14x 22 in., $11 
sar pet: Rapid, $8.4 each. Regular outdoor, galvanized, 
h Can Trucks. AG ittle Mann, $30 11 gal., $1.05 each; 13 gal., $1.44; 42 
m.. ‘denen net; Senior, $28. Blue Rib- qt., $1.68. 
bon barrel racks, $3.75 each net. ‘ Garbage gg eo S gal, 
" 8.20 per doz. net; 5 gal., $10.90; 7 
AUTOMOBILE ACCESSORIES. gal., $11.60; 10 gal., $12.90. é 
Tires.—Competitive, clincher, extra Garbage Receivers.—For the sink, 
heavy, straight side, 30 x 3%, $5.60 $12 per doz. net. 


each, list; 31 x 4, $9.40; 32 x 4, ‘$10. 10. 
Discount 12% and 10 per cent. COTTON WASTE. 


Tires.—Mansfield line heavy duty Cotton Waste.—In five pound bags, 
cord, clincher, 30 x 3%, oS a, 22c. a Ib. net; in 10 lb. bags, 20c.; 
list; —— side, 30 x 3%, 31 in 50 Ib. bales, 18c. White, in 1 Ib. 

x 4, $12.80; 32 x : xed 45; cartons, 24c. a package. 


22 x 4% si7.3b: 33 x’ 4%, $18: 34 x 
Sisto! 3 $23.50. ‘Discount FLIT. 





i3 ps 10 car mar Flit.—In %4-pt. containers, $4 a doz. 

Tires.—Mansfield line, truck, 8-ply net; in pint containers, $6; in quart 
cord, 32 x 4%, $23.70 —. list; 33 x containers, $10; in gallon containers, 
Bag? $24.55; ad x 5, $28.40; 34 x 5, $33. 
$33.70; 35 x $34.50; 10-ply, 32 x 6, Sprayers.—Hand, $2.80 a doz. net; 
He vj 4 x é ion ‘80; = oy sat .60; continuous, $7.20. 

“ply, x 40 x 101.80. 

Discount 30 per cent. LATCHES. 

Tires.—Mansfield line, balloon, 4.40- Latches.—Inside set, competitive, 
19, $7.80 each, list; tg $8.85; No. 01030E1, $5 a doz. net; glass knob, 
5.60-19, $11; woe $12. od he * 20, No. 023, $25, No. 551-42W, $14, No. 
$13.25; ce $14.10; os duty, 51424%,W, 
6-ply, 4.40-21, $11.50; ’5.25- Eth $16.35; Latches. os knob, No. 50, 5 
5.50-20, $17. 85: 6.50- 19, $22.30; 7.30- 20, x 5 - be $25.40 a doz. list; No. 652, 
$34.50 Discount 12% ‘and 10 per cent. 5 x $38.14; No. 043, $7. 92; No. 

Tires. — Mansfi a line, _ balloon, 043, S10 56: No. 1030, $3. 66: No. 61030, 
double service, 4.50-21, $17.45 each, $3.66. Discount, 331% per cent. 
list, $5.25-21, $25.45; 6.50-18, $33.75; Latches.—Mortise night, No. 1294, 
6.50-20, $34.50; 6.50- ‘21, $36.15. Dis- $8 each, list. Discount, 33% per cent. 
count 30 and 10 per cent. Yale, No. 66, $5.92 each net. 

Tire Chains.—30 x 3%, $4.50 a pair, Latches.—Rim knob, No. 2551, $4.40 
list; 31 x 4, $5.50; 32 x 4, $5.50; 33 x a doz., list. Discount, 33% per cent. 



























January Was Disappointing Month — 
BO STON 4 Seasonable Lines Are Fairly Active 


PADLOCKS. 
Padlocks.—Yale & Towne Mfg. Co. 
line, No. 228, ste. each net; No. 


86c.; No. 1375, $9. 60 per doz. net; 
assortment, No. 683, $3.33 each, net. 
Russel & Erwin rim night, No. 1290, 
$12 per doz. net; No. 100, $11 


PAILS. 

Pails.—Galvanized, 8 qt., $2.28 per 
doz. net; 10 qt., $ “54; 12 qt., $2.80; 
14 qt., light, $3.1 12 qt., heavy, 
$4.11; 14 qt. Gaaey, $5.42; 14 at. 
extra heavy, $ 9. 

Pails. — Wood, two hoop, clear, 
$4.12 per doz. net; 3-hoop, clear, 
Hi 50; stable, iron hoops, $6.50; white 
cedar, galvanized hoops, $17. 


POULTRY SUPPLIES. 


Incubators.—No. 40, $1.75 each net; 
style E, No. 14, $11. 50; No. 16, $19.25; 
No. 17, $25.73; No. ty $16.25; Bs - 
$1.18 49 No. 3, $40.43; No. 4, $47; 

he — Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14: 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken ey. $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric nueoess. No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13. 33: No. 
92° 200 chicken capacity, $17.33: No. 
93, 300 chicken capacity, $20.65. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
and 10 per cent discount. Direct mill 
shipments, galvanized after weaving, 
50 and 60 per cent discount. 

Staples. — Galvanized, in 100 Ib. 
packages, $6 per 100 Ib.; in 10 Ib. 
packages, $7.25; in one pound pack- 
ages, $8.25; in %-lb. packages, $9; 
in %-lb. packages, $10.75. Direct 
shipments, in car lots, $4.25 per 100 
Ib.; in less than car lots, $4.50. 








Reading matter continued on page 168 


Troughs, Etc.— Feeding troughs, 
$1.20 to $4 a doz. net; feeders and 
fountains, 60c. to $3.67; drinking 
fountains, 1% qt., $6.50, 3- -at., $11.75; 
dry mash hoppers, 30c. to $6. '67 each 
net; fountains, $2.80 to $40 a doz. net; 
mash feeders, $80; oat sprouters, $3.65 
each net. 

Egg Crates.—New model, metal, 
capacity 1% doz., 84c. each net; 2 
doz., $1; 3 doz., $1.17; 4 doz., $1.34; 
6 doz., $1.67. 

Accessories.—Replace sections of 6, 
9c. each net; address cards, 2c. each. 

Waterglass. — In pint containers, 
$1.25 a doz. net; in quart containers, 
$1.85; in gallon containers, $6.50. 

Miscellaneous.—Hens’ nests, wire, 
No. 10, $1.58 a doz. net; No. 15, $2. 
Egg testers, $2 a doz. net. Nest 
eges, $2.35 a gross net; lice resisting 
nest eggs, $4.33. 


SHOVELS. 


Shovels.—Steel, polished, Ames two 
Star brand, D-handle, No. 2, round 
and square; long handle, round and 
square, $12.13 a doz. net; three Star 
brand, No. 2, D-handle, round and 
square; long handle, round and 
square, $14.63; four Star brand, 
D-handle, round and square, long 
handle, round and square, $17.13. 

Scoops.—Steel, polished, et four 
Star brand, D- handle, No. 2, $17.75 a 
doz. net; No. 3, $18.38; No. 4, $19; 
No. 5, $19. 63; No. » $20.88. Breaking 
down scoop, black, D-handle, No. 6, 
$20.63 a doz. net. 

Shovels.—Snow, Rugg Line, steel, 
long plain handle, round, $4.50 per 
doz.; square, $5; split wood D handle, 
No. 78%, $5; iron D handle, No. 79, 
$5. Boss line, long handle, $4.75; iron 
$e. $6; split wood D handle, 

.fo. 
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Do you know what Luther makes 












Vises—Grinders 
We make a splendid 
line of hand or bench 
grinders and _ vises. 
Send for catalog. 


Luther Bench 

Grinder 

6”, 7”, 8” Power 

Grinder for contrac- 

tors, garages, pattern 

shops, machine shops, 

etc., general grinding 
work, 


Luther Sickle 
Grinder 


for circular. 


mower wheel. 















Skate Sharpeners 
Two sizes, both profit 
makers, motor and 
belt driven, and can 
be used all the year 
round. 


One of 4 types—send 
This is 
a speedy, light run- 
ning, ball-bearing type. 
Clamps on bench or 





—and how we sell ? 


With operating expenses of jobber and dealer 
higher than ever before—how are you concen- 
trating your orders, and how are you checking 
your supply sources? 


No hardware manufacturer, jobber or dealer today can 
carry water on two or three shoulders. We recognize thor- 
oughly that 60% of the jobbers’ orders are taken at a loss 
and that the average manufacturer has no organization to 
contact the thousand and one varying sources of buying that 
exist. 


Jobbers and dealers, though, have a responsibility toward 
a line manufacturer that would serve to help buying and 
selling. Find out what manufacturers make and work with 
that manufacturer to establish that line. Buy a line that 
has a policy, give them production, and in return they can 
help you to create better profits. 


True—you cannot buy all products, but you can investi- 
gate closer the policies of the houses you buy from and 
cooperate whole heartedly with same. You can’t sell every- 
body—nor will price or any form ‘of retail competition 
send all buyers scooting in one direction. Increased sales 
don’t mean increased net profits. 


On this page, we show six items of the dozens we manu- 
facture. Some are highly competitive—some are not. Give 
us the consideration our line deserves and we will go out 
and help you establish it. We are not breeding competition 
in your back yard. 


LUTHER 


Lawn Mower SHARPENER 


A thoroughly good machine at a fair price. 


Luther makes skate grinders—sickle grinders and lawn 
mower sharpeners—goes right along with mechanics’ grind- 
ers, tool grinders, hand and power grinders. We have made 
considerable improvement in lawn mower sharpeners and 
are prepared to increase production materially. 


The No. 347, illustrated herewith, will pay good dividends 
immediately. Lawn mowers are universally used, they have 
to be sharpened. $1.50 each is a reasonable charge. The 
set-up and adjusting time on the No. 347 is reduced ma- 
terially. 


If necessary to grind striking plate—you can use the same 
motor bolts with brackets we supply. Shearing edge, also 
bevel edge, may be ground. 


Skate sharpening can also be done on this lawn mower 
sharpener in season, so the No. 347 serves a double purpose. 
Sharpens all types of skates. 


Specifications 


Write for Catalog 


Catalog of full grinder line with special circulars on indi- 
vidual line are ready—write for any information or prices. 


Luther, Inc. 
299 South Water Street 
MILWAUKEE, WISCONSIN 
Manufacturers of 


Grinders, Vises, Grinding Wheels, Scythe Stones, Wire 
Wheel brushes and other specialties. 
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(Cleveland office of HARDWARE AGE) 

CLEVELAND, Feb. 4.—Hardware business showed a little more life 
during the latter part of January than earlier in the month, but job- 
bers’ sales during January were somewhat less than during the same 
month a year ago. Retailers are buying to fill in stocks now that 
inventories are over. A little more interest is being shown in sea- 
sonal merchandise for spring, although future business is rather 
moderate in volume. Automobile tires, which have been moving 
rather slowly, are in better demand than for some time. Prepared 
roofing is also moving fairly well. Pruning shears are among the 
active items. 

The market generally has a firm tone and there are few price 
changes. Prices have been issued for coal heating and cooking and 
gas heating stoves and gas ranges for next fall, and while there are 
some minor readjustments, store prices on the whole show very little 
change. Prices have been revised on hexagon head cap screws. Pre- 
pared roofing shingles have been advanced about 10 per cent. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


AUTOMOBILE TIRES AND SUP-| per cent off list; 54 per cent for 
PLIES. a 


Tires d Tubes.—M: field tires, J id 
outy tellenn: 29 x 4.40, $7.40: tabes, BUILDERS’ HARDWARE. 



































































$1.50; 30 x 4.50, $8.25; tubes, $1.60; In case lots, lock sets, $5 per doz.; 
29 x 5.00, $9.90; tubes, $1.75; 30 x 5.00, heavy strap hinges, 6 in., $1.55 -per 
$10.20; tubes, $1.80; 30 x 5.25, $11.90; doz.; 8 in., $2.40 per doz.; extra heavy 
tubes, $2.00; 31 x 5.25, $12.25; tubes, T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.05; heavy duty, 6-ply, 29 x 4.40, $2.70 per doz.; 10 in., $4.25 per doz. 
$9.50; 30 x 4.50, $11.05; 30 x 5.25, Butts, case lots, 3 in. and 3% in., 
$14.30; 31 x 5.25, $14.70; 33 x 6.00, l6c. per pair; 4 in., 2lc. per pair; 
$17.55; double service, 6-ply, 29 x for less than case lots, all sizes are 
4.40, $12.90; 29 x 4.50, $13.25; 30 x 2c. per pair higher. Butts with sand 
4.50, $13.95; 29 x 5.00, $16.85; 30 x blasted finish are 4c. per pair higher. 
5.00, $17.30; 30 x 5.25, $19.70: 81 x Ornamental hinges, standard finish, 
5.25, $20.35; Liberty, 4-ply, 29 x 4.40, $1 per doz.; nickel finish, $1.20 per 
$5.65; 30 x 4.50, $6.30; 29 x 5.00, $7.95; doz.; sand blast finish, $1.15 per doz. 


30 x 5.00, $8.20; 31 x 5.25, $9. 85; 32 x 


6.00, $11.85; high pressure cords, 30 _0. 
x 3, $4.40; 30 mr 3%. $4.75; Bas = x 4, CELL-O-GLASS. 


$8. 45; 32 x 4, $9.05. Cell-O-Glass in 100 ft. rolls, 10%c. 
Anti-Freeze Liquids. — Denatured per sq. ft.; glass cloth in 100 yd. 

alcohol drums, 57c. to 64c. per gal.; rolls, 24c. per sq. yd. 

5-gal. lots, 80c. per gal. Prestone, 

6-gal. lots, $3.60 per gal.; less than CHAINS. 


6-gal., $3.80 per gal. 
Coil chain, 3/16 in., eo 85 a 100 


Ib.; % in., $10.75 per 100 1 5/16 in., 

AXES. $9.25 per 100 Ib: %, in oh per. 100 

' ‘ow tiles, No. » é per doz.; 

ean ek inte, Uittee, ree No. 15, $2.50 per doz. Tie-¢ut chain, 
base, per doz.; unhandled, $15.50 per 60 per cent off list. 


doz.; double bitted, handled, $24.50 
— doz.; ee —— unhandled. ELECTRIC FANS. 
20 per oz.; 60c. increase for dozen : i 3 

lots weighing 42 to 48 lb. and smaller Robbins & Myers 10-in. AC oscil- 
advance for each 6 Ib. additional lating type, $17 each; 12-in., $27 


weight increase. each; stationary 8-in., $5 each. 
BATTERIES. FERTILIZER. 
. Old Gardener 5 Ib., 32¢.; 10 Ib., 
B and C Radio Batteries: 55c.; 25 Ib., $1.12; 50 Ib., $2; 100 Ib., 
“BR” “cr $3.90. 
SS EE eee = = GAME TRAPS. 
th | a rrr 1.3 4 ] 
eg pt Paster aR enn eee 4 - Victor traps, No. 0, $1.10 per doz.; 
=e = ceceeseesenasas 4 ope No. 1, $1.38 per doz.: No. 1%, $2. 46 
No. 486 ceeeeceperh ete 2°97 390 per doz.; No. 2, $3.36 per doz.; double 
wi icicle ao see aah de “$s grip, No. 91, $2.44 per doz.; Oneida, 


Dry Cell A _ batteries, No. 7111, y rE ~ ae 
3546c. in standard packages, 40c. in ig fy pod 0, io te so at — 
broken lots; Columbia igniter dry cell dox ag No 2 $4 39° er doz. di tt Pi 
batteries, 32%c. in standard pack- Aaa ts ee g Pp : 
ages, 36c. in broken lots. 


GRASS AND PRUNING SHEARS. 


, ales Last Month Decline Slightly— 


g 
CLEVE LAN $s Prices Show Some Minor Revisions 


LAWN GOODS. 


L. R. Nelson Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
fect Clinching hose menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary, $11.60 per doz.; 
eww $5.75 per doz.; Crest, $5.65 per 

OZ. 


NAILS AND. WIRE. 


Nails.—Factory shipment, car lots, 
$2.35 per keg; less than car lots, $2.50 
per keg for factory shipment and 
$2.65 per keg for stock shipment; 
other products for stock shipment 
No. 9 galvanized wire, $3.05 per 100 
lb.; No. 9 annealed wire, $2.60 per 
100 1b.; 4 polished fence staples, $3.10 
per 100 lb.; galvanized fence staples, 
$3.35 per 100 lb.; coated nails, $2.65 
per keg. 

Barbed Wire. — Lyman, 4-point 
cattle wire, $2.97 per 80-rod spool; 
hog wire, $3.20 per 80-rod spool. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine in drums, 65c. per 
gal.; in 5-gal. lots, 83c. per gal. 

Linseed oil in drums, $1.14% per 
gal.; in 5-gal. lots, $1.32% per gal. 

White lead in 100 lb. kegs, 14%c. 
per lb.; in 50 and 25 Ib. kegs, 14%4c. 
per lb.; in 12% Ib. kegs, 14%c. per 


Ib. 

Quantity discount, 500 lb. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


CLOTH. 


Poultry netting after weaving, 60 
per cent off list; galvanized before 
weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 
bronze, 14-mesh, $5.50; 16-mesh, $5.90. 


weir ing 


CX No. 112A, $2.50; CX No. 
326, mT "CX No. 327, $3; CX’ No. 380, 
$3. 50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROLLER SKATES. 


Union line, less than case lots, Nos. 
4SC and 5SC, $1.42 per pr.; rt $1.55 
per pr. Chicago line, No. $2.65 
per pr.; No. 183, $2. 15 per oH No. 
185, $2.75 per pr.; No. 101, $1. 32 per 
pr.; Nos. 103 and 105, $1.57 per pr. 


ROPE. 


Best grade manila rope at 21%c. 
per lb. for factory shipment and 22c. 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
16%ec. for shipment from stock, 


SHEETS. 


“ac” galvanized sheets, $4.60 per 


SNOW SHOVELS. 


Snow shovels, No. 33 galvanized, 
$9.50 per doz.; No. 34 galvanized, $10 
per doz.; No. 36 galvanized, $13.50 
per doz.; No. 35 maple, $18 per doz.; 
No. 31 steel blade, $9.25 per doz.; No. 
27% children’s, $2 per doz. 


STOVE PIPE AND ELBOWS. 


6 in. 28 gage stove piper per crate 
of 25 joints, $3.19 for factory ship- 
ment and $3.45 for stock shipment. 
Same, 26-gage, $3.81 for factory ship- 
ment and $4.15 for stock shipment; 
6 in. corrugated elbows, 28-gage, $1.31 
per crate for factory shipment and@ 








Goodwin grass shears No. 10, $13.80 
BOLTS AND NUTS. per doz.; No. 20, $10 per doz.; Clear- 
Machine and carriage bolts, cut cut No. 800, $6 per doz.; No. 1000. $10 
thread, hot pressed and cold punched per doz.; Wiss, No. 600, $12 per doz.; 
nuts and lag screws, less than case Doo-Klip grass shears, $10.80 per 
lots, 60 per cent off list; bolts with doz.; Doo-Klip long handled grass 
rolled thread, % in. x 6 in. and shears, $18 per doz. 
smaller, 60 and 10 per cent off list; Pruning Shears—Clearcut No. 1104, 
additional discount of 10 per cent is $11.50 per doz.; Pexto, No. 60, $8 per 
allowed for full case lots of one size; doz.; No. 5, $3.50 per doz.; No. 505, 
stove bolts, 75 and 10 per cent off $7.25 per doz.; Doo-Klip pruners, 
list; semi-finished nuts in bulk, 60 $10.80 per doz. 
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$1.40 for stock shipment. 











POULTRY NETTING AND WIRE 
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Your Customers 


will want these recent additions to the ““H & R” line. When they ask for 
these new products let them find you ready. 












H&R ‘22 SINGLE SHOT” 
New “U.S. R. A.” Model 


AN ARM OF PRECISION AT A MODERATE PRICE 


A number of changes in the original model have been 
made to conform to recommendations made by nationally- 
known experts. The shape of the stock now permits the ap- 
proved high position or grip, and the back of the stock, as 
well as the sides, is checked. 

The throw of the hammer, actuated by a coil spring, has been shortened and 
is now the shortest and fastest in any American arm. This accomplishes very 
fast lock-time and minimizes the disturbing effect on the entire arm at the time 
of release. 

The cartridge head is entirely enclosed, eliminating all possibility of blown- 
out cartridge heads. An automatic eje-tor throws all shells entirely clear of 
the pistol. 


Here’s Something New and Different in Single Guns 





A light and easily carried gun for the popular 410 gauge shell. No detachable parts to be lost or mis- 
laid. A ball and spring device (patent applied for) limits the movement of the barrel to the normal posi- 
tion, except when it is desired to fold the gun. 


410-12m/m, 22 inch Steel Barrel. Stock, fine black walnut; 
flexible hard rubber butt plate. Weight, about 4% pounds. 


Order through your Jobber. 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASSACHUSETTS, U. S. A. 
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PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Feb. 4.—Jobbers in this district report that their 
aggregate business during January was fairly satisfactory, and al- 


Sd 
+ 


though sales totals were somewhat below those of the corresponding | 


month last year with some companies, the present year did not start 
off with such favorable prospects. Current buying is limited to 
small lots, but orders are fairly numerous and it is evident that re- 
tailers are watching their stocks closely. Jobbers report a good 
volume of business booked in farm, garden and lawn products, 
poultry supplies, screen wire goods, paints and other articles. 

Price changes are of a minor character, and quotations on many 
of the principal hardware products have now been reaffirmed for 
1930 at the same levels which prevailed last year. In many cases 
manufacturers are directing their efforts toward greater price sta- 
bility, and success is reported in many lines. Collections are char- 
acterized as poor in some districts, and at the best are only fair. 
Increasing employment in the steel mills and coal mines, however, 
is expected to develop a readier flow of money before spring. 

The comeback in steel operations since the first of the year has 
been nothing short of phenomenal. Mills which operated at 40 to 
50 per cent of capacity in the last two weeks of 1929 are now run- 
ning at 75 to 80 per cent, and January specifications of some com- 
panies were only slightly under the monthly average for 1930. 
Further improvement in steel mill operations can be expected to pro- 
ceed as rapidly as that of January, but if February is as good a 
month as its predecessor, the industry will consider itself very for- 
tunate. In the meantime prices have achieved more stability at the 
lower levels which became effective during January, and clarifica- 
tion of this point has undoubtedly stimulated buying to some extent. 
It is freely indicated that present quotations are exceedingly un- 
profitable on some lines, and the unwillingness of many mills to 
contract ahead at present prices lends color to the belief that ad- 
vances will be announced about the beginning of the next quarter. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4-ply baloon type, 
29 x 4.40, $6.50; tubes, $1.31; 30 


FARM, GARDEN AND LAWN 
GOODS. 
Garden Hose.—250 to 500 ft. coils, 


$7.25; tubes, $1.39; 29 x 4.75, $8.39: 

tubes, $1.46; 29°x 5.00, $8.66; tubes, oS akin he te ee ne abies ie 6 
os 4 $0.38; tubes, $1 8; roo ft. lengths coupled, %c. per ft. 
$10.32: tubes, $1.65: C8, vas Fy 5, §39 "73: higher; nozzles, Gem, $5.50 per doz.; 
tubes, $1.58: 30 x B bs” Sie. & t 73: 31 Diamond, $4.50 doz.; Nelson Spray, 


$4 per doz; Giant, $3.25 per doz.; reels, 


29 x 5. 50, $1 to $4 each; Perfect hose couplings, 


x 5.25, $10.75; cubes, $1.76; 
$11.10; tubes, $1.95. 


$2 per doz.; Sherman hose couplings, 
Same, 6-ply, 30 x 5.50, $14.06; tubes, $1.40 per doz. ; Perfect hose menders, 
$2.03; 30 x 6.00, $14.14; tubes, —s 80c. per doz.; hose nipples, $2.40 per 

YY x 6.00, $14. 57; tubes, $1.99; 32 doz.; hose adapters, $2.25 per doz. 
.00, $14.84; tubes, $2.06; 33 x 6.00, Sh Doo-Kli ons 
$15.36; tubes, $2.18. ears. —- Doo-Kllp grass shears, 
$10.80 per doz.; Doo-Klip long handled 

BATTERIES. grass shears, $18 per doz. 


Pruners.—Doo-Klip 
per doz. 


Packages Packages pruners $10.80 


Broken Unit Sprinklers. —Crown lawn sprinklers, 

$2.06 $7 per doz.; Crescent lawn sprinklers, 
44 $6.50 per doz. 

2:30 Sprinkling Cans. — Galvanized 
1.14 sprinkling . cans, 4-qt., $5.75; 6-qt., 
"39 $6.50; 8-qt., $7.50; 10-qt., $8.40. All 
“97 prices per doz. 

1.30 

1.30 FERTILIZER. 

4 Old Gardener, assortment No. 1, 
“79 $98.16; assortment No. $59.95; as- 





No. 
packages, 36c. each. 


6 dry cells, ignition type, unit sortment No. 3, $28.73. 


Koppers Velvet Lawn fertilizer, 


Flashlight.—No. 935, 6%c. each; 33% per cent off retailers’ selling fig- 
No. 950, 634c.; No. 790, 18c.; No. 705, ures. 
1916¢.; No. 750, 13%c.; No. 791, 18c. Loma fertilizer, per case of 24 1-Ib. 
sn'37" Shot.—No. 1461, $1. 67; No. 1661, 


cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 


Reading matter continued on page 





| 
| 





January Sales Were Below Year Ago 
Credit Situation Is Only Fair 


FLASHLIGHT CASES. 
Winchester +o}? Cases.—No. 


6414, 62c.; No. 6514, 68c.; No. 6824, 
$1. 43; No. 6921, $2. 40; No. 6924, $2.08; 
all each. 


Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


GAME TRAPS. 


Diamond-No. 21, $1.35 per doz.; No. 
21%, $2.44 per doz.; No. 22, $3. 36 per 
doz. 

Victor No. 1, $1.38 por doz.; No. 
1%, $2.44 per doz.; No. 2, $3. 36 per 
doz. 

Triumph No. 1, $1.32 per doz.; No. 
1%, $2.20 per doz. 

ICE SKATES. 

Boy s clamp skates, plain, 84¢. per 
pr.; nickel-plated, $1.20 per pr. 

Hockey pattern, $1.10 per pr.; 
nickel- plated, $1.30 per pr. 

Ladies’ clamp skates, plain, $1.20 


per pr.; nickel-plated, $1.50 per pr. 
MISCELLANEOUS TOOLS. 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
=. Nos. 13, 22, 113, , os and 
32h. 5 $5.40; 5% ft., $6; $7. 

Electric Drills.—No. ‘141, sos’ ae: 
No. 142, $32; No. my $48; No. 562, 
$35.20; No. 382, $41.6 

Files.—Disston, 50 - 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per = off list. Simonds, 
50 per cent off lis 

Garage Vises. i 43, $2 each; No. 
43%, $3; No. 14, $5. 


ORNAMENTAL FENCE. 


Ornamental Fence.—Style LX 36 in., 
$6.40 per 100 ft.; 42 in., $7.20 per 100 


ft. 

Style F, 36 in., $8.80 per 100 ft.; 42 
in., $9.60 per 100 ft. 

Single Walk Gate.—36 in. x 3 ft. 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
ft., $2.70; all prices "each. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); while lead, 14%c. per lb. in 
100-1b. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less on lots of a ton or more; 
turpentine, 70c. per gal. in barrel 
lots; raw linseed oil, 15-3/5c. per Ib., 
in barrels lots. 


WIRE PRODUCTS. 


Fence Wire 
oe ~! Ib. 
A to 9 gage 


Annealed Galvanized 
85 $3.30 





16 3.6 
Barbed wire (per 80-rod spool), 





BME RAAB: os 5:05.0050n5ncned bes 70 
Pe GU ccs edes cass ateessny 2°88 
SONNE UE. 5c 0-0 654 60450658 s 3.12 
GREENS GRU ossicsiowsccesscesce 2.88 
2-point cattle (special) ........ 2.07 
Field Woven Wire Fence (per 100 
rods) 
eer ea reer tt F 
DID sca k cus nsvesitsicseeaess See 
SEE cr cuca a ch eee wks cee awe t 
| oe A ene ere 
Oa ere 
_. Sr rere T 
No. 14% gag 
Poultry and rabbit small mesh: 
OSS... | Spee eer. $38.25 
Se errr rrr rt 47.00 
SED vp pwek ava soeae <sde seen 54.25 
SS. eee 63.00 
Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 
DU essawseseetaen DOG NE cnc sacs 
8% Re sscveseaves 55c.each 38c. each 
peg kbeeGeesee 65c. each 40c. each 
(ke KEaNtighe ert emees 45c. each 


4 te 
right nails, base, per keg, $2.60. 
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What a pity to take a chance 


when the difference 1s Jess than 1% 


CHEAP HARDWARE 
Ist yr |2nd yriSrd yri4th yriSth yr 



































GOOD HARDWARE 
Ist yr|2rdyrj3rd yri4th yriSth yr 











NO FROUBLES 





NO UPKEEP 























(Point this out to your customers) 


ERE’S a new slant on selling hardware that 
will bring ew dollars to the till if you use it. 
Ever stop to think that the difference between 
using cheap hardware and good hardware on a 
house is trifling—less than 1% of its total cost? 


Yet in satisfaction and protection this fraction 
makes all the difference in the world. 


That is the truth about good hardware—the right 
way to talk it and sell it. Point this fact out quietly, 
in the right way, and you can make-double sales 
grow where single ones grew before. 


Here’s the way one unusually successful Corbin 
dealer puts it to speculative builders: “Mr. Con- 
tractor, if your home owners knock your houses, 
they’ll make it hard sledding for you, won’t they?” 


“Then why look for trouble? Why give them cheap 
hardware? You and I both know it rusts and 
breaks and has to be replaced. When it does you 


know that your owners will be sore—and that. 


they'll get even by broadcasting what troublesome 
jobs you build. You don’t want that, do you?” 


To the question of cost, here’s his answer: ‘“‘Costs 
more? Well, what if it does? Actually, the differ- 
ence between cheap hardware and good hardware is 
less than 1% of your total cost. Your prospects 


aren’t thinking in hundreds. They’re buying a 
building that runs into thousands; one-half of 1% 
isn’t going to stop or startle them. 


“Then, too, if you can say to your customers that 
you are using the famous Corbin hardware through- 
out—with Corbin cylinder locks to protect every 
outside door, not just the front one, you have 
said something.” 


And here’s:a thought home owners won’t fail to 
thank you for. 


All hardware may look alike in the beginning, 
when its new and bright. The fact that it’s cheap 
may not even be noticed. But—wait ’till you live 
with it... wait ’till it starts rusting, rattling and 
failing to work. : 


Yes—it is a pity, when’ the difference between 
cheap and good hardware is less than 1%. But it is 
an even greater pity if you permit it, for you are a 
specialist. You know the difference. They don’t. 
If you don’t guide them, who will? If you don’t 
tell them, who should? 


Remember, such a little difference doesn’t count; 
They are thinking and spending thousands, and 
they are expecting you to.give them good advice 
and good hardware-Corbin. 


ORBIN SINCE NEW BRITAIN 
5 * 1849 CONNECTICUT 


The American Hardware Corporation, Successor 


New York 


Chicago 


Philadelphia 








GOOD BUILDINGS DESERVE GOOD HARDWARE 
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N SASH CORD* 


~ i RDAG bs 

oO) Vetere 

ture Heeitied 

of all kinds, sizes, and 


ities. for all purposes, also 

| cotton twine, each identi- 

ed by its Brand Name and Trade 
Ores Ing the best VALUE 


111} SP thpeniormigis 








* SAMSON SPOT SASH CORD is solid braided of We also manufacture other sash cords, as well as SAM- 


extra quality cotton yarn, and is warranted free from SON SMALL LINES, SAMSON SOLID BRAIDED 
imperfection in braid or finish. It is the most durable | ROPE, PHOENIX AWNING LINE, BLACK-BIRD 
material for hanging windows, outwearing all substii CLOTHES LINE, other solid braided cotton cords 
tutes. PHOENIX SASH C (ORD is uniform, reliable, for all purposes, and NASHOBA GLAZED COTTON 
Pratemitare(acitcohmautuaer TWINE.. Send for CATALOG. 
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Meet Any Lawn Mower De- 
mand with This Complete Line 
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A big line of Herschel W & B lawn mowers from 
which to choose—a wide range of prices—a style 
for every need. All guaranteed because of quality 
materials and careful workmanship. 

The very same features that cause dealers to stock 
Herschel W & B mowers are the sales-making 
points that move them rapidly off your floor. 


HERE THEY ARE: 


. Extra large pinions. 


nyo 


. Hardened throw pawls. 


Ww 


. Timken tapered, automatic self-adjusting reel bear- 
ings and Hyatt roller bearings in wheels. 


fh 


. Automatic self-adjusting ball bearings. 


w 


. Four-square construction frame for constant align- 
ment. 


a 


. Easily accessible cutter bar adjusting screws. 


ss 


. Special wheel clips, no cotter pins. 


Write for complete information today. If you haven't 
a copy of our catalog we will supply on request. 


R. HERSCHEL MANUFACTURING CO. 


Peoria, Illinois 
Branches: Omaha, Nebr. Minneapolis, Minn. 


PUTNAM & CO., 32 Howard St., New York, N. Y. 
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“ATLAS TACKS point 


to bigger sales for you” 






You can have Atlas Tacks and Small Nails to 






meet the needs of any. type of customer. 


A complete line is available in both quality 





and price range. 






Atlas Tackre and Small Nails are clean cut, 





sharp, serviceable items that will please your 





customers ...and bring them back for more. 






Leading jobbers handle the Atlas Line . . . it 





will pay you to specify them by name in your 





orders. 






ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. 


ST. LOUIS, MO. / \\ 
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CHESTER 


TRADE MARK 














@o~ \ 
Week of 
February 2nd to 8th 


beComing events cask Cher 
shadows before Chem” 


This is an age not only of qual- 
ity. but an age of stvie—of new 
ideas and improved features 
which will keep the buying 
public interested and ‘which 
will make it easier for you to 
sell. 


Winchester, therefore, strives 
constantly, not only to main- 
tain the traditional Winchester 
quality, but to exercise Win- 
chester ingenuity in improv- 
ing old products, in develop- 
ing new ones and fo originate 
and introduce ideas which will 
make it easier to sell the 
entire line of Winchester guns 
and ammunition. Cleaning and 
Lubricating Preparations, 
Flashlights and Batteries, Fish- 
ing Tackle. [ce and Roller 
Skates, Cutlery and Tools. 


Next week will bring you news 
of ‘several such developments. 
We are “casting their shad- 
ows before them” for we 
want you to be sure fo see the 
four-page Winchester adver- 
tisement in color in the next 
issue of Hardware Age. 


eee 


0®@ 





Watch Next Week for 
Four Page Winchester 
Advertisement 





Announcing —a distinctively new and handier form of 
shotshell packing which enables dealers to sell, not only a 
ro volume, but a larger volume of the highest grades of 
shells 





Explaining—the six features which have been developed 
in Winchester roller skates and showing why these skates will 
outrun, outdistance, outlast and outsell any other type that 
you could offer. 





Telling —where Winchester Kopperklads “Led All The 
Rest” and explaining why these staynless copper coated car- 
tridges are steadily becoming the most popular of small bore 
ammunition. 


WINCHESTER REPEATING ARMS CO, 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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MODERNISTIC 
HARDWARE: 
by RUSSWIN 


VVVVVVVVVVVVVVVVVVVYV 


The slogan of this factory is “MORE AND BETTER DESIGNS”, but with us it has become 
more than a slogan—it has been translated into action and has become.a vital, aggressive 
force in carrying RUSSWIN along the road of progress. 


In the campaign for “MORE AND BETTER DESIGNS”, we were the first to create and 


market Hardware to meet the Modern trend of Architecture. 


























RUSSELL & ERWIN MFG. CO., NEW BRITAIN, CONN. 
The American Hardware Corporation, Successor 


NEW YORK CHICAGO LONDON 
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To Help You Sell 


Let Pexto help you sell chisels. Here’s the 
kind of display to attract the attention of 
everyone who might buy. Holds four chisels 
right out where the prospect can handle them. 
Supplied without charge with an assortment of 
one dozen chisels, 3 each, %4, %, % and 1 


inch No. 31-B or No. 111-B. 


To You 

it means 

highest quality, 
To Us 

a Responsibility 


We also have an attractive catalogue booklet 
on chisels which shows the whole line. Just 
the kind of booklet to interest the mechanic 
and so to help you sell chisels. 


The Pexto trade-mark on chisels means to 
you the highest quality. To us a responsibil- 
ity—a mark set over 110 years of manufacturing 
experience—to which we must live up. Pexto 
chisels are forged of special steel of great strength. 
They are scientifically hardened and tempered, and so 
hold a keen, sharp cutting edge. 
Handles are of specially selected white hickory, finely 
polished and finished. They are surmounted with caps 
of new live leather. The blades have famous Pexto 
mirror finish and are ground to a keen sharp edge. 
Each chisel is inspected and tested thoroughly before it 
leaves the shipping room. 
No. 11-B, shown above, is supplied either with plain or 
bevel back and like all Pexto chisels is supplied in all 
widths. 


Pexto chisels and all the other Pexto quality tools can be 
obtained from your jobber. Write us for catalogue 
















No. 26-T. 
THE PECK, STOW & WILCOX CO. 
Chisels Southington, Conn., ie 
Bn U.S.A. FES ea 
Tools 


Pruning Shears 


IT PAYS TO CONCENTRATE—ON PEXTO 




















HARDWARE AGE for FEBRUARY 6, 1930 





brothers report that a floor of this 
type, is no more costly than a good 
wood floor; is easier to clean and 
presents a much better appearance. 
While the new building provided 
modern quarters for the firm, the 
proprietors realized that the mer- 
chandising facilities of the store, 
should also be in keeping, if best re- 
sults were to be obtained. The 
equipment, formerly used in the old 
store had served its day. Only the 
best and latest type of display fix- 
tures would do justice to the new 
building. After considering the 
problem carefully, an expert store 
engineer was engaged to lay-out 
plans for the equipment and to sam- 
ple the stock. Notwithstanding that 
additional expense was incurred 
through engaging the services of a 
merchandising expert, the increased 
efficiency which resulted, were de- 
clared well worth every cent of the 
expenditure entailed. Fixtures were 
furnished and installed by Duluth 
Show Case Co., Duluth, Minn. 


Every line is now displayed in the 
most advantageous store location 
for that particular line, while in- 
dividual items are shown in the lat- 
est and most productive manner. 
Wide inviting aisles were planned 
to surround “islands” of open dis- 
play tables, assuring maximum cus- 
tomer circulation. Thatcher’s have 
found that expensive, quality arti- 
cles have a ready sale, when dis- 
played on open top tables. Related 
merchandise has been grouped to- 
gether, in approved fashion, which 
results in many uncontemplated pur- 
chases. As far as practicable, the 
entire stock was departmentilized 
and more efficient results are now 
being secured. 

Sampled, panel display is the fea- 
ture of the wall fixtures. Nearly 
three times as much merchandise is 
shown on the panels, in a much 
more effective manner than was 
possible with the antedated equip- 
ment in the old store. The panel 
display has also proved an invalu- 
able aid in assisting the customer to 


Why 
Thatcher's 
Moved From 
Main St. 


(Continued from page 133) 


make selections with a minimum of 
effort. As patrons are thus served 
more quickly and efficiently, this 
feature saves time and effort for 
both the customers and the sales- 
men. The panel doors are of the 
uninclosed type, permitting the sam- 
ples to be mounted flush with the 
door facings. As this method 
makes the samples stand out more 
prominently, it enhances their ap- 
peal to customers. Glass doors were 
at first tried on several lines where 
protection was thought to have been 
required. Later, however, all glass 
fronts were removed and results 
were improved. Glass reflections 
and the “hands-off” implication 
which is so pronounced in inclosed 
displays, is entirely absent in the 
store equipment. As a protective 
feature, a coat of clear lacquer was 











Factors in 
Successful Store 
Location 


A recent article in System lists 
the following points to be consid- 
ered in determining a location for 
a store: 

1. What sort of a trading area 

has it? 

2. Is it on the right side of the 
street? 

3. Is it favorably located as con- 
cerns car stops? 

. How many pass by? 

. Are those who pass possible 
purchasers, or are they merely 
hurrying to get elsewhere? 

. Do the surroundings attract 
buyers? 

. Is there sufficient protection 
from wind, sun, rain and snow? 

. Is the building properly con- 
structed for the business to be 
conducted in it? 

. Is it in good repair? 

. What about competition in the 


locality? 

















brushed on the samples, after they 
were mounted. This precaution 
protects the finish and really adds 
to the appearance of the finest, 
polished articles. 

In discussing the various advan- 
tages of the new fixtures, the pro- 
prietors pointed out that the amount 
of each individual sale had in- 
creased. In their estimation, two 
factors account for this improve- 
ment. Customers either become in- 
terested in higher priced articles 
than they intended to buy, on ac- 
count of the complete and attractive 
displays, or they saw other needed 
articles displayed, which resulted in 
additional purchases. An increase 
in the percentage of women custom- 
ers, has also been apparent. This 
increased feminine patronage is at- 
tributed to the more inviting appear- 
ance of the new store. 


In illustrating the added advan- 
tages of convenience offered by the 
new fixtures, C. W. Thatcher, said: 
“In the old store, if we had a cus- 
tomer. for a bolt, we conducted him 
to the bolt rack in the rear of the 
store. There he picked out the re- 
quired size. Then, frequently he 
would want a special hexagon nut, 
which would necessitate a trip to the 
front of the store. If he then 
wanted a lock washer, that would 
mean another trip to the rear of the 
store. In addition to wasting time 
and effort, this inefficient arrange- 
ment made a bad impression on the 
customer. Now, we have all wash- 
ers, bolts, nuts and similar items, in 
one convenient fixture, scarcely ten 
feet long. It is so efficiently planned 
that 1154 items-of this classifica- 
tion are accommodated. Our tasks 
have been simplified in about the 
same way, in many other lines. 
With exactly the same number of 
employees, we have found that we 
can serve twice as many customers, 
as was possible under previous con- 
ditions, in our old store. After 
trying out modern equipment, we 
would hate to think about using old 
fashioned methods again.” 
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Made 
with 
either 
Round 
or 


Square 
Shank 





Forstner Auger Bit 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 





Bores Any Arc of a Circle 
In Any Direction 


The Forstner Auger Bit is a steady seller to 
carpenters and woodworkers. It replaces many 
tools and saves time with every turn. It is guided 
by the OUTER rim, instead of by the center. 


Takes the place of a chisel, gauge, scroll-saw or 
lathe tool combined. The 


FORSTNER. 
Labor Saving Auger Bit 


bores any arc of a circle and always leaves a true 
polished surface while being guided zm any direc- 
tion, regardless of the grain of the wood, or the 
knots in the wood. No other tool like it. 


Unequalled for core box work, fine and delicate 
patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and 
mortising. 


Sold singly or in sets. Every mechanic needs the 
entire set in his work. It’s easy to sell him if you 
explain how the case protects the bits, provides a 
place for each size and keeps them in order and 
near at hand, preventing loss, etc. 


Please order through your Jobber. Send for 
Catalogue. 


The Progressive Mfg. Co. 


Torrington, Conn., U. S. A. 





aunososnsneus os ooossoaouooGeassaaascassame 











HARDWARE AGE for FEBRUARY 6, 1930 











Grindstones 
That 


Satisfy 
Every 
Customer 


Good old “Cleveland” 
Grindstones get right down 
to real tool sharpening with 
the first turn of the wheel. 


STERLING 


Substantial, light running, 
mounted with a “Cleveland” 
Grindstone, genuine Berea 
grit, which we alone manu- 
facture. 19’’ to 22’ in diam- 
eter, 1%” to 2%" thick. 
Frame can be set up in a 
jiffy—merely by manipulating 
one bolt. Shipped knocked 
down and crated. 


And how quickly they impart a keen, lasting cutting 
edge. That’s why 


“CLEVELAND” 


Grindstones 


sell and satisfy every customer. Check up on 
your present stock and order now for Spring 
trade. The two styles shown are both popular 
sellers. 


Also, many other 
models for all grind- 
ing requirements. All 
“Cleveland” quality. 


All backed by 85 years 
of experience. 


Send for Latest Cata- 
log and Trade-prices. 


«NEL 


a 
(: 
rs) & 
2 ) & 
Nost®* 


THE CLEVELAND 


HARVEST KING QUARRIES COMPANY 
Cleveland, Ohio 


Frame of heavy angle steel 
14” x 1%" x %", strongly 
braced and is equipped with 
our standard high ade 
selected “Cleveland” rind- 
stone. Shipped folded com- 


283 Front Street, New York 


plete, stone crated separately Lombard & Co., Inc., Boston, Mass. 


to save freight. 


New England Agency 











Training Salesmen 


(Continued from page 113) 


items and lines, new policies and customer complaints 
and suggestions should be brought up and discussed. 
These meetings should be informal and any man with 
a suggestion or question, not involving personal rela- 
tions between proprietor and employees, should be 
invited to make them at the meeting. 

Such a system of training your men follows closely 
upon the methods employed by New York’s largest 
department store. That store has found this method 
to be most effective and very profitable in its results. 
The slight expense involved would justify itself in your 
organization. For trained men make* larger sales and 
more sales. That means a greater rate of return on your 
investment. 

Try such a system. It will more than pay you for 
the effort and expense involved. And impress upon 
your men the fact that following such plans will benefit 
them by increasing their sales and thereby increase their 
earnings. 


New Line of Stencils 


Display Material Co., 774 Grand Ave. St. Paul, Minn., is 
offering an additional line of stencils including the newest in 
type designs. There are also a number of alphabets of more 
conservative style which will give variety and interest to show 
cards, price tickets and store display. — 


ABCDEFGHLJ 
KLMINOPORS 
TUVWXYZ. 


abcdefghijkim 
nopqrstuvxyz. 


A new catalog recently issued shows the new designs in 
alphabets and ornaments. There are also two color ornaments 
being offered. The designs shown in the catalog are in addition 
to the stencils which are furnished as standard equipment with 
the Style A-29 Stencilor. 


“Hang-On” Hook 


F & B Mfg. Co., 225 W. Illinois St., Chicago, IIl., is offering 
its new “Hang-On” hook to the hardware trade. This utility 


hook may be obtained in green and blue enamel finish. At a’ 
slightly higher price the same hook is produced in a white enamel 
finish. 
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~The Glorified Price Card 


(Continued from page 131) 


until the eye becomes accustomed to judge proper dis- 
tances at a glance. 

There is no set rule for spacing on account of the 
varying widths of so many different kinds of lettering. 

In spacing between words on a typewriter you wil! 
notice that just the width of a single letter is the correct 
space allotted. But the space between letters is not ex- 
actly symmetrical. 

There is only one thing that the beginner may ex- 
perience difficulty with and that is the proper con- 
sistency of the ink. If it is too thick it will adhere to 
the pen and not feed freely from the reservoir to the 
bill. On the other hand, if it is too thin it will spatter 
and make the strokes streaked instead of solid. Ex- 
perience in thinning the ink will soon teach anyone just 
what the proper consistency should be. 

If the regular show card inks are hard to procure, get 
Higgins, or any black India waterproof ink. Care should 
be taken to keep pens free from dirt. When they become 
clogged with dried ink, etc., place them in water for a 
few minutes, after which shake them well and they will 
be ready for use. The life of an ordinary pen is from 
100 to 300 words. The speed pen will last indefinitely, 
with a little care. 

It may be some weeks before we continue instruction 
on the speed pen again, as the writer has several new 
ideas on short-cut brush manipulation. So all those who 
are interested in the speed pen and want to know more 
about it are invited to write to HArpware Ace, Edi- 
torial Department, and, the writer will answer their 
queries by return mail. 


How Efficient Are You 


How efficient are you as a merchant? Have you ever 
rated yourself in accordance with a strict standard effi- 
ciency? If not, here is your opportunity. We reproduce 
below a list of questions which, if truthfully answered, 
will give you an inventory of yourself. 

Give yourself a rating on each question, and see how 
you stand as a modern merchandiser. 

1. Do you keep a purchase account that shows a total 
of all goods bought? 

2. Do you know what you save annually by discount- 
ing bills? 
. Do you know what it costs to buy goods? 
. Do you know what you owe? 
. How often do you take stock? 
Do you figure stock at cost or selling price? 
. Do you make allowance for depreciation and dead 
stock ? 

8..Do you know what is due you? 


NEO tn Bb 


9. Do you make depreciation on fixtures and delivery | 


equipment ? 








10. Can you furnish your bank a financial statement | 


at once? 


LeatherGrip | 
andComfort 5 





BEING 
DIFFERENT 


and used by the skilled car- 
penters, the Estwing Un- 
breakable Tools arouse the 
buying interest of Farmers, 
Home Owners, Mechanics, 
Sportsmen, and Boy Scouts. 


UNBREAKABLE 
because — 


Head and Handle are forged in one piece of high- 
est grade tool steel. 


Thin neck and Hollow Handle give lightness, with 
strength. Lacquered non-slip LEATHER washer 
GRIP is most comfortable in all weathers. 


ONLY HANDLE STRONG ENOUGH TO 
PULL OR RIP EVERYTHING WITHIN THE 
STRENGTH OF THE USER. 


Sold under a steel-clad 
guarantee, thru 152 lead- 
ing jobbers, or direct if 
yours can’t serve you. 


Let your customers SEE and HANDLE them for quicker 
sales and greater PROFIT and PRESTIGE 





11. Are collections made as rapidly as accounts in- | 


crease? | Estwing Mfg. Co. Rockford, III. 
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Easy to Sell because its 
Usefulness is easy to Tell 


There is profit in many an article 
that is a test of salesmanship to sell. 
But the same profit is there in the 


RIXSON No. 38 
DOOR STAY 
and HOLDER 


And, this practical device requires 
no elaborate sales talk to win cus- 
tomers. The flexible stay action of 
the double spring arms obviously takes 
up the force of a door flung open, 
saving the slam against brick reveals 
and trims, and adding greatly to the 
useful life of hinges. The improvement 
over inflexible chains and stops is 
easily apparent. 

A thumb piece adjustment (E) 
converts this stay into a rigid door 
holder. Rixson No. 39 Door Stay 
and Holder is identical, except that 
the holder feature is made automatic. 


Write for full details or see Sweet's 
Architectural Catalog. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, II. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 





WC 








Builders’ Hardware 


Overhead Door Checks Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 
Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 











12. Do you know what it is costing you for allowances 
for customers? 

13. How often do you make up a “profit and loss 
account” ? 

14. Into how many separate accounts are your ex- 
penses divided ? 

15. Do you own the building in which you do busi- 
ness? 

16. Do you charge rent therefor? 

17. Do you charge your own salary as an expense? 

18. Do you charge interest on money invested? 

19. Do you know the percentage of expense to sales? 

20. If a fire took place could you, from your books, 
give a complete statement of all accounts? 


W. F. Kennedy Comments on Hardware Age 
**At the Fork of the Road”’ Editorial 


WHEELING, W. Va.—Allow me to congratulate you 
on your articles from week to week. They are uniformly 
good. The one in today’s issue, Jan. 23, 1930, “At the 
Fork of the Road,” is unusually good. It is timely; it 
is most fairly and I know kindly written. I can only 
express the hope that it will do a lot of good. 

Beyond any question it is the right of every manufac- 
turer to elect how he shall market his goods. It is also 
equally certain that as he makes his bed so will he lie. 
I am of the opinion that not only an occasional manu- 
facturer, but a considerable portion of our friends among 
the makers, are realizing just the effect that this changed 
order of distribution is liable to have upon them. 

I well remember, and it is not so many years back, 
when a certain percentage of makers were much more 
arrogant, independent and haughty, following a take-it- 
or-leave-it-alone policy. Some of those same brethren 
are today somewhat concerned if not actually perturbed 
over the outlook. 

I am only hopeful that enough manufacturers receive 
this issue and read it—not in a perfunctory fashion but 
in an understanding way, and I am sure many of them 
will be benefited: By the way, I wonder if you could 
let me have about a dozen or fifteen reprints of this, as 
I wouid like to call especial attention of a few of our 
friends to this article. 

All our salesforce receive HARDWARE AGE, but I have 
a few other chaps that I would like to send this to; have 
them go off in a corner quietly ; go into executive session 
with themselves and read and ponder. 

(Signed) W. F. Kennepy, 
President, Ott-Heiskell Co. 


“Could you give a poor fellow a bite?” asked the dust- 


stained tramp. 
“I don’t bite, myself,” answered the lady of the house, 


“but I’ll call the dog.” 


Guide—“This is a mummy, madam, over 3000 years old.” 
Visitor—‘My! Weren’t women brown and homely in 
those days?” 


“And what in France,” asked the friend, “did you enjoy 


the most?” 
“Well, I think,” said the lady, “it was the French 
pheasants singing the Mayonnaise.” 
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FENCED IN 


Consider business as a field 
Triangular in shape, 

Then build your fences round about— 
To let no sale escape. 


The MANUFACTURER’S fence is there 
To which he should attend, 

And the WHOLESALER has his fence 
To strengthen and defend. 

Then should the DEALER be on guard 
To see no break is there; 

Each working for the rest, must keep— 
His own fence in repair. 


When each is faithful to his task, 
When the three sides complete 

Enclose a field of selling where— 
All trading factors meet, 

With fences always in repair, 
Whatever there we sow 

Shall stay forever in the fold— 
To greater profits grow. 


Consider business as a field 
Triangular in shape, 

Then build your fences round about— 
To let no sale escape! 


—Bitt Lupitum. 
37 East Second Street, Mont Vernon, N. Y. 





For the 1930 hunting season the Peters Cartridge Co., 
Cincinnati, Ohio, has distributed this attractive window 
display material. It is made in three panels and is litho- 
graphed in full colors. 

The center panel may be used to advantage as the back- 
ground for an ammunition display in a small window. 
Where a larger sized window is available the complete 
set-up may be employed together with cartons and samples 
of Peters cartridges and shotgun shells. 



























m Garden 
vA Cultivators 


Standard for nearly 
40 years. Made for 
large and small 
vegetable and flower 
gardens in three 
sizes and styles to 
meet all require- 
ments of dealers 
and customers. 
Good sellers because 
. always of depend- 
able quality. 


Out-U-Kum 
Weed Puller 


A slight push—a gentle 
pull and out come the 
weed and the entire root 
at the same time. Espe- 
cially effective for pull- 
ing dandelions and plan- 
tain. 












Packed in a Special Dis- 
play Carton which at- 
tracts attention and in- 
creases sales. 
carton. 





Y doz. in 


Special attention given to 
EXPORT trade. 


Jobbers supplied direct. 
Dealers thru Jobbers. 





hi 


r 
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¢.S.NORCROss & Sons 


Manufacturers 


BUSHNELL, 111.,U SA. 
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LE there any logic that can 
keep more and more 
makers of furniture, hardware and weavers of 
upholstery materials from locating here? 
For the active Piedmont Carolinas’ furniture in- 
dustry, fifth in the Nation, is still importing the 
bulk of its upholstery fabrics, varnishes, and fin- 
ishes, and all of its hardware. 
Only three years ago there was no local source 
of supply for tapestries, velours, brocades and 
other fabrics ol by the furniture industry. 
Today, those factories that have been established 
here have made exceptional progress. There is 
still room for many more. They do not have to 
hunt for a market. 
As to the making of hardware, the field is still 
completely open. Yet every fact that 
favors success exists right here. 
Why not know? The facts are here 
for you in this book—“Piedmont 
Carolinas.” 
Address Industrial Dept., 
Rm. 3135 Mercantile 
Building, Charlotte, 
N. C. Write. 


SOUTHERN PUBLIC UTILITIES COMPANY AND OTHER ALLIED INTERESTS 








Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SouTHERN Harpware Jossers’ Association Joint Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Charles 
F. Rockwell, sec.-treas., 342 Madison Ave., New York. 


ARKANSAS Retait HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be 
decided later. L. P. Biggs, sec., 815 Southern Trust Bldg., 
Little Rock. 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT Asso- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquar- 
ters, Hotel Whitcomb. LeRoy Smith, sec., 112 Market St., 
San Francisco. - 


ConneEcTIcuT Harpware ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 18-19, 1930. Henry S. Hitch- 
cock, sec., Woodbury, Nutmegger Party, Feb. 19. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. 
Craig, sec.-treas., 804-6 Commercial Bank Bldg., Charlotte, 
N. C. 


IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS As- 
SOCIATION CONVENTION, PocaTELLo, Jan. 28, 29, 30, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


Itt1noIs Retait HarpwARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, sec., 
911-913 Meyer Kiser Bank Bldg., Indianapolis. 


Iowa Retatrt HarpwareE ASSOCIATION CONVENTION AND 
Exuisition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, sec., Mason 
City. 


LouvIstANA RetTAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION ConvENTION, Hotel Roosevelt, New Orleans, June 9, 
10, 11, 1930. Guy Nason, sec., Starkville, Miss. 


Micuican Retait HArpwareE ASSOCIATION CONVENTION 
AND Exursition, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
Klingman Exhibition Bldg. A. J. Scott, sec., Marine City. 


Minnesota Retaitr Harpware ASSOCIATION CONVEN- 
TION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. 
Casey, manager, 2344 Nicollet Ave., Minneapolis. 


Mississipp1 Retain HARDWARE AND IMPLEMENT AsSO- 
CIATION CoNvENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, sec., Starkville. 


Missourt RetatL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, sec., 5106 No. Broadway, St. 
Louis. 


MonTANA IMPLEMENT AND HARDWARE ASSOCIATION Con- 
VENTION AND ExHIBITION, Billings, Feb. 3, 4, 5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, 
sec., Bozeman. 


NATIONAL RETAIL HARDWARE ASSOCIATION CoNGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, managing di- 
rector, 130 E. Washington St., Indianapolis, Ind. 























HARDWARE AGE for FEBRUARY 6, 1930 





NEBRASKA RetaiL HARDWARE ASSOCIATION CONVENTION, 
Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton 
Hotel. Exhibition at Municipal Auditorium. George H. 
Dietz, sec., 414-19 Little Bldg., Lincoln. 


TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
ENGLAND Harpware Deacers AssocIATION, Mechanics 
Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. Headquarters 
Hotel Statler. George A. Fiel, sec., 80 Federal St., Boston, 9. 


New York State Retart Harpware ASSOCIATION Con- 
VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention ses- 
sions and exhibition will be at Edgerton Park. Headquar- 
ters, Seneca Hotel. John B. Foley, sec., 510 Hills Bldg., 
Syracuse. 


NortH Dakota RETAIL Harpware ASSOCIATION Con- 
VENTION AND ExuiIsiTion, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, sec., Grand Forks. 


Ou10 HarpwareE ASSOCIATION CONVENTION AND ExHIBI- 
TIoNn, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, sec., 315 Mutual Home Bldg., Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. 
F, Nelson, sec., 207-208 Bloomfield Bldg., Oklahoma City. 


Orecon Retait HarpWARE AND IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Portland, Feb. 11, 12, 13, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


PaciFic NorTHWEST HARDWARE AND IMPLEMENT AsSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, April, 1930. Place to be announced later. 
C. L. Thompson, sec., Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HarpwareE As- 
SOCIATION, INc., CONVENTION AND Exuisition, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 
1930. Sharon E. Jones, sec., 610 Wesley Bldg., Philadelphia. 


Soutn Daxota Retait HarpwarE ASSOCIATION CoN- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis. 


SouTHERN CALIFORNIA RetaiL HarpwArE ASSOCIATION 
ConvENTION, February, 1930, exact date and place to be 
announced later. H. L. Boyd, sec., Spring Arcade Bldg., 
541 South Spring St., Los Angeles. 


SouTHERN HARDWARE JOBBERS’ ASSOCIATION AND AMER- 
ICAN HARDWARE MANUFACTURERS ASSOCIATION JOINT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 1930. Sidney 
St. J. Eshleman, sec., 704 New Orleans Bank Bldg., New 
Orleans, La. 


SOUTHEASTERN Retait HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, comprising the State associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 
May 13, 14, 15, 1930. Walter Harlan, sec., 701 Grand The- 
atre Bldg., Atlanta. 


Vircinia Retait HarpwWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 13, 14, 1930. Thos. B. 
Howell, sec., Richmond. 


WISscoNnSIN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, sec., Stevens Point. G. W. Kor- 
nely, exhibit manager, 1476 Green Bay Ave., Milwaukee. 











PRICED 


for rapid turn-over 
and satisfactory profits 


ESICO 
c. «8. on JUNIOR” 


Electric Soldering Iron 




















Designed along the same lines, 
and built from the same materials 
as our ESICO “Constant Duty” 
industrial irons that have met 
with such wide use in the U. S. 
Navy, and practically all radio 
and electrical factories, the ESICO 
“Junior” is meeting a growing de- 
mand from mechanics and house- 


holders. 


Quick heating and 
long lived, this high- 
grade readily portable 
iron is priced to sell 
rapidly and yield a 
very satisfactory mar- 
gin of profit for you. 


Highest quality 
at a price that 
means easy 
sales. 


Retails for: 


$2.75 


Get this attractive display for 
your counters. It is free with 


an order of six ESICO 


= ior” THE POPULAR 
Junior” Irons. E'SICO 
The heating element fs wound | "args 
with Grade A Nickel Chrome ounce Lone 
resistance wire and the insula- - sai 
tion is the best amber mica ace perce 


obtainable. Lead wires are 
fully insulated and the ele- 
ment is perfectly secured. 





The case is strong one-piece 
blued steel which combines at- 
tractively with the rich, dark 
mahogany, anti-heat handle. 


The tip is machined to fit. Tip diameter 7/16”’— 
length overall 1234”—weight 16 ounces. 


Standard package—Six in individual boxes or three in 
boxes and three on display card. Prompt shipments. 


Write your jobber for full particulars. If he cannot 
supply you, address— 


Electric Soldering Iron Co., Inc. 
135-143 West 17th St., New York, N. Y. 
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WROUGHT 
BRASS 


In a hose nozzle, the ma- 


terial is important. The 


Disinind 


NOZZLE 


is made entirely of Heavy 
Wrought Brass because a 
hose nozzle of that material 
is 


=— STRONGER 
and MORE DURABLE 


The SHERMAN is also made with a spray point 
that is centered so accurately that customers 


are always assured of an even spray. 


When a full volume is desired, the SHERMAN 
gives it, because it is made with a larger waterway 
than other nozzles and is perfectly SMOOTH 
inside. It throws more water farther than others 


and never leaks. 


Counter Display Carton Makes Sales 


SHERMAN Hose 
Nozzles are packed 1 
doz. in an_ attractive 
Counter Display Carton, 
which makes sales as soon 
as displayed in your store. 
Keep stocked. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 


Battle Creek, Mich. 




















Hot of the Nail Keg’ 


Little yarns that others have laughed over 

culled from various sources. As a contem- 

porary puts it: “Some of them have been 
copied, the rest will be.” 





An old. New York farmer attended a big picnic at Bing- 
hamton and stayed over to watch the dancing at night. He 
hadn't been out in the world much, and he was deeply im- 
pressed with the girls’ clothes at the dance. 

“Some of the ladies’ clothes I see here,” he said, “plumb 
puts me in mind of a barbed-wire fence.” 

Somebody asked him why. 

“Well,” said he, “it’s this way—they appear to protect the 
property without obstructin’ the view.”’ 


Doctor (to patient): “Now go home and relax.” 
Patient: “But, Doc, I can’t. We have antique furniture.” 


Jimmie (visiting his uncle in the country): “Oh, Uncle 
George, your hired man is not honest. He let the cows 
drink a whole lot of water just before he milked them.” 


Nature doubtless is grand, but it wasn’t a very brilliant 
scheme to put most of the vitamins in things you don’t like. 


A man entered a hotel, placed his umbrella in the stand, 
and tied a card to it on which was written: 

“This umbrella belongs to a champion prizefighter. Back 
in ten minutes.” 

When he returned the umbrella was gone. The card, 
however, was still there and on it was added: 

“Umbrella was taken by champion long-distance runner. 
Won’t be back at all.” 


First Salesman: “Meeting with much sales resistance 
lately ?” 

Second Salesman: “Yes. I ran into two brooms and 
three bulldogs yesterday.” 


Dentist (just off for a round of golf, to assistant): “If 
anyone should inquire, Miss Brown, I’m away on business. 
I have eighteen cavities to fill this afternoon. 


Caller: “So your husband is lazy, is he, Mandy?” 

Mandy: “Lazy? Ah’ll say he’s lazy. Dat man been out 
back o’ de bahn sawin’ wood all mawnin’ jest to git outen 
goin’ to de stoah to git me a loaf o’ bread.” 


Customer: “Why don’t you advertise?” 

Storekeeper: “No, sir! I tried it once and it pretty near 
ruined me.” 

Customer: “How was that?” 

Storekeeper: “People came in here and bought durned 
near everything I had.” 
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‘ Teacher: “What is the interest on a thousand dollars for 
one year at two per cent?—lIkey, pay attention!” 
Ikey: “For two per cent I ain’t interested.” 








Proud Father: “Let me tell you, son, that the man who 
gets my daughter will get a prize.”’ 


Hopeful Candidate: “May I see it, please?” 


Maid: “The furniture man is here.” 
Mistress: “I'll see him in a minute. Tell him to take a 
chair.” 


Maid: “I did, but he said he would start with the piano 
and radio!” 


A pretty good firm is Watch & Wayte, 
And another is Attit, Early & Layte; 

And still another is Doo & Dairet; 

But the best is probably Grinn & Barett. 


DO BE STILL 


An old prospector just outside a cave announced that he 
had just found a treasure hidden inside. 

“What is it?’ he was asked. “Quartz?” 

“Naw,” he whispered; “pints.” 





MacMean and MacTight, both of Scotch descent, were 
looking around for a good movie to go to. “Here’s a good 
place,” said MacMean. “It says 2.30 to 11 o'clock con- 
tinuous.” 

“Tt’s no use,” 


said MacTight. “It’s 3 o’clock now.” 





It was a hot, sultry session in the court, and the judge 
was thinking other than judicial thoughts. 

Finally the lawyer said: “He claims his wife was in- 
tractable, your honor, so he beat her into subjection with 
a golf club.” 


“How many strokes?” asked the judge absently. 


Frank: “What did you do with the blonde you had out 
last night?” 
Ernie: “Oh, I gave her the air. She turned out to be 


one of these Iowa girls.” 
Frank: “What do you mean, ‘Iowa girls’?” 
Ernie: “You know, ‘I owe a month’s rent,’ etc.” 


“Darling,” cried a young wife as darling came home 
from the office, “there’s going to be a new grocery store 
in the neighborhood.” 

“Well, well,” he exclaimed. “We certainly are prosper- 
ing. We haven’t exhausted our credit with the other one 
yet.” 


Seven-year-old Sammy had so great a capacity for grid- 
dle-cakes that he was a marvel to the family. 

“Have you ever in your life had all you could eat?” 
asked his grandfather one day. 

“Yes, sir,’ said Sammy, “lots of times.” 

“How do you know when that time comes?” 

“Why, I eat and eat until I feel a pain, and then I eat 
one more to make sure.” 
































































woop SCREWS 
STOVE ‘BOLTS 



















N addition to our 
well known line of 
Wood Screws, we are 
now prepared to sup- 
ply a full assortment of 
Round and Flat Head 
Stove Bolts. 


These Bolts are of the 
highest quality, are 
most attractively 
boxed, with the nuts 
turned on, and—right- 
ly priced. 





Your correspondence 
is solicited. 





The Eagle Quality Line 
Night Latches Front Door Sets 


Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 
Wood Screws 











EAGLE LOCK CO. 


GENERAL SALES OFFICE 
26 WARREN ST., 
REG. INU. 8. PAT.oFF. NEW YORK 
Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, III. 
114 Bedford Street, Boston, Mass. 
WORKS AT TERRYVILLE, CONNECTICUT 





REG. IN U. 8 PAT. OFF. 
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Western Association Convention Report 


Not only do they have management 
troubles, but their sources of supply 
are by no means certain. Some man- 
ufacturers are being begged to make 
goods for chain distribution. 

“My belief is that the chains and 
the mail-order magnates are worry- 
ing more about the outcome than the 
independent merchants. Secret re- 
bates are unlawful, not to say dis- 
honest, and Washington in this re- 
spect is enforcing the law.” 

In his address on “The Democracy 


of Comfort” at the Thursday morning 


session, Dave E. Darrah, advertising 
director of the Oliver Farm Equip- 
ment Co., Chicago, said much that 
applies throughout the whole range 
of modern merchandising. “A new 
tempo of life—a Democracy of Com- 
fort—controls business today,” Mr. 
Darrah declared. 


sé 

I; is the result of constructive, 
persistent, desire-creating advertising 
backed up by constructive sales pro- 
grams. Markets are created almost 
overnight by such advertising, which 
a few years ago were undreamed of. 
The proof of that statement is the 
fact that 25,000,000 people in this 
country today gain their livelihood 
from industries which were unknown 
less than twenty-five years ago. 
Every one of these industries has re- 
lied on well planned advertising cam- 
paigns to build up the markets for its 
products. 

“That proof lies all around us in 
the industrial giants, the advertising 
of which every one of us reads as 
eagerly as we do the news sections 
of a newspaper. The success of mod- 
ern industries like radio and rayon, 
automobiles and airplanes, telegraph 
and telephone, electric power and 
electric appliances, tractors and 
trucks, silk socks and short skirts— 
not one which was known to Mr. 
Average Citizen twenty-five years 
agc¢—is conclusive proof. 

‘Two short decades ago Mr. Aver- 
age Citizen was not expected to enjoy 
the comforts of life. He never ex- 
pected to know the luxuries at first 
hand. It was the custom of the day 
that he should live from hand to 
mouth. Then came advertising—con- 
structive and desire-creating. For 
the first time, Mr. Average Citizen 


(Continued from page 154) 


found out that luxuries, comforts, if 
you will, were available for him. 

“At considerable sacrifice, he began 
to buy those comforts. His purchases 
increased demand, which in turn in- 
creased production, decreased produc- 
tion costs and enabled the manufac- 
turer to plan mass production and 
lower the price of his commodities. 

“Of what use is it to manufacture 
goods unless a market can be created 
for them? The keystone of our whole 
merchandising system is a well de- 
veloped sales plan explained to the 
buying public by well prepared, de- 
sire-creating advertising that starts 
the cycle of industry rolling. There 
is not an outstanding company. but 
that has followed that plan con- 
tinually, and I make the statement 
advisedly, that the educational influ- 
ence of these advertising campaigns 
is second to our education system of 
schools and colleges. 

“The most prominent thing in busi- 
ness life today is change in methods 
and viewpoints of life. The business 
man who does not recognize the 
changing sales world today as a part 
of this Democracy of Comfort is 
doomed to failure. The average man 
does not like change; the average 
business man hates it a little more 
than all others. 

“Everywhere, man likes to get his 
business running smoothly, and then 
sit down and watch the world go by. 
The moment he does that he finds the 
world has gone by and left him. 
Business men, you can chdnge or not, 
just as you choose. But you can’t 
stop the world from changing around 
you. No one can stop the rush of the 
changing sales world.” 


A N effort to curb the merchandis- 
ing abuses practiced by public utility 
companies in the States covered by the 
Western association was incorporated 
in the report of the resolutions com- 
mittee presented by Clayton Lehman, 


chairman. The secretary was in- 
structed to communicate with the 
State public service commissions to 
the end that corrective measures 
might be taken. The resolution on 
this subject stated: 

“That when a public service com- 
pany supplying gas, electricity or 


Reading matter continued on page 191 


other service to the public and in ad- 
dition to the services for which it is 
chartered and for which its franchise 
was granted also goes into the mer- 
chandising business and distributes 
merchandise such as gas ranges, elec- 
trical appliances, etc., to its customers 
and the public at prices which do not 
allow a fair and profitable return on 
this branch of its business, the com- 
pany in question must in order to 
make a profif on its total investment 
charge a higher rate for the distribu- 
tion of gas, electricity and other ser- 
vices than it would otherwise need to 
do and is therefore asking the public 
to make up by higher rates on the 
commodity distributed the loss on the 
merchandise sold.” 


Peoresr was also registered in 
the resolutions against three practices 
of which some of the jobbers are ac- 
cused: (1) That of selling direct to 
the consumer; (2) that of selling re- 
tail items to employees of industrial 
concerns through their purchasing 
agents; (3) that of selling through 
the buyers of retail stores items for 
the store proprietors or employees 
out of lines of merchandise not reg- 
ularly carried by those stores. 

“Tt seems apparent,” another reso- 
lution stated, “that the amount of 
advertising done by the retail hard- 
ware stores is not comparable with 
that of other lines of merchandise, 
nor with that of the manufacturers 
whose lines we handle. Therefore, 
we recommend the conservative and 
consistent and persistent use of all 
local media in the advertising of our 
merchandise and our service to the 
public.” 

Monday night preceding the con- 
vention the officers, directors and past 
presidents of the Western association 
were dinner guests of the Kansas 
City Implement, Hardware and Trac- 
tor Club of which Frank E. Van 
Buskirk is president and L. A. Lin- 
coln secretary. 

Tuesday night a question box ses- 
sion for implement dealers was held 
at the Hotel President. It was led 
by W. E. Haynes, Emporia, Kan.; 
A. A. Doerr, Larned, Kan., and E. 
H. Fisher, Elkhart, Kan. Wednesday 
afternoon Charles L. Haynes, of 
Tulsa, Okla., conducted the annual 
Advertising Round Table. 
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> FREE DISPLAY 


WITH SELECTION OF 
25 FRAMES—TEN POPU- 
LAR MODELS AS SHOWN 





4 . 
pe No. Reeaberg Qualit) 4 


ae 

rs Ce 
coo. 
hem 





Pe 


7 Gelb) \ 


Base 62” x 14” x 1%—Height 20” 
Two Colors—Orange and Black 
JOBBERS 
WE OFFER YOU A PROFITABLE 
1930 HACK SAW PROGRAM 


WRITE 
THE FORSBERG MFG. CO. 


“HACK SAW SPECIALISTS” 




















































BRIDGEPORT CONNECTICUT 
eA TOWER OF SELLING OPPORTUNITIES 
INCREASE SALES HARDWARE 
AND PROFITS SPECIALTIES 
Imperial x. Combination 
Dock Cutter Se al 2») Cultivator Hoe 





and A Six-in-one Garden Tool 


Bulb Digger 





PATENTED 
















A practical tool for LAWN EDGE TRIMMER No. 136 Particularly adapted for 

cutting dock, digging hoeing, cultivating, dan- 

bulbs, thistle and long © Every home owner needs one. Trims = cutter, dandelion 

rooted weeds; also for the overhanging grass along the edges of roan oe saw tooth Z ‘ 

loosening the ground a walk quicker and better than any other Mars ), drill digger for 28 
ound shrubbery, etc. tool. sowing seeds, weeder wo 

“a : and many other uses. & E 

Made strong and du- Plows a clean U-shaped trench, deliver- A nie ihe an 4s 

rable with heavy steel ing the cutting on the sidewalk auto- Finished in red enamel. ee 

blade and extra heavy matically as the Trimmer is pushed — Handle 1%” diam, 414! ue 

malleable iron socket. along. lou. Steaiate erained i 


Has 4 ft. heavy ash Leaves a neat drainage for water. Pat- Length of cultivator 


handle. Blade is 8 ins. ented—no other tool like it. Good seller. _ 4”; Hoe blade 
long and 2 ins. wide. Priced within the reach of all. Gives 37° long. In great 
Good seller. A-1 satisfaction. demand. 


Order from your Jobber 


Imperial Bit & Snap Co. 


400 Clark Street Racine, Wiscessn, U. S.A. ia gt 
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a RED HEAD UTILITY FILE 
-—_ Sells Like Sixty From This Display 


FREE 

to 

Dealers ee It catches the eye of every customer—shows the FILE to the 
4 best advantage—tells the many different uses this NEW FILE 

With a serves, and makes sale after sale. 


Each a The PIKE RED HEAD UTILITY FILE files places that are 
ee hard to “hit” with ordinary files. Simply great for home owners 
Dozen a for their lawn mowers and all their garden tools. Farmers, shop 
mechanics and blacksmiths find it indispensable. Cuts hardest 

metals. 





Made from the same abrasive material as the famous PIKE 
India Oilstones. Light, easy to handle—will last a long time. 
Has sure-grip handle and perfect balance. Size: 1314 ins. long, 
packed 1 doz. in a strong, corrugated box. Good Profit. If your 
Jobber cannot supply you, write to us and mention his name. 


Pike Manufacturing Co., Pike, New Hampshire, U. S. A. 


Manufacturers of sharpening stones and specialties for over 100 years 

















Never-Stain Assortments 


In New and Different Colors Marathon 


DOUBLE-EDGED 


. - _ Razor Blades 
Never-5t Ess | Belong on your 


SHARP PARING KNIVES  STAINL' 


counters, because 


they make you 
PROFITS.... 


and FRIENDS 


In envelopes, 

on cards... 

or in this eye- 
Stainless Steel Blades securely riveted ,,into eg On 1 ogee Flagg cng 
Colorful Handles imprinted “Never-Stain” in ke Al, lee Swedish ead 
Gold. f; blades SELL and sell 


. 4 , i ! - 
No. 100—Gay Handles in the latest shades of Ivory, $0 peteer — i — OOtTA Ryn 


Blue, and Green. oe each weapped in 2 “ 
No. 200—Conservative Handles of Black and White in ay a ma ... for the first time! This IS 
striking contrast. handsome sales carton. your blade for 1930! 


Order Thru Your Jobber Write or Wire for Samples and Pricés 


THE ONTARIO KNIFE COMPANY MaraTHON: Razor BLADE Company, INc. 
Franklinville, N. Y. 121 Coit Street Irvington, N. J. 
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NEW ITEMS 


Useful Lux-O-Lite Mirror 


There are many advantages claimed for 
the Lux-O-Lite mirror which has various 
uses in the home. The mirror is suspended 
in front of an electric lamp. A prismatic 
lens, designed to prevent all glare and in- 
tense light, sheds light on the entire face. 
A universal ball and socket joint enables 





the user to adjust the mirror to desired 
positions. This item has a nickeled brass 
finish. Its manufacturer, The Bull Dog 
Floor Clip Co., 108 N. First Ave., Winter- 
set, Iowa, states that the Lux-O-Lite has 
been approved by the National Board of 
Fire Underwriters. 





Useful Booklet Available on 
Pocketknife Simplification 


The Bureau of Standards of the U. S. 
Department of Commerce has issued a 
booklet on pocket-knife simplification. It 
is officially designed as Simplified Practice 
Recommendation R99-30. It may be ob- 
tained from the Superintendent of Docu- 
ments, Washington, D. C., for ten cents. 

In this book is the history to date of the 
pocket-knife simplification work. It should 
be useful information for hardware deal- 
ers to study, as the ultimate development 
of this project will definitely effect the 
stock investment in the cutlery department. 
The book is dated January, 1930, and as 
such is completely up to date on its sub- 
ject. 





——| CUTLERY 


Fulfillment of the plan promises econo- 
mies for the manufacturer, wholesaler and 
retailer by decreasing materials and stock 
investments, and in no way inconveniences 
the consumer. It is believed in fact that 
the last will eventually benefit from bet- 
ter values as the economies of simplification 
materialize. 

From the Bureau of the Census of the 
U. S. Department of Commerce, Washing- 
ton, D. C., comes a pamphlet on the census 
of cutlery manufacturers for the year 1927. 
Those interested in the subject may obtain 
this leaflet from the same source as the 
simplification book. The cost is five cents. 


Remington Knife Display 
A new sheath knife display has been 
announced by the Cutlery Division, Rem- 
ington Arms Co., Bridgeport, Conn. It is 
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RH 1629 


known as the R.H. 1629 Merchandiser. 

The merchandiser is a wooden stand, 
finished in green. It is 15 inches in height, 
and 12 inches wide. With the eight pat- 
terns of sheath knives in place the total 
weight is sixteen pounds. 

Although this display is primarily de- 
signed for use in dealers windows it may 
be used on ledges, and on show cases. It 
is being distributed through Remington 
jobbers. 





Gillette Blade and Razor 


Gillette Safety Razor Co., Boston, Mass., 
is offering an improved blade and razor 
to the trade. The blade has been so de- 
signed that it will fit both the new and the 
old type razor made by Gillette. 

In the new razor the four corners and 
cap are re-inforced with sturdy lugs, which 





stand 


will 
kind of abuse even dropping on the wash- 
stand or on the tiled floor of the bathroom. 
There have been even more radical changes 
in the new razor as all four corners are 


the manufacturer claims any 


cut out; so that the cap and guard of the 
razor clamps together without holding the 
blade at the corner. 

The blade is made of a processed steel 
which is said to be rust resisting. It is 
claimed that it is unnecessary to remove 
the blade from the razor after shaving, 
washing the parts and wiping them dry. 
It is sufficient simply to turn the razor 
cap and blade at right angles with the 
guard, rinse under the faucet; retighten, and 
lay on the shelf for the next time. 

A feature formerly found only in the 
higher priced Gillette sets is now avail- 
able in all models. It is the under-slung 
channel beneath the blade which allows 
the blade to meet the beard full and clear, 
and with perfect safety. 

The new blades are offered at the same 
price as the old type Gillette blades. In 
addition a new blade made of Kro-man 
steel, will be offered. It will be known as 
the De Luxe blade. This new blade will 
command a higher price than the standard 
Gillette type and will be sold only in 
packages of ten. Chromium and manganese 
alloy are used in this new type blade. 
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How to Get the Professional 


CUTLERY TRADE 


RICE offers no temptation to the professional knife 
user. He must have the best that his work may 
be done quickly and accurately. He requires last- 

ing, keen edges on blades which can be kept properly 
sharpened. To butchers, linoleum layers, roofers, res- 
taurant men, printers, bookbinders and other profes- 
sional knife users inferior quality means a curtailment 
of earning power. The itinerant cutlery peddler, who 
often cuts into your profitable sales because some house- 
wives are fairly guillible, cuts practically no figure in the 
sale of tool knives. An outside selling arrangement by 
a reputable and well established retail hardware store 
would, however, prove very profitable in the selling of 
the many special-purpose knives needed professionally 
by the skilled workers mentioned. 

It is likely that special, direct mail appeals, augmented 
by personal calls will bring the best results in the sale 
of professional-use knives. Window displays and news- 
paper advertising will help some but specialized mailing 
campaigns and personal appeals appear to offer the most 
direct and practical approach for this class of customer. 


Meeting him at his work, you will have little difficulty 
in having him make a test with one of your samples. 
The craftsmen mentioned are usually a bit proud of their 
prowess with cutting tools and welcome any suggestions 
or new tools with which they may improve that efficiency. 

It is necessary, of course, to know what you have to 
sell, who you can sell to and why certain models are 
useful for the service they are intended to perform. 
When you approach the professional knife user he 
wants cold, hard facts. Pretty phrases and glowing 
generalities won’t go. You must give some thought to 
the nature of the work that each professional knife user 
does and must have some familiarity with the why and 
wherefores of the different knives he uses. Experience, 
of course, will prove a great teacher, but for the pre- 
liminary background you must have at least a definite 
knowledge of what to offer. 

To assist hardware dealers develop a profitable busi- 
ness in tool knives, Chas. E. Dorrell, sales manager of 
the Harrington Cutlery Co., Southbridge, Mass., has 

(Continued on page 196) 











(The 
Gillette Safety Razor Company 


OW MMTOUWUIILE 


The Greatest — 
Shaving Improvement 
in 28 Years = = 





This cw Development of 28 Years Study 
Abolishes Razor Pull z/ Razor Wiping Forever 


Ned Spr nnn Panciple- 
A he te git Gn cncly Sou line 


<< 








The story of this marvelous Shaving Improvement 
Tere the greatest since 1901......... will reach every 
man in the country......... and will codperate with every 
dealer, every day. 

Tie-up with this huge advertising campaign, by 
putting in a full window display on 


THE DEMAND FORTHIS NEW 
LINE WILL BE TREMENDOUS 





peeeesercdbb be se brerbensesenseree sospenseeueesbeesser se sas sheet estes eeOWOs eet enbaherereresrsrdisetenren<teheRiniee th 9 * 


Gillette Safety Razor Co. gay gq.» co ba 
Boston, Mass. PAS 


Gentlemen: Please send me your window / 
display No. N3, featuring The NEW Gillette | 
Blade and The NEW Gillette Razor. 

SRE MESS: UNaMR Re: : 
Notion to Rosiets $8 Ganeie Aastra noe y to 
GILLETTE SAFETY RAZOR COMP. A, Ltd. 
Sins Bt dlcakae teak Maa >. ©. Q. 


Roce Mee aoe Sete A 
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Every Customer a Prospect 


There is an unlim- 
ited market for 
OSTER _ Clippers, 
because there is no 
other clipper like the 
OSTER. 

Clipper users have 
Lf noe 4s always wanted a 
; clipper that renders 
a satisfactory service 
and stays in service, 
clippers that are op- 
erated by a spiral 
spring. They give bet- 
ter satisfaction and 
have a much greater 
demand than the or- 
dinary make of clippers. 
Clipper users prefer them. 






















Get the OSTER proposition on 
the five spiral spring models be- 
fore you start your spring drive. 
Make more sales and_ greater 
profits by featuring OSTER 
Quality Clippers. 


John Oster Manufacturing Co. 


Racine, Wisconsin 














CHRADE ()AFETY 
Pash Button Knife 


No Breaking of 
nger nails 


Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE PipiastiNelY ap MARIG 


lusively by 


SCHRADE CUTLERY co. Walden, N. Y. 
Also fi ers of «a L Hine 
of Schrade regular type pocket knives. 

Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 























Cutlery Sales 
Running 


Remarkably 


Uniform... 


one quarter with 
another throughout 
any year 

a Ml Ml 
no worrisome peaks 
no hazardous 

ul Ml 

seasonable factors 
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hardware retailers are accomplishing by using 
the Dexter plan of building a cutlery depart- 
ment on the business of professional knife users 
(meat markets, restaurants, linoleum layers, 
roofers, printers, garages, painters, etc.). 


And these alert Dexter retailers are taking 
and holding this most profitable, dependable 
business because, as local retailers, they can 
give the professional knife user prompt service 
and a chance to select his knife . . . two features 
not easy for sellers from out of town. 


Write today for details. No obligation is 
entailed and between us we can soon learn 
how applicable this successful program is to 
your particular community. 


It pays splendidly if you can use it. 


HARRINGTON CUTLERY CO. 
Southbridge, Mass., U. S. A. 





S. The Right Knife 
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<< EDLUND % 
& EGG BEATER 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made —a_ guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 
prices and samples 





Other lines include the famous 


EDLUND ‘3s CAN OPENERS 
na 


EDLUND JUNIOR 


EDLUND COMPANY 


BURLINGTON, VERMONT 














R. MURPHY’S TEMPERITE 
STAINLESS GRAPE FRUIT KNIVES 
“SOMETHING BETTER!” 
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| STAINLESS GRADE F FRUIT KNIVES | 


ROBERT MURPHY'S SONS Co. ‘AYER, MASS, BST.1060 re 





URPT} 
aa 








Tempered right. Pliable. A curved blade, saw toothed both sides, 
made of the popular Stainless steel preferred by present day housewives. 
Highly finished . . . holds its lustre . .. a bit better value to sell at 
popular prices. 

KITCHEN KNIVES also offered in R. MURPHY STAINLESS STEEL. 
Put these attractive display boxes to work on your counters. You will sell 
more knives. Write for complete catalog, prices, etc. 


ROBERT MURPHY’S SONS CO., AYER, MASS. 
Also Makers of the STAY SHARP Line Since 1850. 





How to Get the Professional 


Cutlery Trade 


(Continued from page 192) 


created an interesting program. He has prepared cir- 
culars which suggest the various knives used by butchers, 
bakers, etc., and has also prepared lists which show 
minimum stock assortments for handling each group 
of professional knife users. For each group he has also 
prepared a set of mailing cards which illustrate the full 
complement of knives used in each trade. These are in 
four colors and are intended to bear the dealer’s name 
and address. The cards bear a suggested resale price, 
providing a substantial margin. 

It is, of course, up to the dealer to prepare his own 
prospect list, a simple matter by using telephone direc- 
tories, Chamber of Commerce lists or a city directory. 
Mr. Dorrell’s suggests the following items for the trades 
mentioned : 





Illustrated above in the order named from top 

to bottom are the following: Cimeter Steak 

Knife; Straight Steak Knife; Curved Boner; 

Straight Boner; Ham Boner and Skinning 

Knife, All Constantly Used by Butchers 

For meat markets—butcher knives, steak knives, 
boners, skinning knives. 

For restaurants and lunch rooms—cooks’ knives, forks, 
slicers, oyster and clam knives, paring knives. 

For bakers—spatulas, pan scrapers, dough scrapers, 
cake knives, slicers. 

For shoe repairers, leather workers—shoe knives and 
blades. 

For linoleum layers—linoleum knives. 

For garages and vulcanizers—tire and rubber repair 
knives. 

For schools—approved kitchen cutlery for domestic 
science classes. Sloyd and scribing knives for manual 
training, pattern makers and stencil knives. 
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For painters—putty knives and scrapers. 
For paper hangers—paper knives. 

For printers—special ink spatulas, make-ready knives, 
scrapers. 

For roofers—roofing knives. 

Also, furriers’ blades, banana knives, cotton samplers, 
grape, lettuce, pruning knives, broom knives. 


To properly equip meat markets under this plan the | 


following minimum stock assortment is suggested by 
Mr. Dorrell: 
Y, doz. 10 in. 
Y doz. 12 in. 
YZ doz. 10 in. 


Y doz. 12 in. 


cimeter steak 
cimeter steak 
straight steak 
straight steak 


=) 


Y% doz. 6 in. straight boner 
14 doz. 6 in. curved boner 
4 doz. 6 in. ham boner 


Y doz. 6 in. 


This represents an approximate investment of $42. 


skinning knife 


It is worth noting that the professional knife users 
comprise a somewhat neglected market on which seasons 
play a neglible part. 
which can and should be developed. 


Store in Outskirts Achieves $40,000 
Volume in One Single Line 
(Continued from page 147) 


figure in that door that’ leads to the dining alcove, etc.” 
The size of the door is next specified and it is designated 
either right hand or left hand. The next entry is the 
lock and it is enlightening to note that a-“back-set” of 
2% inches has been specified to assure its being cen- 
tered properly upon the door. The next line indicates 
that the customer is having a blacksmith make special 
trim and prevents a claim of a shortage on that score. 
The next two entries refer to wrought iron “dummy” 
hinge straps as colonial hardware is being used. A pair 
and a half of butts is the next entry, while the last item 
is a door knocker. 

Every detail or room is similarly treated in a thorough 
manner and the data provided is most complete, reduc- 
ing the chances of misunderstandings and mistakes to 
the minimum. The number of the particular job also 
appears at the top of the page. After all of the hard- 
ware required for the job is ascertained and _ listed 
through the method described, the number of identical 
items of the same make are summed up in separate 
groups embracing all of the items made by the same 
manufacturer. This makes it easy to order and easy 
to check when the order is delivered. Thus, the “K” 
numbers appearing on the sheet shown in illustration 
number two, are “McKinney” products, while the bal- 
ance are “Lockwood.” 
and garage was vdlued at $35,000 and the builders hard- 
ware, which was of first quality cost the builder $750. 


It is practically an all year trade, | 
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Paring 






A good way to 
et customers started 
on high quality cutlery... 


Many a housewife who is now a good Twin 
Brand customer started with the inexpensive 
paring knife shown above, bought so easily from 
the handy display case. 

And from a paring knife that proved so superior 
it was an easy step to replacing all the kitchen 
knives with J. A. Henckels. Then on to table 
knives, carving sets, scissors, and the many other 
articles of Twin Brand fine cutlery. All of which 
is very nice for the dealer who sees the value in 
displaying the fine quality J. A. Henckels paring 


knives. 
A. HENCKELS 


J- 
fine cutlery since 1731 


World famous for 
TWIs WORKS SOLINGEN 














On this particular job the house | 





The Gem Sells Itself 











NAIL CLIPPER 





on Your Counter 


H E customer 

who comes in 
to purchase other 
things pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 


| All customers like 
these handy nail- 
clippers because 
they trim nails and 


hang-nails perfectly, 
and work 


ED EASILY WITH Sete HAND, 
HAS FILE AND CLEANER CLEAN, 
TRIMS HANGNAILS PeRFbeTLY 


easily 


with either hand. 











The only nationally advertised nail clippers. 





. Cem S50c. 


Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 


and Judge. 
‘titi Transparent Du Pont “Cellophane” - 
986. protects them from rust, dust and 
_—e tarnish. 





The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 
day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 
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New Ames Shovels 


A new line of one piece, solid shank 
shovels is being offered to the trade by 
The Ames Shovel & Tool Co., North 
Easton, Mass. With a new and exclusive 
method the blade, shank, socket and strap 
are rolled into shape, eliminating welding 


<x 


Pony 


Husky 


Bronco 


or riveting. The blend at the shank is 
practically round, giving strength where 
most needed to prevent distortion. The 
thickness of the blade, the shoulders which 
reinforce the shank, where it meets the 
blade, the method of securely attaching the 
handle have worked out to the most exact 
detail. All blades are heat treated and in 
each weight the Ames split dee and long 
handles are standard. 

The heavyweight shovel is to be known 
as Husky. Bronco is the regular weight 
model, and Pony will be the name of the 
lightweight style. 


Brownie Economy Clamps 


A new line of clamps has been placed 
upon the market by the Brownie Manu- 
facturing Co., Fort Wayne, Ind. This new 
clamp is to be known as the Economy 
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clamp. It is being made to meet the de- 
mand for low-priced clamps. 

The Economy clamp is to be sold exclu- 
sively to the independent retailers, to en- 
able them to meet the competition of the 
chain store, says the manufacturer. 





New Simonds Knife 


A new high speed steel machine knife has 
been announced by the Simonds Saw and 
Steel Co., Fitchburg, Mass. It is the chrom- 
ium plated “Red Streak” high speed steel 


planer knife, intended for wood using in- 
dustries. 

This knife has operated successfully on 
kiln-dried stock. By use of the chromium 
plated edge the manufacturer claims from 
two to three times as much service can be 
obtained from one knife, between jointings 
on green lumber. 

Chromium steel plating treatment is 
given all high speed steel knives of this 
line except the knives with the cutting- 
edge back beveled. 


Onyx Glass Ash Receiver 


The receptacle of this ash receiver is 
made of onyx glass in shaded colors to 
harmonize with the upholstery of the mod- 
ern automobile. The holder is of highly 
polished nickel plated brass. 

This item is easily installed. A screw 
is removed from the window sill, ash re- 





ceiver is placed in position and screw is 
replaced. It is adjustable to the width of 
the sill. Joseph Pollak Tool & Stamping 
Co., Inc., 81 Freeport St., Boston, Mass. 





New Williams Tongs 
J. H. Williams & Co., Buffalo, N: Y., 


have just introduced their Vulcan Superior 
Chain Tongs for universal service on both 
pipe and fittings. 

The “V” recess in the jaws, which is 
here illustrated, assures quick and positive 
grip on fittings. This tool is’ of particu- 
lar interest to.steamfitters as it can be used 
instantly on either pipe or fittings without 
any change of the tool. The other illus- 
trations show the tool fitted with flat and 
cable chains. 

It is claimed by the manufacturer that 
the Vulcan Superior Tongs is the only 





a 


chain tongs on the market with reversible 
pipe and fittings jaws. When the teeth 
first in use wear, the jaws are turned end- 











for-end. All parts are interchangeable. 





Disston Plasterers’ Trowels 


An entirely new line of plasterers’ 
trowels has been announced by Henry 
Disston & Sons, Inc., Philadelphia, Pa. 
These new trowels have the advantages of 
better mountings, less weight, thinner 
blades and perfect balance. 

The trowels are lacquered so that they 
will not rust. This line is complete, em- 





No. 328 





No. 








No. 7 Neverstain 


bracing models to meet all requirements 
of the hardware trade for trowels of the 
highest grade and for other numbers, of 
not so highly finished. It is a line to sell 
at medium and low prices. 

Among the leading styles in the new 
line are the Flexolite Trowels. This name 
designates the new lightweight Disston 
trowels which have mountings of dropped 
forged heat-treated aluminum alloy. The 
No. 328 Disston Flexolite trowel weighs 
only 12 ounces in the 11 in. length. It has 
a straight handle, but is also made with the 
handle shaped to fit the hand which is 
designated as No. 338 Flexolite. 


Moore Roller Catch No. 50 


Moore roller catch No. 50 was designed 
to meet the demand of builders for an 
inexpensive fastener to be used in com- 
bination with any type of knob or pull. 








It is manufactured by Moore Mfg. Co., 
San Francisco, Cal. 

The body or housing, together with the 
wheel of the catch is made of spring brass. 
In operating, the roller passes over the 
strike beyond the center of the circle of 
the wheel. A wheel rolling over a smooth 
strike eliminates the grating, sticking and 
rattling found in many cupboard catches, 
says the manufacturer. 

These roller catches are packed in in- 
dividual envelopes which are shipped 3 
doz. to the box. 
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Simonsen Improved So-Boss 


The Simonsen Mfg. Co., of Sioux 
Rapids, Iowa, has announced the new So- 
Boss Cow Hobble and Tail Holder, em- 
bodying many improvements. 

This new Hobble is fitted with a 

















smoothly burnished chain which eliminates 
all danger of injury to animals. The links 
are securely welded and are made of cop- 
per finish. They are short and provide 
maximum flexibility and adjustment. An 
easily operated fastener holds chain at any 
desired tension until released. 

For either hand or machine milking 
it is equally useful. 





New Simplex Utility Press 


A new press has heen offered to the trade 
by Simplex Tool Co., Woonsocket, R. I. 
It is known as the Simplex Utility Press. 

This press is designed particularly for 
use in the toolroom and machine shop. It 





has the power necessary for jobs which 
in many cases an arbor press lacks. 
There are three different leverages, each 
having different speed and power. The low 
speed has a power of 4000 to 1. Leverages 
can be quickly changed to suit work. In- 
cluded in the equipment are two combina- 
tion blocks which are used as parallels, 
straightening V’s, and bending dies, V nose 





for straightening and bending, one plain 
nose and one bar. The overall height is 
60 in., the width between frame is 21 in. 
and the space between side members is 
434 in. 


Electric Bench Grinder 


The new Red Streak portable electric 


bench grinder is being offered to the trade 
by Wappat, 
burgh, Pa. 

It is designed for general grinding pur- 
sharpening. 


Inc., 7522 Meade St., Pitts- 


poses and _ tool While this 





grinder is light enough to move from place 
to place conveniently, it is of sturdy con- 
struction. There are two 6-in. grinding 
wheels covered with adjustable safety 
guards, thus protecting the operator and 
making it possible to grind at any position 
on the circumference of the wheels. It is 
claimed by the manufacturer that the 
grinder is so balanced that there is prac- 
tically no vibration. 

The switch is located at the base, making 
operation easy. The rubber-covered cable 
| used is heavy enough to eliminate any 
‘chance of breaking from constant use. 








LOOK FOR THE NAME 
STAMPED ON EVERY 


O10) Wm ©) mm 10) 18) 


Made of 100% long staple cotton. It is t 


Why SILVER LAKE SASH CORD Lasts Longer 


ightly braided and pre-stretched. 


Has no false core to disintegrate or rot away. Diameters are uniform 


and a special finish makes for better 


And, with all the _ it ¢ 


per window. =: 


SILVER LAKE 
Newtonville, 


TA 











flexing over window pulleys. 
osts but a few cents more 
.- Write for details. 


COMPANY 


Massachusetts 


Lake 
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New Burgess Snap Lite 


In keeping with the popular trend to- 
ward more color and more attractive de- 
signs is the new Burgess Snap Lite flash- 
light. 

Of interest to the trade is the variety 
of gay modern designs and colors that 


-t are 
Sunde. 








prevail in both No. 2 and No. 4 sizes. 
There are five new designs available in 
the No. 2 model, and in the No. 4 there are 
two designs. The Burgess Battery Co., 
Chicago, is the manufacturer. 

The new attractive counter display is 
illustrated here. It will hold ten Snap 
Lites and can be used to advantage in the 
window and on the counter. Dealer 
package No. 2 has 20 of the new flashlights 
and two display cases packed in it. The 
No. 4 dealer package consists of one dis- 
play and ten flashlights. Each of the 
dealer packages are of assorted designs. 





Frenchflake Corn Popper 


Robbins & Myers, Inc., Springfield, Ohio, 
offer the trade the Frenchflake Corn Pop- 
per. It is claimed by the manufacturer 





to be the only automatic wet corn popper 
on the market at the present time. 

Model No. 2 is illustrated with peanut 
warmer attachment. This model may also 








be obtained in counter type without the 
cabinet and peanut warmer attachment. In 
the back of the cabinet is located a large 
storage space and the heater switch which 
regulates the degree of heat on the popper 
plate. Here also is the adjusting dial 
which regulates the time for popping. 

The base of this model is 23 in. by 35 in., 
the height is 73 in. with corn glass removed, 
and the net weight is 275 lb. A furniture 
steel cabinet incloses the popper, and it 
may be had in white Duco or brown ma- 
hogany grain finish with aluminum nickel 
plated and bronze parts. 

A heavy cast iron popping plate is pro- 
vided that will not warp. The peanut 
warmer attachment illustrated is an extra 
attachment. It has a capacity of 25 lb. of 
roasted peanuts and measures 20 in. in 
length, 9 in. in width and 21 in. in depth. 


Segal Deadlock No. 1505 


The new Segal Deadlock No. 1505 was 
recently put on the market by the Segal 
Lock & Hardware Co., Inc., 12 Warren St., 
New York City. It is claimed by the manu- 
facturer to be absolutely jimmyproof. This 
lock is finished in solid bronze and is 
equipped with wrench proof cylinder and 
self-adjusting strike. 

After the horizontal deadbolt enters the 
strike or keeper, the vertical crossbolt is 
thrown, locking behind the cross bar of 
the strike to make the case and strike in- 
separable. The bar behind which the cross- 


Ko) 


po 











bolt locks automatically adjusts itself to 
compensate for any inaccuracy of installa- 
tion or sagging of door. 

This lock is adjustable to door, 134 to 4 
in. in thickness. A double cylinder lock, 
which is the same as the above lock, is 
known as No. 1505DC. No. 1500 is the 
same as 1505 without the wrench-proof cyl- 
inder feature. The lock known as No. 
1500DC is the same as No. 1500, but also 
has a double cylinder. 








Nesco Kerosene Stove 


The new Nesco De Luxe kerosene stoves 
and ranges made by the National Enamel- 
ing & Stamping Co., Milwaukee, Wis., 
provide a new cooking convenience. In 
addition to having the line with standard 





burners which give intense heat, various 
models of the stoves and ranges are 
equipped with one or more Dubl-Hot 
burners for use where extraordinary heat 
is desired. 

It is stated by the manufacturers that 
this Dubl-Hot burner speeds up all cook- 
ing that should be faster. Its use is in- 
tended to save-time on wash and ironing 
days, during the canning season and when 
much water is to be heated for dish wash- 
ing and laundering. 

Models with the Dubl-Hot burner also 
have a new porcelain top. 





Crescent Offers New Snips 


Two new models of snips are being pro- 
duced by the Crescent Tool Co., James- 
town, N. Y. They are the tinner’s snips 
and the combination snips. Both types are 
illustrated here. 

The combination snips are made in two 
sizes. One is the T47, a 7-in. model, and 
the other is the T412, a 12-in. type. It 
will cut curves, circles or straight lines, 
turn right or left and double right back 
again with ease, without kinking the metal 
being cut, says the manufacturer. These 
snips are well balanced and have trim lines 
and attractive finish. 

There are eight sizes available in the tin- 
ner’s snips, ranging from 7 in. to 14 in. 
All sizes follow the same design. They 





are made of forged steel and have keen 
edges. Big eyes are provided for these 
snips, making them very easy to hold and 
handle. 
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Send to your nearest office— 
Yes, we want to know more about this Stencillor. 
Send complete information. 
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MONEY-SAVING COUPON 


Learn about a valuable economy and a more valuabie means to 
added business. With the 


STENCILLOR 


You Can 
Make Your Own Signs 
At Practically 
No Cost 


The wider use you make of signs the more sales you make. The 
STENCILLOR quickly pays for itself in the sign-maker’s money 


you save. 
USE THE COUPON 


DISPLAY MATERIAL COMPANY 


774 Grand Avenue, St. Paul, Minnesota 





Eastern Agents: Display Material Co., 99 Beekman St., New York, N. Y. 
Canadian Agents: Display Card Co., Ltd., 206 King St., West, Brockville, Ont. 
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THREE LEADING STAPLES by 
laisoell 


Every business day should be Blaisdell day in your store. Cus- 
tomer after customer has use for a Blaisdell. All you need do 
is keep Blaisdells in sight in several conspicuous places. They 
are easy sales. They are extra sales. They are profitable sales. 










For 
Stock Marking 


No. 792-T For stores 
and general use. Marks a 
clearly on tin, alumi- > 
num, glass, china and 
all polished surfaces. 


For 
Carpenters 


No. 660—Every Car- 

penter and _ Builder 
must have them. They 
mark smoothly and 
clearly. The bright red New String Feature elimi- 
color makes them easy \ nates use of knife to cut 
to “‘spot.”’ > strip before unwinding. Try ? 


For Lumbermen 


No. 1151 — Weatherproof, 
waterproof, for lumber and 
railroad workers; surveyors, 
steel mill workers; shipping 
clerks; obtainable in nine colors. 







it in your own store. 


To Show Blaisdell’s Sylai. ‘soe ge om noe Your Jobber Can 
Is To Sell Them awarded Gold medal Sesqui-Centennial 1926 Keep You Supplied 
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Ringing Down the Curtain on Consumer Buying at Wholesale 


A committee representing all re- 
tail interests visited every factory 
where the special discount club was 
a feature. In some places the spe- 
cial discount had been an induce- 
ment for employees to work for 
lower wages. We worked first on 
the purchasing agent. Failing to 
win his support, to discontinue the 
practice, we went to the head of the 
firm. We usually convinced him 
that the system he permitted was 
economically wrong and if wide- 
spread throughout the country 
would quickly ruin the very distri- 
bution structure on which he de- 
pended for his business. 

Often we found factories paying 
wages to several people whose only 
duties were arranging special dis- 
counts for employees. Where such 
was the case the head of the firm 
acted quickly in our behalf. 

While the club discount card was 
the big evil, there were among hard- 
ware dealers another phase of the 
problem. Purchasing agents plac- 
ing good business for factory sup- 
plies would expect discounts on ma- 
terials for their personal uses. This 
looked like a necessary concessiuu to 
most dealers. But when the cus- 
tomer so favored tried to spread the 
privilege to all fellow employees, 
neighbors, etc., it was not very satis- 
factory. We got around this by in- 
sisting that the discount allowed the 
factory on equipment and supplies 
could only be applied to other mer- 
chandise when ordered on factory 
forms to be billed to and paid by the 


factory. For a time the purchasing 


(Continued from page 127) 


agents of some factories did handle 
a lot of employee and friend’s busi- 
ness in this way. The labor of keep- 
ing track of these purchases soon 
swamped the purchasing depart- 
ments and the practice died a natural 
death. If not, we soon had a story 
about efficiency and non-productive 


Some of the Hardware 
Bought by Factories 


22 electric irons in thirty days. 
Per 1 employee. 

47 lawn mowers in four 
months without a square foot of 
grass. 

217 feet garden hose per em- 
ployee in 1926. 

9 gals. of shellac, 1 employee 
in 2 months. 

14 gals. of mixed paint and 
400 of lead 1 employee in two 
months—1 employee. 

4 percolators and 3 toasters in 
1 month to one employee. 

7 radio batteries in one month 
1 employee. 

3 garden rakes—1 month—1 
employee. 

5—1 gal. vacuum bottles—1 
employee in six weeks. 

3 Shot Guns in 1 month—1 
employee. 

2 radio sets—3 loud speakers 
in 1 month—1 employee. 


wages to present to the head of the 
house. 

After making a little headway in 
individual cases we held a mass 
Chamber of Commerce meeting. We 
invited local manufacturers, whole- 
salers and retailers. We told our 
story, quoted the figures shown with 
this story and told of our success to 
date in the elimination of these 
“specials.” 

Within less than six months we 
had seventeen factories stop the spe- 
cial club discount card and in less 
than a year 35 had stopped this 
vicious practice. 

Another angle of the discount 
mania was the retailer in other lines 
expecting wholesale costs in goods 
not in his line. For example a near- 
by butcher wanted some steels, and 
knives at a discount. He wanted to 
know how much off I would give 
him. I said “The same discount 
you always give me on my meat.” 
He didn’t like this answer but when 
he found other hardware men in 
our section saying the same thing 
he understood and has since been a 
good customer. 

The job has been pretty well done, 
though it is not completely done and 
may never be. The discount is no 
longer a local evil but only an oc- 
casional nuisance today. A single 
merchant or group of merchants 
could never have accomplished what 
took place in Rochester. If your 
town presents this same problem be 
sure you go into the fight with every 
retail field shoulder to shoulder with 
you. 





Let Semi-Built Boats Build Profits for You 


ness builder. Also bear in mind, that 
in addition to the profits resulting 
from the sale of the boats, similar 
opportunities are offered through the 
sale of the necessary tools used in 
its construction ; through the marine 
and miscellaneous hardware required 
and the painting supplies needed. 
While no definite plans have, as 
yet, been formulated by its spon- 
sors, it is possible at this time to out- 
line the essential features of a coun- 
try - wide “Build a Boat Week” 


(Continued from page 138) 


which is being contemplated. Every 
progressive hardware merchant 
should be interested in the direct 
benefits he can obtain from partici- 
pation in the proposed plan. In ad- 
vertising and exploitation the pro- 
gram will entail a tie-up with some 
nationally known tool manufactur- 
er. A preliminary program will be 
designed to educate trade schools, 
church organizations and national 
boy associations, so that the retailer 
will be assured of some degree of 


local interest. The dealer’s only ob- 
ligation is in the expense involved in 
the purchase of one “knocked-down”’ 
boat, which can be sold after the 
demonstration or retained as a com- 
pleted floor sample. Dealers who 
have purchased a sample boat will 
receive the usual dealer’s discount. 
As the boat is intended for outboard 
motor propulsion, its buyer will be 
a prospect for a motor, which will 
give the dealer an additional profit- 
able sale. 
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SEVEN BRAND NEW NUMBERS 

















Potomac and De Kalb Streets —— 


**MEDART 


The MEDART line of Junior Play Apparatus 
offers the hardware dealer unlimited oppor- 
tunity for exceptional profits. 





Home play-yard equipment is a new and pop- 
ular money-making idea in the hardware store. 
The MEDART line, with its complete range 
of play apparatus, carefully designed with ex- 
perience of over half a century, backed by 
million-dollar resources, and augmented by 
Seven Brand New Numbers, is the best and 
fastest moving line on the market. Write for 
catalogue, prices and discounts. 


FRED MEDART MANUFACTURING COMPANY 


—_ AN SAINT LOUIS, MISSOURI 











Fibre 
Funnels 


Fibre Spittoons 





Fibre Pails 





The 


Sectional 


ALMO Line oT 












of Indurated Fibre Ware 


This splendid line of Imported FRENCH Fibre Ware 


is made from Genuine Wood Pulp (not waste paper). 


It is waterproof, seamless, odorless and non-conductive. 
Will keep the temperature hot or cold and is rustless 
and stainless. 


The full line includes 20 different items from Funnels 
to Flower Vases. 


Write for our new catalog describing the complete 
line of fast selling Almoware Products. 


Almo Trading & Importing Co., Inc. 
61 East 11th Street New York 











Fibre 
Keelers 
Round or Oval 





Each tiny pore is sealed 
by infusion with a spe- 
cial solution making _In- 
durated ALMO Ware 
absolutely liquid tight 
and easy to clean. 







Fibre Flower Vases 
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Marbelite 
NUMBERS 
LETTERS 
SIGNS 


Marbelite letters, numbers and signs are made 
of a special composition. They are extremely 
durable—will not crack, chip, rust, fade or 
tarnish. Cleaned with a damp cloth—they are 
always bright and lustrous. 

Marbelite letters and signs are extremely 
desirable for every purpose. They are easily 
applied and inexpensive. 


Marbelite house 
numbers both 2” 
and 3” — packed 
in attractive coun< 
ter display—quick 
profits for you— 


Narhelite HOUSE 
7 irbelite NUMBERS 


Standard Dis- 
counts. 


Territory open for 
salesmen and_rep- 
resentatives. Write. 





TheMMarbelite Co 


WALLINGFORD, CONN. 
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A Winter Necessity 


On Every Automobile 


Do away with the danger that comes from winter driving 
when frost, sleet, snow and mist gather on your wind- 
shield. The KEES FROST KLEERER automatically keeps 
the windshield clear, even in the severest weather. No 
sleet storm is so bad 
but what the transpar- 
ent back enables the 
driver to have an ab- 
solute view of the road 
ahead. 





Adjustable to Fit 
Severity of Weather 





The heater may be 
moved nearer to the 
glass or away from it 
according to the sever- 
ity, ofthe cold. No 
danger of breaking 
windshield through 
overheating it. 


Kees Frost KLEERER 


Keeps Windshield Clear of Ice and Sleet 


Fully guaranteed to give absolute satisfaction. Has aluminum frame; 
non-breakable transparent back; Nichrome resistance wire. Comes complete 
with wires and switch. No. 1206 with dash switch fits most cars. No. 
1206-F with plug for cowl light socket is more easily installed on Fords. 


A Rapid Seller—Write Today for Sample 


Every motorist needs a Frost Kleerer. Just display it where your 
customers can see it. They will instantly recognize its value and will 
buy. And it is priced to bring a liberal margin of profit to the dealer 
who sells it. 

Get full informa’ion and prices today. If you write on your business 
letterhead and enclose $1.00 we will send you one for your own use. 
Retails at $2.00. Write today. 


F. D. KEES MFG. CO., Beatrice, Nebraska 



































The Voice of the West 


(Continued from page 117) 


ness continuously in the one place for forty-five years. 
He is still active in the business. He tells me that when 
he started he slept in his store and ate his meals on a 
special arrangement with the hotel across the street. 
His living expenses therefore were not high. He bought 
goods just as he needed them in fractions of a dozen. 
In this entire period of forty-five years this merchant 
has always discounted every bill. He stated he got 
his start because he held down expenses. Finally he 
felt financially able to marry.. He built one of these 
small square houses with a chimney in the center, paid 
for his property in cash, and as his wife did her own 
housework housekeeping expenses were not very high. 
He raised a family and now all of his children are mar- 
ried and he has a group of grandchildren. His two sons 
are with him in the business. They also conduct a 
garage, buy and sell automobiles, gasoline, oil and auto- 
mobile supplies. This family, consisting, of three gen- 
erations, are living in this town and all of them are 
living out of this one business. 

“Tell me,” I said to this merchant, “what is your net 
worth today?” He smiled and answered, “well figuring 
on what I have and what the boys have, inventory. 
buildings, homes and land, I guess we would check up 
about $75,000.” “Now, there is another question,” I 
said. ‘What, in your opinion, is the amount of money 
you have taken for living expenses throughout these 
forty-five years?” Again my friend smiled. “Well, in 
the early days we didn’t take much out of the business. 
We had to nurse the business along. We lived pretty 
close, but I guess the amount per annum that we have 
taken out of the business for the past forty-five years 
would be about $3,000.” 


N OW, gentlemen, just stop and think. This business 
started with $1,000 and one young man who was willing 
to work and was willing to be economical. In the past 
forty-five years $135,000 has been taken out of the 
business in cash for living expenses and there is $75,000 
left in assets. In other words, this little retail business 
in a little agricultural town in the past forty-five years 
has paid its owners $210,000. 

“Did you have to work very hard?” I asked my friend. 
“No,” he answered, “but I did work steadily and I 
watched sales and expenses and I watched profits. I 
had my price and no goods could go out of my house 
except at my price. I have done absolutely a one-price 
business.” “Tell me,” I said, “to what do you attribute 
your success, for I consider you one of the most suc- 
cessful men I have known.” “Well,” he answered, “the 
trouble with a good many retail dealers is in the fact 
they count their eggs before they are hatched. They 
spend their money before they get it. They expand 
their business on credit instead of expanding after they 
have built up a surplus. In other words, they get into 
the hands of a bank and pay a lot of interest. All these 
years I have been in business I have been a poor cus- 
tomer of any bank. We have had good years and bad 
years, and in the good years I tried to lay up a little 
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surplus, and in the bad years we just lived close and 
carefully.” “Tell me,” I said, “what has been your 
plan of buying.” Then he did grin. “Well, I have 
always tried to do my business with just as little extra 
work as possible. I never believed in piling up work. 
Therefore in all these years I have always given the 
bulk of my business to one jobber. I have tried to 
make my account worth while. Of course, occasionally 
this jobber would be out of the goods I wanted and 
then I would buy from some other jobber, but in the 
main, throughout all these years, 75 per cent of my 
hardware business has gone to one jobber. It has also 
been my policy to concentrate my purchases on certain 
lines of goods. If you will go over my stock today,” he 
said, “you will find that I have concentrated and stuck 
to certain brands. , That has always been my policy and 
I find it has worked very well.” 


sé 

2 ELL me this,” I asked. “When some manufac- 
turer’s salesman drops in and offers you an extra 5 or 
10 for a good sized order, don’t you try to save money 
by buying direct?” “No,” he replied, “I never did this. 
I have always believed in buying from my jobber in 
small quantities, getting the turnover in my inventory 
and avoiding overstocking. “Of course, there are cer- 
tain items that on account of their nature I do buy 
direct from the manufacturer, but on my general line 
of merchandise my purchases are practically all from 
jobbers.” 

“Now, tell me this,” I inquired. ‘What about the 
chain stores, have they bothered you?” “No,” he said, 
“T never hear of them. Our town is now only 1000 
people and we are too small to attract their attention. 
You see,” he added, “these chain stores wait for pioneers 
to build up a community and after it is built up they 
come in and try to take the cream off the top.” “How 
about mail order houses?” I inquired. “Well, as a matter 
of fact, we very seldom hear much about them. I do 
not think they sell many goods in our county. You see, 
my sons and myself have grown up in this county and 
we know almost every man, woman and child in our 
trade territory. I guess after all these years if the mail 
order houses did come in and sell our customers, there 
would very likely be something wrong with us. No,” 
he added, “I am not a prominent man. I live in a little 
town, but after all I have had a very independent, 
pleasant life. I have always had plenty of fresh air 
and I have always been my own boss. I have raised a 
family, educated them, and now my boys are doing the 
work of running the business and I am taking life 
rather easy.” 

On this trip West I met a good many prominent men ; 
some men at the head of very large institutions; some 
men that are known from one end of this country to 
the other; many of whom often have their names in 
the paper ; but as I reviewed all the people that I met on 
this trip, as I returned home on the Twentieth Century, 
it seemed to me the most successful man I met on this 
trip was this retail dealer who started business forty- 
five years ago with $1,000 capital. How about it? 














The MARK of QUALITY 


wherever LAWN MOWERS 
ARE SOLD 


Over fifty years of constant improvement in lawn 
mower construction—a product that has paved the 
way to effortless Iawn mowing—performance and 
reputation that make repeat customers—these are the 
things that make the Blair label the mark of quality 
wherever lawn mowers are sold. 


And over fifty years 
of manufacturing experi- 
ence and improvement 
have given the Blair 
High Quality Lines a 
number of features that 


make excellent selling 
points. 
Hercules Pilgrim 
Timken Roller Bearing Timken Roller Bearings 
Cylinder Five Drawcut Blades 


Sheffield Steel Cutting Knife 
Eleven-Inch Drive Wheels 
Dust Proof Oil Cups 
Interchangeable Parts 


Five Drawcut Blades 
Sheffield Steel Cutting Knife 
Hyatt Roller Bearing Wheels 

Steel Wheel Shafts 

Dust Proof Oil Cups 

Interchangeable Parts 


Grand Universal 


Eleven-Inch Drive Wheels 
Five Drawcut Blades 
Automatic Bearing Adjust- 


Automatic— 
Style 11-5 


Fafnir Ball Bearings 

Eleven-Inch Wheels 

Five Drawcut Blades 
Sheffield — Stationary 


nife 
Dust Proof Oil Cups 
Interchangeable Parts 


ment 
Crucible Steel Stationary 


nife 
Dust Proof Oil Cups 


In addition there are several models available which 
combine quality and low price. The catalog contains 
complete descriptions, color illustrations and specifica- 
tions. Write for your copy today. 


BLAIR MANUFACTURING COMPANY 


Established 1879 


Springfield, Massachusetts 


BLAIR  Drawcut 
LAWN MOWERS 
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Your best 
customers — carpen- 
ters, machinists. and 
mechanics — prefer 
Maydoles because 
they know from ex- 
perience and com- 
parison that they are 
the best hammers 


that money ean buy. 


More than 87 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23€ 


1843 


Maydole 


Hammers 


The David Maydole Hammer Co.,Norwich NY 
3623 




















1930 Building Forecast Presages 
Expenditure of Seven Billion 


(Continued from page 145) 


handled through large central organ- 
izations it is obvious that the facili- 
ties for provision of plans and speci- 
fications will be greatly improved. 
It is quite apparent that as mortgage 
money mounts again in volume it 
will be more scientifically handled 
and the natural result will be better 
quality in design and in the types of 
materials and equipment selected. 
We are to have better buildings re- 
gardless of type. First, because of a 
more intelligent demand on the part 
of the public, and second, because of 
the more scrutinized control of mort- 
gage money. 

This is a significant condition for 
architects, because it means a con- 
stantly increasing demand for the 
better type of architectural service. 
An investing public is learning more 
of the value of good architectural 
service, because the architectural pro- 
fession is learning to render a more 
valuable service. The economic con- 
dition of the architectural profession 
is strengthening constantly as archi- 
tects assume a broader relationship 
with building projects and with the 
economic structure which casts its 
shadowy lines over the drafting 
board. More and more in successful 
building projects of all types the 
architect, the engineer and the con- 
tractor are finding the recognition 
which always develops for practical 
contributions. Withal there is no de- 
cline in the art of building design. 
The esthetic phase is mounting, too, 
in its practical contribution to Ameri- 
can business and social life. 

There have been tremendous de- 
velopments in the manufacturing side 








of the building industry. Not only 
have great capitalists become actively 
interested but the very size of the 
industry has forced added vision, and 
together with an intricate combina- 
tion of research and technical im- 
provements, which is completely 
changing many of our construction 
methods, materials and equipment, 
some of the great basic divisions of 
the building industry, such as steel 
and lumber, are being forced to the 
development of hundreds of special- 
ties for the building industry. There 
has been a tremendous increase in the 
application of engineering skill to the 
solution of building problems. All of 
these, while they require far greater 
study and more comprehensive under- 
standing on the part of the architect, 
contribute in turn to the quality of 
the finished buildings. Good account- 
ing is showing the fallacy of cheap 
construction. The competition of 
building against building is rapidly 
elevating standards of service and 
esthetic requirements. The costs of 
maintenance and depreciation are 
more thoroughly understood than 
ever before as factors which deter- 
mine building investment profits. 

In every direction it seems that 
forces are gathering which may show 
the year 1930 as an unusually active 
year for the construction industry 
and perhaps as the beginning of an 
interesting cycle of active years as 
the public turns again to mortgage 
financing as an outlet for its money 
and to buildings as important factors 
in maintaining the proper operation 
of commercial and community ex- 
istence. 





West Virginia Discusses 
“The Smith Family—Consumers” 


(Continued from page 152) 


that put into effect will increase the 
income from our business during 
the year, our time and money will 
have been well spent. It has not been 


easy to build our convention program” 


this year. The collapse of the stock 


market was far-reaching in its effect. 
But, again, hard work has told in our 
effort to complete a program as good 





as we have ever had at any previous 
convention. We are grateful to those 
members who have made it possible 
for us to carry out and bring to the 
members of the West Virginia Hard- 
ware Association much of the same 
subjects and discussions that were 
taken part in by the delegates to the 
National Convention in Oklahoma. 
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Speakers at the Wednesday morn- 
ing session included: W. P. Bowling, 
White Sulphur Springs; J. B. Hines, 
St. Albans; George Corey Charleston 
and Virgil <A. Hall, Clarksburg. 
Harold Bervig, of the National Retail 
Hardware Association, summarized 
each business session. 

Frank Stockdale, business consult- 
ant of Chicago, was the principal 
speaker at Thursday morning’s busi- 
ness session and also served as the 
speaker of the evening at the annual 
banquet held Thursday evening at the 
Hotel Frederick. Other speakers at 
the final business session were: Earl 
Wyant, Huntington; Walter B. Wil- 
son, Clarksburg; J. L. Patterson, 
Huntington, and Harold Bervig, In- 
dianapolis. 


At the close of the final session, 
George Park, Follansbee, was named 
president succeeding H. B. Clowers, 
Oak Hill. Mr. Park served as first 
vice-president during the past year 
and will serve as president until the 
1931 convention. A. G. Shannon, 
3uckhannon, was elected first vice- 
president and E. B. Pryor of C. M. 
Love & Co., Huntington, second vice- 
president. 

J. D. Hicks, of Rennick, was chosen 
the third member-at-large of the ex- | 
ecutive committee. He will serve for 
three years and succeeds C. D. Kyle, | 
of Wellsburg. Other members of the | 
executive committee are R. F. Fox, 
Fairmont, and A. J. Groves, Hunting- 
ton. James B. Carson, secretary- 
treasurer, Dayton, Ohio. 








23,262,843 Cars Require Tires and Accessories 


(Continued from page 125) 


ance of the equipment contemplated 
are usually the factor influencing 
them to purchase additional equip- 
ment. The motorists who buy addi- 
tional accessories because they need 
them, consider serviceability and 
practicability of prime importance 
in their choice. Consequently it 
might be said that pride is the pur- 
chasing motive for one group while 
utility is the main consideration to 
the other group. 

Among the items which must be 
replaced due to wearing out or 
breakage in-accidents, the following 
are in brisk demand: bumpers, tire 
chains, head and tail light lens, 
auto glass, top material, radiator 
anti-freeze solutions, windshield 
wipers, windshield wiper hose, light 
bulbs, spark plugs, ignition cables. 
tire valve parts, floor mats, seat 
covers, hub caps, radiator caps and 
of course tires, which have become 
an important source of revenue in 
many hardware stores. 

While on the subject of tires, it 
is significant to note that the num- 
ber of two-car families has jumped 
from 300,000 to approximately 
3,000,000 in the last ten years. 
Twice as many tires will be required 
for those families, than if they were 
owners of but one car as previously. 
The majority of two-car families 
depend upon an old car for general 
utility purposes. As such cars have 
generally served for quite a long 
period, frequent repairs and addi- 
tional auto equipment are often 
necessary. They offer a particularly 


large market for a complete new 
set of tires, as persons who can 
afford to operate two cars will not 
often hesitate to banish the tire 
trouble caused by worn tires. Often 
the second car is completely re- 
furbished and reequipped with more 
modern accessories at an expendi- 
ture involving a substantial sum, of 
which, the hardware dealer should 
receive a lucrative portion. Many 
of the cars comprising the record 
high total of production in 1929 will 
also require their second tires dur- 
ing the current motoring season. 
This volume will first evidence itself 
in the spring and will become more 
pronounced as the tourist season 
advances. With the old cars held 
over for another year, which will 
need new tires the demand in 1930 
will be further accelerated. Other 
outlets are also destined to swell the 
year’s sales total. Trucks, fleets of 
commercial cars, bus systems and 
taxi cabs are increasing rapidly in 
numbers and the airplane tire mar- 
ket holds promise. 

Style is being injected into tire 
design and will open up hitherto un- 
suspected outlets. In addition, still 
another factor lends optimism to the 
outlook for tires in the current year. 
In the past, tire merchandising has 
not been universally satisfactory to 
the dealer. Now, however, it is said 
that while in no sense interfering 
with the individuality of the dealer’s 





Bakatax display cartons and 


individual boxes are mod- 





ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 
white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 











establishment, the retailing end is 
being placed on a sane and sound | 
basis, with pleasing results. , 


Speed Up 
the 
Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 
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Hardware and Housefurnishing 
Specialties 

Ironing Tables Mop Sticks 

Step Stools Tub Benches 


A complete line of the above items at prices 
that will merit your consideration. 


Please write for our catalog. 


The Monarch Mfg. Co. 
Tiffin, Ohio 








IWAN Post Hole Diggers 
Are Advertised to Help You 


They sell on merit. 


We do not make 

“private brands” for 
any Jobber, or 
compete with you 
by selling to Mail 
Order Houses. 


Your Jobber will 
supply you with 
genuine IWAN 
Tools. 


SOUTH BEND, IND. 





IWAN BROS., Mfes., 








Every Housewife Is a Prospect for ‘This Newest Invention 


A 
CURTAIN 





NO SEWING NECESSARY 
Sells as soon as it is shown. Takes the nag both of pin and ring. 
Eliminates use of extra curtain rings or 
The sharp points are easily hooked thy og curtain and the hooked 
ring is readily slipped over the curtain rod. 
No sewing for the housewife. Finished in bright lacquer. Retail 
at 25 cents per dozen. Good profit. Write for Trade-prices. 

Manufactured by 


I.H.Simpson Hardware Co., 326 Amsterdam Ave., New York, N.Y. 











Saves freight 
no water weight 


A practical all-around flux in convenient powder 
form. Made quickly ready for use by simply add- 
A Epane amount of water according to metal to be 
Takes a quick bite, makes the soder hold everlastingly 
and soders ALL metals, except aluminum. Non-aci 
Very popular with the trade, 
Sizes: % lb., 1 Ib. and 5 Ib. bottles. Also in bulk 
sizes. Sold through jobbers. Send for samples and 


trade-prices. 
Full Size Sample Free 
L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave. Chicago, IIl. 
—SOLD THRU JOBBERS— 











Dwelling Construction Cost 
Per Family 


HE Bureau of Labor Statistics shows, in the Monthly 

Labor Review for November, 1929, the cost per family 
of the erection of the different kinds of dwellings in the 
larger cities of the United States during the first half of 
1929. 

The costs stated herein are as given by the prospective 
builder at the time of applying for his permit to build, 
and do not include the cost of the land, but construction 
costs only. There may be a profit or possibly a loss be- 
tween the cost to the builder and the price paid by the 
home purchaser. The figures shotild not be interpreted 
as showing the cost of a dwelling built on identical plans 
and specifications in each city, as in some cities much 
cheaper dwellings are built than in others. 

In the 14 cities of the United States having a popula- 
tion of 500,000 or over, the average expenditure for one- 
family dwellings, as shown by the permits issued during 
the first half of 1929, ranged from $3,958 in St. Louis to 
$7,489 in Washington. In Chicago the average cost of 
the single-family dwellings for which permits were issued 
was $6,771, and in New York $6,141. Apartment house 
costs per family accommodated were lower in St. Louis 
than in any other city and higher in New York, the aver- 
ages being $2,141 and $5,596 respectively. 

Considering all classes of dwellings in these 14 cities, 
St. Louis provided cheaper dwelling places than any other 
city and Washington the most expensive. The average 
cost per family provided for in St. Louis was $2,738 and 
in Washington $6,410. 

In the cities of the population group between 200,000 
and 500,000, one-family dwellings ranged in cost from 
$2,633 in Dallas to $8,316 in Providence. Multi-family 
dwellings in this group cost $1,550 per family accom- 
modated in Dallas and $5,380 per family accommodated in 
Providence. 

Comparing the three population groups, it will be seen 
that the 14 cities having a population of 500,000 or over 
provided dwelling places for 99,771 families. Of this 
number, 69,605, or 69.8 per cent, were provided for in 
apartment houses at a cost of $4,740. One-family dwell- 
ings housed 21,262 at an average cost of $5,221. 

In the 22 cities having a population of over 200,000 but 
less than 500,000, one-family dwellings provided 46.6 per 
cent of the total, the 9138 single-family dwellings for which 
permits were issued in these cities costing $4,617. Apart- 
ment buildings housed 7828 families at an average cost of 
$2,972 per family. 

In the 49 cities having a population of from 100,000 to 
200,000, one-family dwellings provided for 57 per cent of 
the families housed. Permits were issued for 12,920 one- 
family dwellings in this group of cities at an average 
cost of $4,578. Apartment houses for which permits were 
issued during this period housed 6998 families at a cost of 
$3,270 per family. 


A small boy who was sitting next to a very haughty lady 
in a crowded car kept on sniffing in a most annoying manner. 
At last the lady could bear it no longer, and turned to the 
lad. 

“Boy, have you got a handkerchief?” she demanded. 

The small boy looked at her for a few seconds, and then 
in a dignified tone, came the answer: 

“Yes, I have, but I don’t lend it to strangers.” 
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“The World’s Largest 
Producer of Washers” 


For more than 40 years we have spe- 
cialized in Wrought and Steel Plate 
Washers of every description. 


We roll the plate expressly for the 
purpose and take infinite pains to pro- 
duce the best product possible. 


Send for Complete Catalog. 
Wrought Washer Mfg. Co. 


54 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers 


Established 1887 











You Can’t Beat This Hand— 
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It brings in the “dough’—so does 
STOVOIL. Get a few women started using 
it and the whole neighborhood will be buying 


STo TRADE ol] 
VOITa 
REG. IN U. S, PAT. OFFICE 


Kills Rust—As It Cleans and Polishes 











Greatest little repeat seller you ever 
handled. Nothing like it for keeping 
stoves and stove pipes clean and free from 
rust. Pays a nice profit too—write 


Superior Laboratories 
Dept. 202 Grand Rapids, Michigan 
Exclusive Pacific Coast Distributors: 
GENERAL SALES CORPORATION 





718 Mission St............San Francisco, Cal. 
SOG B. FRU Mec cscszcecsac’s Los Angeles, Cal, 
808 First Ave., South. .scicecves Seattle, Wash. 








CAKE ror LOC 


mn 99 The new form of moth re- 
pellant for use the year 
ta: (/ around. No spraying, no 
bother — just hang in closets or place in 
drawers, trunks, etc. 

REPELLANT and DEODORANT 
“RIDZ” not only repels moths and prevents 
their eggs and larvae from developing, but its 
fragrant odor is an ideal deodorant in close 
and musty places. 

25c VALUE—10c RETAILER 
Efficient, effective, economical—a REAL value 
for only 10c. Send for samples and prices— 
TODAY! 


Midway Chemical Co. 
3650 JASPER ST., CHICAGO, ILL. 
P.S, Are you stocking FLYded—the fastest |== 
"selling insect spray in America? Advance| 4°} 
orders now on hand indicate that the Nee y 
1930 sale will far exceed our record of 3 
million cans sold in 1929! 


1, OTHERS’ PRICE—FULLY GUARANTEED 
NOTHING BETTER 





























Their Display Makes Sales 


Give INDIANA Shovels the display 
their X-tra Quality deserves and they’ll 
sell and stay sold. 


The big INDIANA Line includes pat- 


terns for every requirement. 


Send for Catalog. 


The Indiana Rolling Mill Co. 


New Castle, Indiana 
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The St.Paul Union Depot 


St. Paul, Minnesota 








Floor Type 








Where Great Traffic Flows 


continually im and out of public buildings 
it is imperative that the hinges used func- 
tion perfectly. 


The use of Lawson-Milwaukee Spring 
Hinges in the St. Paul Union Depot is a 
silent tribute to their unfailing efficiency. 
Send for Catalog. 


Keep your stock down and yet complete— 
buy one line— 
The Lawson-Milwaukee line of spring hinges. 


MILWAUKEE STAMPING CO. 
Milwaukee, Wis., U. S. A. , 


Chicago Office, 230 W. Superior St., Chicago, II. 

New York Office, 416 Broadway, New York, N. Y. 
Boston Office, 120 Pearl St., Boston, Mass. 

Seattle Office, 521 30th Ave., South, Seattle, Wash. 

Los Angeles Office, 320 East Third St., Los Angeles, Cal. 
New Orleans Office, 202 Balter Bldg., New Orleans, La. 
Dallas Qfice, 1002 Woodlawn Ave., Dallas, Texas. 


LAWSON-MILWAUKEE 


Spring Hinges 





























Quickest 
Way to Repair 
Leaky Containers 


Leaks in boilers, gas tanks, storage tanks, pipe, 
buckets, etc., are quickly sealed against air, 
moisture, dust with the perfect-sealing 


JIFFY 
BOILER PLUG 


Merely drive its chisel 
tighten—that’s all! 


Saves dollars and doubt. 
point past first thread, 





Rings Up Consistent 
Profits 


All year round, leaks are 
happening. At 50c. a sale, 
with no effort on your 


te, 
Order Ra stop phat 93 
4 


oe 





from Your 


part, this is a live, Jobber 
steady moving Let him send you 
item, this attractive 12-sale 
Display Card. It’s a 
good salesman. If you've 








got a large place, order two 
or three cards. 


JOBBERS: Send for free catalog pages. 
Sample Plug FREE on request if desired. 


THE JIFFY BOILER PLUG CO. 


9114 St. Clair Avenue, Cleveland, Ohio, U. S. A. 














Your Profits 


Depend on Customer’s 
Demands 


BARTLETT 
Compound Lever 
PRODUCTS 


Enjoy a world-wide 
reputation 





Bartlett Shears and Snips 
are specified by most of the 
- railroads. Our Tree Pruners 
are standard equipment with 
many Bell Telephone com- 
panies, light and power com- 

e panies, also tree experts. 


Customers who buy only the 
best demand Bartlett Tools. 


Our tools cut easier because 
of the 
Compound Lever. 


That’s why they cut the full 
length of the blade. 





It will pay You to stock 


Bartlett Tools No, 777 


Lopping Shear 


ee our Exhibit at the Atlantic City Convention, 
Feb. 11-14 


BARTLETT MFG. CO. 
3030 E. Grand Blvd., Detroit, Mich 





Not 
Ss 















































LAMP BULBS 
MUST BE REPLACED 
AT ONCE 


A man can postpone the purchase of 
a new suit or delay painting the dining 
room floor. But when an electric bulb 
stops working, it must be replaced at 
once. No one wants fo sit in the dark. 


Hygrade Lamps will give your cus- 
tomers the amount of light they need 
when they need it. Hygrade Quality 
plus Hygrade National Advertising will 
bring steady customers to your store. 





HYGRADE LAMP Co. 


Salem, Mass. 


LAMPS YOU CAN DEPEND UPON 
—TUBES YOU CAN TRUST 


Licensed under General Electric Company's Incandescent Lamp Patents 











One of 1930's 


“Best Sellers” 
With A Large “Volume” of Profit! 


No. LIFC Now here IS colorful comfort for your 

customers and comfortable profit for 
you. The Peerless Line is a profitable one to handle, to 
start with (and continue), and the No. 11 (Reclining) 
series is a popular class. No. 11-FC is our No. 11-F, 
with canopy (although canopies may be attached to any 
of this series). Chair No. 11-FC complete with armrest, 
footrest and canopy. Supreme comfort—and they, too, 
sell on sight. May we send sample or an assortment? 


Sell this Colorful* Line! 


Peerless Folding Furniture 


If you are not already selling this type of furniture 
—or if you're not selling the Peerless Line, you’re miss- 
ing a lot—of easy selling, satisfaction to customers and 
PROFIT. More and more is the demand increasing— 
you can open up new markets right at home. Sell for 
camp or home—town or country. [Every garden, lawn, 
country club, front porch, motorboat, sun parlor, hotel, 
camp, restrooms and many offices are prospective sales, 
Won't you let us help you get that EXTRA business? 


Send for New Catalog J 


Send coupon below, or otherwise write, for our NEW 
catalog. Free! Illustrated and in colors. To save time, let 
us send you samples of several numbers. No free samples. 
Goods may be returned or kept as part of order. 
Warehouses in principal cities. Order from nearest repre- 

sentative, or direct. 

L. T. Decker, 7429 Jeffery Ave., Chicago, III. 

H. S. Cleveland Co., 115 S. E. 4th St., Minneapolis, Minn. 

A. Darusmont, Jr., 49 Central Ave., Cincinnati, Ohic 

M. W. Mitchell, 119 S. Queen St., York, Pa. 

Alden Glaze & Co., 121 Second St., San Francisco, Cal. 

L. W. Clarke, 1140 Broadway, New York City 

G. J. Smeltzer, 437 Gladstone Ave., Toronto, Ont., Canada 

E. L. Roach & Co., Inc., 216 Chestnut St., Philadelphia, Pa. 


Tucker Duck & Rubber Co. 


Manufacturers, Fort Smith, Arkansas 








*Colorful in two ways—in actual color and, you'll soon see 
the color of your money and make yeur competitors green 
with envy. 
a EP Ss Aer Se 
Tucker Duck & Rubber Co. D-31 
Fort Smith, Arkansas 
Please send 














O New Catalog 
(J Samples No. 11-FC 
‘, Uther Samples 
(Samples to be returned or kept as part of order.) 
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The only way to make 
real money on hardware 
specialties is to be sure 
the line you handle is not 
only pleasing in appear- 
ance, but has the quali- 
ties that make customers 
stick. 

In the Cronk Line, these 
features working together 
have been a never ending 
source of good profit for 
many dealers throughout 
the country. Good looks 
sell this line and quality 
brings the customers back 
for more. 

One order will convince 
you of the big possibili- 
ties Cronk has in store 
for you. Just a line will 
bring you our attractive 
catalog. Get it now! 
Your Jobber will quote. 
We also make Potter and 
Swineford Products. 


The 
Cronk & Carrier Mfg. Co. 
Montour Falls, N. Y. 


I a 


CHAMPION BRACED 
Wrought Steel 
Garden Rake 

Teeth doubly 
strong. Steel 
braced tang rivet- 
ed into handle. 
Strongest rake. 


‘eases 
CRONK 
TOOLS 












| 




















THE BRAINERD LINE 
































THE BIG LINE OF 
EVERY-DAY SELLERS 


The Brainerd Line is your “bread-and-butter” 
line—the staple goods that go every business 
hour of the day and produce the profits you de- 
pend upon. 


Over 1500 Items 


—specialties needed in every home, by every 
carpenter and cabinet maker, and many others. 


And we help you sell with 


Sample Display Boards 


that meet the customer’s eye. We charge only 
regular trade prices for the goods on the 
board; mounting, numbering and the board 
itself free. 


Catalog of 516 Pages 


tells the story and should be kept handy by 
every dealer. It will save many a sale for you. 
It goes to you on request. 


THE BRAINERD MFG. CO. 


East Rochester, N. Y. 
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8 Dril 





ITH the in- 

troduction of 
the new selector con- 
tainer for small drills, thou- 
sands of dealers say the package 


and counter display carton has lifted 
small drills to the top of the fast-selling 
column and every sale means nearly eight 


times the old profit! 
Order a carton today! 


Carbon Steel—Carton No. 260 
High Speed Steel—Carton No. 570 


The TWIST DRILL 
COMPANY 
CLEVELAND 
NEW YORK-CHICAGO-LONDOR 
SAN FRANCISCO 

















Is 















ming. 

ments; 

wheels; ball 
swivels; vertical 
rollers 


frame and apron. 











ment. 


write 






Fire Door Hardware 
Spring Hinges 





Allith 1080” 


Designed for folding- 
sliding garage doors. 
Allows doors to fold 
back at any angle; pre- 
vents sagging or slam- 
Double adjust- 
roller bearing 
bearing 


and one-piece 
Certified Malleable 





Catalog 97—the Authentic 
*“BUYER’S GUIDE” 
FOR BUILDERS’ HARDWARE 


If you haven’t a copy, don’t neglect getting yours 
now. Be prepared to advise your customers about 
every type of door hardware and carrier equip- 
Be ready for those 
hardware not regularly stocked. 
more money making hardware jobs with the aid 
of this handy sales manual. 


ALLITH-PROUTY CO. 


DANVILLE, ILLINOIS 


Airport Door Hardware 
Garage Door Hardware 


Industrial Door Hardware 
Certified Malleable Iron Castings 


This built-in 


Allith 1180” 


For 3, 4, 5 or 6 door 
garages. Uses the re- 
liable round track. Steel 
frame; swivel type; re- 
versible; vertical ad- 
justment; machined cast 
wheel; improved easy 
lubrication; won’t balk, 
jam, stick or jump the 
track. The safety guard 
prevents derailment. 


“special orders” for 
“Cash-in” on 


It’s yours! Just 


Overhead Carriers 
Rolling Ladders 
Door Hangers 
Malleable Iron Washers 
Stadium Seat Brackets 


ALLITH 


Built-in 

‘ “Reliability” 
means greater 
“Salability” 


Making Reliable Hangers is our one big 
job; we trust no one else with any part of it. 
Allith craftsmen direct every operation; 
Allith chemists test every process. We mix, 
mold and anneal the iron; we machine, as- 
semble, paint and pack the product entirely 
within our own organization. 
reliability is an important reason for our 
quarter century of success; it is an out- 
standing reason for continued and greater 
garage door hardware sales by our dealers. 
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Deane Savi. 










HEDGE™ 


GRASS= 





y PRUNING== 





LOPPING=== 


SHEARS 


A COMPLETE LINE OF EACH 


IT IS NOW TIME TO STOCK 
UP ON THIS ATTRACTIVE, 
PROFITABLE LINE— 


Send for Circulars and Prices 
SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONN., U. S. A. 


Sales Representatives: 
John H. Graham & Co., Inc.—113 Chambers St., New York 














NI; 


GLASS CUTTERS 


Red Devil means 
dlass insurance 





The GLAss CUTTER PRIMER 
O STANDS FOR ONLY 


No other glass cutter compares with 024 
in popularity and sales. 


The new 024 is doubly efficient and last- 


ing. 


2 STANDS FOR TWICE 


Of improvements that make the Best Glass 
Cutter Still BETTER. 


Stock the New 024 


1165 SPRINGFIELD AVENUE 


4 STANDS FOR QUARTET 














Show Your 
Customers 


how easy it is to hang up tapestries, 
pictures, photographs, curtains and 
all wall decorations by using 


Moore Push-Pins 


Glass: Heads—Steel Points 


2 Sizes Decorative 


Moore Push-Pins 


Six Colors with 
Gilt Decorations 





Moore Picture Hangers 


en For framed pictures and heavy wall 
decorations. 







will make quick sales for you. 


oh Our small Style “S’ Display Case 
" Your jobber will supply you with 


A iGtees Displays and Refills on short 
notice. 
MOORE PUSH-PIN CO. 
PHILADELPHIA 

















IRVINGTON, N.J.. U.S.A. 

















USE THIS $15,000,000 PLANT TO MAKE 
PROFIT FOR YOUR STORE 


Ina plant covering more than 
seventeen acres, the originators 
and world’s largest manufactu- 
rers of Bottle Caps are turning 
out millions of gross of Caps in 
sealed, sanitary packages espe- 
cially for your 
trade. Stores 
everywhere 
are finding 
“pyRaMID™ BRAND O°“ lage 
bigger tle Caps an 
sie = spiel easilyhandled, 
Cap quick- moving 
item that brings nde, profitable 
sales. 











Before buying elsewhere, be sure 
and write or wire for our latest 
quotations. You can’t afford to ‘HOME USE” BRAND 
overlook the Crown Cork & Seal The Standard Quality 
proposition on Bottle Caps. Cap 


CROWN CORK & SEAL CO., Baltimore, Md. 


The World’s Largest Bottle Cap Makers 
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, > | 
EIS ERS SALLEE HANDLES 


in ACTION = take Rugged Work and 
. Show Your ask for~ 


, ee MORE 









the eau 
SERRATED Hina 12 


cal 
” 












vat Dl | | 
Sry Al |! Wie 


— 
. a 
—_ oo” 
z— -". 
_ aa — 
oi ' 


UP and down the right 
of way where the thump- 

ing of steel and iron batters 
a rugged tune, Sallee handles 
are at work—the roughest, 
toughest type of work. All 
day long section gangs tug, 
pound and pry at jobs that 
shorten the life span of ordi- 
Hy nary tool handles. Sallee 
<4 handles take all the gruelling 
labor of railroad work and 
3 ask for MORE days on the 
and dulling. Upper blade and bolt job—MORE nights in the 


move together, eliminating fric- : P 
tion against lockwasher and stop tendency to section shanty. Again and 


=! 

















Features of 
These Shears 


RANCHES and 

twigs can’t slip 
from the sharp cor- 
rugated edge. Slight 
pressure on_ blades 
insures a clean, even 
cut. Inside edge of cor- 
rugations is slightly bev- 





loosen. Tangs run through handles and again these handles have 
— and nut at end hold handles se- proved they take their time 


] 
nad Keiser’s Shears should be in your stock. growing old. 
Let us send you a sample now. 


KEISER MANUFACTURING CO. 


READING, PA. 
Wiebusch & Hilger, Limited, 


Distributors 
New York 


Sallee handles come from 
the world’s richest second- 
growth hickory timber belt 
and are made by expert 
craftsmen who know the de- 
mands of a handle in 
rugged construction work. 


106 Lafayette St. 








Aaatiaik: 
‘+ LEVELCUT 4 
| GRASS SHEARS | A & Write for price lists and grading sheets. 


SALLEE BROS. 
POCAHONTAS, ARK, 


“Years experience in handle making—from 
tread mill to modern plant production.” 

















Easy to operate. Natural up 
and down motion never tires the 
hand. Smooth positive spring aciion. 
High quality, hollow’ ground, finely 
polished steel blades. 
Packed in individual boxes. Weight 16 oz. 
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This sturdy, one- 
piece Band Saw 
has a solid iron 
frame with re- 
movable base. 


It is right “Up- 
to-Date” in con- 
struction as well 
as in name— 
carefully ma- 
chined and cor- 
rectly adjusted. 


It operates per- 
fectly and the 
ATKINS Silver 
Steel Saw Blade 
makes quick 
work of any job. 


Price includes 14 
h.p. motor with 


belt and pulley. Crea caus 
Deuut-n switcs 





Retails at $57.50 Fully Equipped 


Think of selling our “Up-to-Date” Portable Electric 
12-inch Band Saw, fully equipped, including ATKINS 
Silver Steel Saw Blade for that LOW price. This 
outfit is the latest development in Blade Saw Equip- 
ment and has a special spring absorber to protect 
blades against breakage. 

All parts carefully machined and in perfect adjust- 
ment. Built to give entire satisfaction. Band Saw 
with Blade retails at $35.00. Base retails at $5.00. 
%-hp. motor, belt and pulley retails at $17.50. Total: 
$57.50. May be had with ‘%-hp. motor, belt and pul- 
ley at $5.00 extra over %4-hp. price quoted. Aluminum 
Saw Guard, $8.50. Send for Full Details. 


UP-TO-DATE MACHINE WORKS 
2915 S. Wabash Avenue, CHICAGO, ILLINOIS 














It will pay any dealer 
who is selling to quality 


trade to investigate American 


Swiss tools. Over 30 years of quality 


file and tool making enable us to hold prices 
to surprisingly economic levels for quality tools. 
Our large assorted stock assures prompt deliveries. 
Write for American Swiss Catalog. 


AMERICAN SWISS FILE & TOOL CO. 
400 Trumbull St. Elizabeth, N. J. 


Meera 





SwisS 


Tools... Files... Knurls 








STAR HEEL PLATES 


“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 































No. 6 
| No. 5 
is 
ot No. 4 
They ESTAR 
ll hy’ es 
per A/D No. 3 
 SLAR UN 
d “ 39 
= ALUN No. 2 
STAR N 
MUI No. 1 
Com 


EX No. 0 


These illustrations are % size. 


STAR HEEL PLATE CO. 
LOUIS SACKS, Inc. 
Newark, N. J. U. S. A. 


























Stetson’s Combination Cushion Chair Tips are made 
The chair is able to move 
about freely without noise or scratching the floor. The 
felt washer acts as a cushion. 
our big sellers. Write for catalog. 


from selected sole leather. 


Elastic Tip Co. 370 Atlantic Ave., Boston, Mass. 








This line is only one of 
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New York 


“new Ye THE JAMES SWAN COMPANY, Seymour, Conn. 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 
Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 











VOLUME and PROFITS 


In Selling 





SKYSCRAPER 
Rubbish Burners 
often sell them- 
selves by _ their 
strong, neat ap- 
pearance. They 
are easier to stock 
and ship, too, be- 
cause they come in 
knock down form 
packed in individ- 
ual cartons. 
There is a_ real 
volume and a real 


profit in = SKY- 


have 
been 
the 
Standard 
of the 
industry for 
76 years 


Better bolts, 

nuts, screws, 

and rivets are 

not made at 
any price. They 
lead the field 
when it comes 
to quality. 





Dealers, here’s Homes, Stores 


your chance to 
handle a_ quality Factories and 
product that is a ae: ; “CRAPERG 
popularly pr iced Institutions SCRAI ER S. 
and one that will 4/3 
oa a handsome } fe Ask your jobber or write to us. 
ate ¢ » Distributed by 
we sen you our ~ 
prices? EASTERN NAIL COMPANY 
170 Union Avenue, Providence, R. I. 


CiarkProsRort(o _\ Catan Rapcwaneestine 
ee © pe © a ae PACIFIC SALES COMPANY 
bi 718 Mission Street, San Francisco, Calif. 


Studebaker Ave. 











Milldale, Conn. 





Fifty Years Experience in the Manufacture of Tapes and Rules 
As a Background for the Building of 


LUFAIN FINE PRECISION TOOLS 


Accurate—Improved Design—Superior Finish 
The illustration shows the “RAPID READING” feature now to be 
had on all our Micrometers. It makes reading quicker, easier, 
and more positive. It is but one of many new 
features in our line of Fine Tools 


Ask Your Jobber for Lufkin Tools 


THE [UFKIN foULe (9. Si 
Let Us Send You 
Complete Tool Catalog. 


SAGINAW, MICHIGAN New York 








Windsor, Can. 
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IMPROVED 


“SO-BOSS 


Cow- Hobbles 








ore Greater Profits 


The new “SO-Boss” chain has short welded links pro- 
viding maximum flexibility and adjustment—new fast- 
ener is easy to operate and positively holds chain at de- 
sired tension until released—special burnishing provides 
smooth surface that cannot injure animal and new 
copper finish adds sales appeal. Ask your jobber about 
this new “So-Boss” or write us for information. 


Simonsen Iron Works 
Sioux Rapids, Iowa 














WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Fr » Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 

















Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 


You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 


There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 

This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 

















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covéring every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire —. doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in b. S., Canada and Foreign. 
Automobile Accessories Job bers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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-HOUZEX PUSH PINS 


Beautiful Glass Heads 


in 4 delicate 
shades— 


sharp steel points 


1.3. Houze Convex Glass Co. ,.0°75!5 
= MM. ys. Cheese 








sis Niece Brand new—made by 
Houze—Glass headed push 

pins in these four attrac- 

Large—3 to Card tive colors, La _ Rink, 


Rose, Co-Blue, Chro- 
Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 
pelling 


Heads are 34 inch across top. 
Pin—overall—%4 inches long. 


Counter Display 


Assortment - A—48 _ 10- 
cent cards—sixteen cards 
of each size. Three sizes 
of each of four different 
colors. Size of display 
carton is 12'x814"x134", 





Medium—4 to Card 


Heads are 5 inch across top. 
Pins—overall—*4 inches long. 













HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 





Mower slips into 
sharpener without 
being dismantled 











“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 


ply because of improper sharpening. 


These dealers, 


by installing an IDEAL LAWN MOWER SHARPENER 


and sharpening the mowers themselves, render a much 


wanted service to their customers, 


profits themselves. 


and make liberal 








Small—6 to Card 


Heads are %4 inch across top. 
Pins—overall— *4 inches long. 





Retail value $4.80; Price 
to you $3.00. 


Write for samples. 


L. J. Houze 


Convex Glass Co. 
POINT MARION, PA. 
Glass Specialties of Merit 
New York: 110 W. 40th St. 
Chicago: 536 S. Clark St. 











$1.50 to $2.00 PER MOWER 


Any boy can operate the IDEAL. 
Slip the mower into the IDEAL 
without dismantling, make a 
few simple adjustments and in 
15 minutes the mower is per- 
fectly sharpened — every blade 
with a true keen edge. The 


15 Minutes Work 


usual charge, $1.50 to $2.50 per 
mower, is mostly profit. 


The IDEAL SHARPENER re- 
quires little space, operates off 
a light socket, and its first cost 
is extremely low. 





Write for prices and full information 


The Fate-Root-Heath Co., 901 Bell Street, Plymouth, Ohio 








hey areas goodas 
<< TheyLook!” 


So Fairmount Tools Sell 
Readily and Satisfy the 
Most Exacting Mechanic 


Attractive appearance and reputa- 







With 
Cold-Chisel Jaws 


Diamond _ Adjustable 
Wrenches are drop forged 
from high grade tool steel— 
carefully hardened and 
drawn in oil. Jaws as strong 
and hard as a cold chisel. 
Won’t chip or break. 


Designed especially for 
mechanics—perfectly shaped 
to handle easily—grip like 




























FAIR 








1061! QUINCY AVE. 


fe 
| FAIRMOUNT TOOLS GIVE SERVICE AND SATISFACTION 


tion go a long ways toward sell- 
ing hand tools to the experienced 
mechanic, but it takes real quality 
to bring him back for additional 
purchases. 


That is why the retail hardware 
merchant selling Fairmount Drop 
Forged Tools finds it easy to build 
a real hand tool business. Fair- 
mount Tools sell easily, again and 
again, because they are as good 
or better than they look. 


Certain popular numbers, which 
are made in a variety of sizes, are 
pictured here. For full details 
concerning these and other Fair- 
mount Products, write or ask 
your jobber’s salesman. 


IMWOUN 


FORGING Co. 


CLEVELAND, OHIO 











T 
5/7 


a vise. 


DIAMOND 

















tell 

















WRENCHES 


Diamond 
Wrenches are the most com- 
plete line made. A wrench 
every purpose—eleven 
sizes, single or double end, 
full or semi-polished. 


for 


Write for catalog—we’ll 
you about our dealer 
helps—display boards—cir- 
culars, etc. 


Diamond Calk Horseshoe Co. 
4622 Grand Ave., Duluth, Minn. 


Adjustable 
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PAINE 
SPRING WING TOGGLES 
MURDHY FINE FINISHES are used for attaching any ob- 


ject to a hollow wall or ceil- 
Famous for 65 years among architects, master painters ing. 


and makers of products requiring a fine finish They work instantly in any 
position in any hollow ma- 








Da-Cote Enamel Brushing Lacquer terial. 

Da-Cote Floor Enamel Univernish The SPRING Does It 

Da-Cote Varnish Stain Linoleum Lacquer Catalogued and stocked by a 

Quick Velvet Enamel Muronic Enamel majority of the Hardware, 
Electrical and Plumbing 

Transparent Spar Varnish Transparent Floor Varnish Jobbers of the country. 


Samples and. prices on re- 
quest. 





Transparent Interior Varnish 
Airplane Super Spar Varnish Quick White Enamel 


MURPHY VARNISH COMPANY, Newark, Chicago, San Francisco 


. 2951 C Il Ave., Chicago, Il. 
The Paine Company 79 etter St., New York, N. Y. 

















O NOW BUYS A DEMING 


The 
JOBBERS ® me MARVEL Shallow well PUMP 


Big Seller 


Leading Jobbers handle Rubyfluid Soldering 
Flux, because Retailers who sell it never have 
cause for complaints. Repeats follow. 










With 265 gallons per hour 
capacity 

Its exceptionally low price 

per gallon makes it the finest 

pump built for direct home 


Send for free sample and discounts. water systems. For full infor- 
mation and discounts write 


RUBY CHEMICAL Co. 
THE DEMING COMPANY 


68 McDowell S , Columbus, Ohi 
ee ee te DEMING Established 1880 - Salem, Ohio 


Rubyfluid fluxes perfectly, saves solder, never 
corrodes, contains no poisonous fumes and may 


be had in % Pt. to 10 Gal. size cans. 


FIG, 1885 























Phenix Garage Door Holder No. 52° 


Prevents Doors from 
Banging and 
Breaking 


The illustrations show 
Phenix Garage _ Door 
Holders. Phenix Hard- 
ware is designed princi- 
pally for Screen and 
Storm Doors and Win- 
dows, Sun Porches and 
if Garage Doors. Phenix 

Superiority wins friends 
, everywhere. 

















ENCES, : 


” carry a nice profit 3 | Pd 
QAM i 3 |Ez NAN 
Write for Catalogs and Prices HANGERS pee | 


The Stewart Jron Works Company, Inc. HOLDERS : 
540 Stewart Block, Cincinnati, 0. BOLTS Phenix Mfg. Co. 


Stop in 


We will be glad to help you 
with your sales problems. 


Hardware Age, 72. cto” 














[A- 


032 Center St., 
Milwaukee, Wis. 
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Known and Used the World Over 


Peerless Hand- 
cuffs snap like a 
trap, lock instant- 
ly and hold se- 


curely. 












Wein? 12 Ounces 
SWIVELED SWIVELED 





PEERLESS 
HANDCUFFS 


are the only handcuffs we know of that positively cannot 
become locked in an officer’s pocket. They are always 
ready for instant use. Should a person resisting arrest 
close the locking jaw of these handcuffs, the officer can 
open it with only one hand by simply pushing the jaw once 
around without the use of the key. Send for details. 


PEERLESS HANDCUFF CO., Springfield, Mass. 




















SELL 


APPLIANCES 


EDISON 
GENERAL ELECTRIC 
APPLIANCE COMPANY inc. 


5600 West Taylor Street, Chicago 











Coes Genuine Steel-Handle Wrench 


A weather-proof, fool-proof, unbreakable wrench. 
Unequalled for hard, heavy work. Standard equip- 
ment with many Railroad and Mining Companies. 
Ask your Jobber. 


BEMIS & CALL CO., Springfield, Mass. 











Toy ’Phones 


Just like the real thing. Make a dis- 
play. Children always reach for 
them. These are the leaders of all 
toy ’phones. Perfect workmanship. 
Atractive finish. Popular prices. 
Sell at all times. 
Write for Catalogs 

of toy ’phones and many other bell 
toys that sell quickly. 


The N. N. Hill Brass Co. 


Manufacturers of Bells and Toys 
33 Skinner St., East Hampton, Conn. 





Cut 484 
Nos. 340 & 350 














Segal advertisements in mag- 

azines will reach over 26 

e million people. A lock must 

“protect as well as orna- 

i ment’ is the sales story 

they tell. This powerful ad- 

EY vertising will send more 

people into your store for 
Segal locks and hardware 
for homes, apartments, of- 
fices, garages, factories, etc. 
Stock and display Segal 
products for greater profits. 
Write for free literature and 


full details. 





SEGAL KEY CUTTER 
Pays for itself in a few months. 


So simple any one can operate it, 

used by hundreds of Hardware Burs. lar-Proof 

Dealers with great success and 

profit. Jimmy-proof ‘ Latches and 
oTTitrtirtiicitititts ss Locks _ Padlocks 








Segal Lock & Hardware Co., Inc., 
12 Warren Street, New York, N.Y. 











- THE PAINT-O-MISTER 


HE SRE’S what you want in a spraying machine. Light- 
ness—ease of operation—easy cleaning—easy _ lubri- 
cating—sturdy motor—full pressure to at least 25 Ibs. 
The “Paint-O-Mister” has them all. $39.50 Retail. 


THE ATOMISTER CORPORATION 


39 Scott Avenue Rahway, N. J. 




















| REAL METAL Solder a 
in Paste Form— sie 
Packed in 
Collapsible 


Greatest Soldering Convenience 
Ever Invented. 

: % \§ Every Electrical Connection 

ih ara 1) orIntricate Job Needs ~ 
1 —_ SOLDERALL. 


THE SOLDERALL CO..Newark.N.J. 












YERS (rine 


% 
JU 
MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 

make it accessible and convenient for clerks and stock men 

to handle with absolute safety—to insure quick service for 

wholesale or retail trade—install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, over- 

head track system, firm construction throughout, eliminate vibra- 































tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 
mE FEMYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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Classified Opportunities 





Use the “Classified 


ities Section” to reach Hardware Manufacturers, 


Opportuni 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
eee rer ee 
Each additional inch... . 


Positions Wanted Advertisements 
see ee $5.00 50% off rates quoted 


srecsccees 4.00 





Address your advertisements and replies te 





Set Solid, Minimum of 6 lines... .$3.00 
Each additional lime............ 60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ £0 
Average 10 words to a line 
Allow One Line for Keyed Address 





Discounts for Classified Advertising 
4 insertions, 10% of; 8 insertions, 158% 
0 


Hardware Age, Classified Sages 
tunities, 289 West 39th St. New 
York City 





Harpware Acs is published each Thursday. 
Forms close Nine Paes peettine to date ef 





Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., om pig Bag _ ordinary reforwarding postage should not 
num ‘ 


be addressed te 








BUSINESS OPPORTUNITIES 





POSITIONS WANTED 





} 





MANUFACTURER WANTS LINES 


Manufacturer and distributer of responsibility with good facilities wants 
to augment line th products preferably adapted to the hardware teade. 
Can take over sole distribution, and manufacturing if desired. Will von- 
sider purchase of patents or manufacture on royalty basis, or purchase of 
any going plant. All communications strictly confidential. Write Mr. C.. 
care ef M. Weingarten Advertising Agency, 45 West 34th St., New York. 














FOR SALE. A prosperous hardware, implement and plumbing business 
in a live town of 1500 located in the central part of Michigan. 

Good railroad, good highways, paved streets, sewers, water works, 
electric lights, paid fire department, fine farming and large territory to 
draw trade from. “NO TRADES”. Satisfactory reasons for nt A 
splendid ug eg for a hustler. Address Box 1-697, care of Harp- 
warE AcE, New York City. 





FOR SALE—Hardware_ Business long established on prominent 
thoroughfare in midtown New York City, for many years enjoying a 
large industrial and steady transient patronage. Future of neighborhood 
articularly bright. Address Box I-707, care of HArpware AGE, New 


ork City. 





FOR SALE, Hardware Business located in County Seat town in central 
Pennsylvania. In center of rich farming district. Clean stock. Best of 
reasons for selling. Real proposition for young man who desires to go 
into business and is willing to work. Address Box I-698, care of Harp- 
warE AGE, New York City. 





WILL SELL thriving hardware business in heart of best irrigated sec- 
tion in Colorado. Fine, clean stock; inventory about 6,000; fixtures, etc. 
1,300; sales $19,000 to $20,000. Beautiful town of 1500; short distance 
rom famous National Parks. Address Box I-670, care of Harpware AGE, 
New York City. 





Price very reasonable. Growing 
35 minutes from New York, at 
Address Box I-685, 


FOR SALE: Hardware Business. 
town on South Shore of Long Island. 
Railroad Station. Owner going in other business. 
care of HarpwAare AcE, New York City. 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 











OPPORTUNITY FOR A MANUFACTURER 


Successful executive, experienced in organization, sales 
and production, will consider an opening with a manufac- 
Prefer ar- 


turer interested in expanding his business. 
rangement based on nominal salary with increased 
earnings. Address Box | 627, care of HARDWARE AGE. 














SANELY PROGRESSIVE : 
My knowledge and experience would be valuable to a concern that wishes 
to develop its advertising. I have had a long experience in this field, 
know gonsumer and trade publications, ¢an write with clarity, am 
choveuihly familiar with advertising lay-out, engraving and_ printing 
processes and catalog production. Address Box I-702, care of HARDWARE 
AcE, 239 W. 39th St., New York, N. Y. 





WANT TO BUY RETAIL HARDWARE STORE located in or near 
the State of New York, town of not over 2000 population, not near large 
city, stock inventory about $6,000.00. Address Box 1-662, care of Harp- 
warE Acz, New York City. 


POSITIONS WANTED 


_ EXPERIENCED, Seasoned traveller, Technical and practical, now sell- 
ing plumbing; hardware; auto and mill supply jobbers from Maine to 
Florida desires one more good line on commission basis. Best references. 
Give complete details and literature. Specialties. old or new articles. 
Address Box I-696, care of Harpware AcE, New York City. 











YOUNG MAN wants position with retail hardware store, having new 
or inactive paint department. Thoroughly capable of managing and in- 
creasing sales. Good knowledge of general hardware, also. Small town 
in or near Missouri preferred. Available Mar. 1st. Reliable references. 
Married. Address Box 1-695, care of Harpware AcE, New York City. 





YOUNG MARRIED MAN with ten years’ experience in retail and 
wholesale hardware business and plumbing supplies is desirous of asso- 
ciating in sales capacity with well established retailer or jobber in 
Metropolitan New York. For full details address Box 1-706, care of 
Harpware Ace, New York City. 





BUILDERS’ HARDWARE ESTIMATOR, experienced Plan Man, now 
calling on Architects and General Contractors in New York and New 
cies d ser position with reliable Firm having modern Contract De- 
partment. 


Address Box I-699, care of Harpware Ace, New York City. 


HELP WANTED 








SALESMAN AND ESTIMATOR 
experienced on builders’ hardware required by prominent American Sales 
Organization operating in Shanghai, China. Candidate must be unmarried, 
about twenty-five years of age and should have had several years of prac- 
tical experience with architects, builders, and manufacturers of builders’ 
hardware. He must be capable of taking off material lists from plans and 
specifications. Salary $250.00 per month under a four year contract with 
traveling expense to and from China paid. Write fully details of your 
experience in first letter. Address Box I-705, care of HARDWARE AGB, 


New York City. 

















BUILDERS’ HARDWARE MAN who can figure Corbin or Russwin 
hardware from plans wants position as manager or assistant manager of 
Builders’ Hardware Department. Have had experience in both wholesale 
and retail, and can furnish A-1 references. Age 26, married and now 
employed. Address Box 1-964, care of HarpwAre AGE, New York City. 


SALES ACCOUNTS WANTED 


WELL ESTABLISHED manufacturer’s representatives calling on 
wholesale and retail hardware, lumber, implement, plumbing and _ sheet 
metal dealers would like additional specialty, tools, cutlery or heavy 
hardware_and building materials lines for distribution in Washington, 
Oregon, Idaho, Montana and Utah. Address P. O. Box 1155, Spokane, 
Washington. 
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Classified Opportunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 





MANUFACTURERS REPRESENTATIVE—Located in New York 
— for the past 10 years wishes additional staple lines for Hardware 
and Mill Supply Trade. Have excellent connections with Resident Pur- 
chasing Companies. Hardware Dealers and Large Consumers. Address 
Box I-700, care of Harpware Ace, New York City. 





SALESMAN with 15 years’ selling experience in hardware and kindred 
lines, desires good lines on commission basis for South Bend, Indiana, 
and territory 120 miles radius. Would also consider exclusive line on 
salary and commission. Best references. Address Hardware Sales, 513 
N. 14th St., Niles, Michigan. 


I COVER New Jersey, North of Trenton; Eastern Pennsylvania and 
Southern New York State, selling Hardware and Housefurnishing trades. 
Want worth-while additional line. No advances sought, some established 
_— desirable. Address Box I-683, care of HarpwarE AGE, New York 

ity. 


SALES ACCOUNTS WANTED by well established organization lines 
to sell Hardware and Mill Supply jobbers in States of Louisiana, Texas, 
Mississippi, Arkansas and Alabama. Salary or commission basis. Refer- 
onc exchanged. Address Box I-673, care of Harpware AcE, New York 

ity. 


SALES REPRESENTATIVES WANTED 


_ WANTED: Well educated, experienced salesman, accustomed to visit- 
ing the hardware trade. Our line is not hardware, but preference will 
be given man who has sold general line of hardware and who has no 
objection to being constantly on territory. Only sincere, hard workers 
need apply. We have a fascinating proposition for the right man in 
territory open in the middle west. Address Box I-704, care of HARDWARE 
Ace, New York City. 


. SALESMAN to sell a factory line of baskets direct to dealers and 
jobbers, department stores, hardware, variety, furniture, and floral trade. 
The line is staple and sells in all seasons. Plenty of good territory open. 
Must have car. Commission paid weekly and no objection to one side 
line. State territory covered and lines carried. Address Box I-703, care 
of Harpware AcE, New York City. 


WANTED—Agents calling on architects, contractors and owners to 
sell the Guardian door announcer. Write for full particulars. The 
oo Manufacturing Company, 100 West Chicago Avenue, Chicago, 




















REORGANIZED COMPANY, with long established trade, manufac- 
turing Police Billies, Pistol Holsters, Riding Crops, Leather Watch 
Chains, excellent assortment of Dog Furnishings, has opening for a few 
reliable representatives on commission basis. Give full information with 
application. Post Office Box, Falls 33, Baltimore, Md. 





WANTED commission men acquainted with the hardware department 
store trade tq sell our line of hardware, house furnishing goods and cut- 
lery on a commission basis in the following States: Tennessee, Kentucky, 
Virginia, North and South Carolina, Georgia, Florida, and Minnesota. 
Address Box 1-690, care of HARDWARE Ace, New York City. 





WANTED by manufacturer of complete line of builders’ hardware and 
other specialties, a representative for Eastern Canada including Ontario, 
Quebec and maritime provinces, to sell on a commission basis, Address 
application to Box I-701, care of Harpware AGE, New York. 





JOBBER REQUIRES SALESMAN to cover Rockland, Orange and 
Sullivan Counties, New York. Preference given to man with retail hard- 
ware store experience, residing in the territory. Apply by letter — to 
Sales Manager, Igoe Brothers, 61 Metropolitan Ave., Brooklyn, N. Y. 





WANTED SALESMEN—To sell hardware, furniture or other dealers 
high grade special sale day items. Profitable side line. Liberal com- 
missions paid each week on accepted or Write for details. Royal 
Manufacturing Co., 1721 Canton Ave., Toledo, Ohio. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acz, New York City. 





WANTED-—Salesmen calling on hardware stores, housefurnishing trade, 
department stores and jobbers to handle as side line our braided novelty 
rugs; large commission. Wilkens Mfg. Corp., White Plains, New York. 





ROPE SALESMEN WANTED—100 per cent pure —_ rope 17c. Ib. 


basis. Fast selling side line, five per cent commission. TED FIBRE 
COMPANY, 82 


outh Street, New York City (Foot of Wall St., and 
East River). 








LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 








tunities. 


Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


‘“‘Classified Opportunities Section”’ 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 








A 
Addison-Leslie Co. ....+-ee5+6+ 74 
Alabastine Co. ..----eeseeeeeee — 
Alexander Hamilton Institute... — 
Allen, L. B., Co., Inc.........-- 208 
Alliance Mfg. Co......-+-e00% 24-25 
Allith-Prouty Co. .....-+++++++213 
Almo Trading & Imp. Co....... 203 
American Chain Co........++++ _ 
American Fork & Hoe Co...... 17 
American Gas Machine Co...... _ 
American Multigraph Sales Co..155 
American National Co.........- —_— 


American Nut & Bolt Fastener 


American Ring Co. ....-+.eeees 
American Saw & Mfg. Co....... — 
American Screw Co.....+.++0++ 
American Sheet & Tin Plate Co. — 
American Stainless Steel Co.... — 
American Steel & Wire Co....30-31 
American Swiss File & Tool Co..216 


American Telephone & Telegraph 


Sb; ce seor acd enege een rs 36 
American Weekly ....... peeews 59 
Ames Shovel & Tool Co..... i 
Anti-Borax Compound Co....... _ 
Apex Mfg. Co....-seeeeeee oo0e = 
Arcade Mfg. Co........eeeeeee% 43 
Armstrong Bros. Tool Co....... 5 
Armstrong Electric & Mfg. Corp. — 
Armstrong Mfg. Co.......++-++ 73 
Associated Factory Distributors. — 
Atkins & Co., E. C.....-eeeeees 88 
Atlas Ansonia Co.......++-+00+ _ 
Atlas Tack Corp.......s-sseee> 174 
Atomister Corp. .....+sseeeee- 221 

B 
Babcock Co., The W. W......- s § 
Bakelite Corp. .......56. noes 61 
Baker, Geo., & Son.......-.s- 207 
Barney & Berry, Inc........++. — 
Bartlett Mfg. Co......ccsceeee 210 
Barton Corporation ......+..+. 29 
Bassick Co. ...csccccsccccesese -— 
Beall Tool Co... .cssesesesceces - 
Beckley Ralston Co........ ones == 
Bemis & Call Co........seeeees 221 
Bernz Co., Inc., Qtto.....es00. — 
Bethlehem Steel Co. .....-.+++ 16 
Birtman Electric Co.........+++ _ 
Bissell Carpet Sweeper Co...... — 
Se ee 6 ee Se 205 
Blaisdell Pencil Co...........-. 201 
Bommer Spring Hinge......... 55 
Mater: (50, TS Wesepscssencees _ 





Boston Woven Hose & Rubber 


ial sks cauesEeceehshunseveen — 


Boston: Varsiten 106.666..<05%04 _ 
Boucher Mfg. Co., H. E........ — 
racks” Mite; (os, Be S..02006000 —_ 
Breed Wie. 6o0i6isascscseess 212 
cee A a ee ree _— 
Bridgeport Chain & Mfg. Co.... — 
Bridgeport Hardware Mfg. Co.. — 
Sridgeport Screw Co...........218 
Brown & Sharpe Mfg. Co....... 71 
DED GBs = Gis anc dasiew oes _— 


Buffalo Wire Works Co., Inc.... — 
Burnley Battery & Mfg. Co..... — 


Carport G0. 55.0455 0-v 0 20% 157 
ERODE SEER. S906 5 séca esas dae — 
Cham’ Sepducts 150.5 2365650005 — 
Champion De Arment Tool Co.. — 
Chase Brass & Copper Co....... —_ 
Cee a Be. Beis sasbaeese ~ 
Chicago Roller Skate Co........ a 
Chicago Spring Hinge Co....... 165 
6 Pg ae ees _ 
Clark Bros, Bolt Co... 0.00000 217 
Ga a Bk sass esha senses — 
Clay Equipment Corp........... _— 
Clemson Bros., Isic... ...sccecsese -- 
Cleveland Quarries Co.......... 180 
Cleveland Twist Drill Co....... 213 
Cleveland Wire Spring Co...... 218 
Coldwell Lawn Mower Co....... 60 
Coleman Lamp & ‘Stove Co..... —_ 
Columbian Rope Co............ 153 
Cpe SO. «60s 0060056050 _ 
Congoleum Nairn, Inc.......... —_ 
Consolidated Electric Lamp Co.. — 
Continental Screen Co.......... _— 
Continental Steel Corp......... 42 
Cues ngs BES Coss dnc ccad 197 
Corbin Cabinet Lock Co........ 38 
RN, Fs OR Bas nsacencacssen 171 
Corbin Serew Corp....0ccccscese 70 


Cortland Grinding Wheels Corp. — 


EPOUCRIE OON SOO. 5 55055000 ese _— 
Cronk & Carrier Mfg. Co.......212 
Crown Cork & Seal Co......... 214 
Cyclone Fence Co.........sc00. 78 
D 
GN: ls can ederactusees _— 
Damascus Steel Products Co.... 72 
Dazey Churn & Mfg, Co....... — 
De Laval Separator Co.......... os 





[PR SOU, ib b.vtc0s ess evo essen 
PMNS Law witsiknuneie scans _ 
REE: NOD: <o oe a aik os pide eR hoiats — 
Diamond Calk & Horseshoe Co..219 


Dickson Weatherproof Nail Co.. — 


ee Ch , Mivedcbacenavuwns 72 
Display Material Co............ — 
Disston & Sons, Inc., Henry.... 1 
Dixon Crucible Co., Joseph..... 73 
Domes of Silence, Inc.......... 226 
PRE BOWER. F006 650.5009 y 68000 184 
Duluth Show Case Co.......... 74 


Du Pont de Nemours & Co., 
Ricksessaconssucbesucnsaseaee -- 


Durable Toy & Novelty Co...... — 
E 
SS en. at oe a ee 187 
Eagle-Picher Lead Co. ......... —_— 
Basteta BON WOO: c o5ieseescsvas 217 
Eastern Tool & Mfg. Co........ _— 
RORY: SEONG Wiknicaseesaedewsess —_ 
Eclipse Machine Co.,.......... 2 
Edison Electric Appliance Co....221 
Ree Rhee on ase esiuesiove cen’ 196 
a ok, ee ne 216 
Pacciric (atlery Ce. ccccsscaes —_— 
Electric Soldering Iron Co...... 185 
Enterprise Mig. Co.....00.ses0 _ 
6d |. a eer 181 
Evansville Tool Works......... _ 
es ae ak |) er 53 
F 
Waithanks Co. s.cescsecsscicce’s — 
Fairmount Tool and Forging Co. 219 
Farrand, Inc., Hiram A........ 62 
Fate-Root-Heath Co..........0. 219 
Panitices Caster Gos o.cccnscess 74 
Parpersid Bite. Giisccscicsiceee — 
Flexible Steel Lacing Co........ _ 
Forsberg Mfg. Co. .......ce00. 189 
Péaaie Bite. Co. .scccscssscee’ 87 
PROUOTAO CODe ss wo0% 5400 sea Kn ss -~ 


Gendron Wheel Co. .....ccccces _ 
General Fireproofing Co......... —_ 
General Wheelbarrow Co........ 48 
Getz Power Washer Co........ _ 
Gilbert & Bennett Mfg. Co...... 9 
Gilbert Clock Co., Wm. L....... _ 
Gillette Safety Razor Co..... 193-194 
Globe Stove & Range Co....... = 


Gold Medal Folding Furniture 
Maly: SavtnGiGeseesewacas hak —— 





Good Housekeeping ............ 57 
Lg a ©: : al rr ear 26-27 
Goodrich Rubber Co., B. F., The — 


Greene Tweed Corp. of N. J.... — 


Greenfield Tap & Die Corp...... —_ 
srdemilee Pol M50... 6.06505 ss0eeas — 
asrimia, BEGe, 150...452ckaescks'vs 75 


RAS ORES; T0056 os vais aeons sSies _ 
Hanlon & Goodman Co......... _ 
a © a ae a _ 
Harrington Cutlery Co.......... 195 
Harrington-Richardson Arms Co. 169 
eter We Sd, We Roh sees cece 81 
meecwes, TH6;, 95 Ass css vse s 197 
Hercules Powder Co........000 _ 
Herschel Mig. Co., R,....2.600 173 
Hibbard, Spencer, Bartlett & Co. 90 
rast, WN. NN Brass Cosecdscicsc 221 
ROEM MD ciois's slp sivwneo gis.eu ech 46 
Holmes Products, Inc.......... _ 
Hoppe, Inc., Frank A.......... _ 
CttOR BEEP. Coisn ccc icsccee _ 
Household Magazine, The....... _ 
Houze Convex Glass Co., L. J...219 
Huenefeld Co., E. Hi... cccece a 
BRM, WES soe 5s sss cou eiew s _ 
Hurley Machine Co............ _— 
eiygrade Damp Co...6isc essex. 211 


I 


Imperial Bit & Snap Co......... 189 
Independent Lock Co. .......... 52 
Indiana Rolling Mill Co........ 209 


Indiana Steel & Wire Co....... 7 
Ingersoll Watch Co., Inc....... — 
Eves Co., 22. Bic iisccs eT thoes 
Ewan Bros: o<0. 65940 Oe -celes 20¢ 


Jennings Mfg. Co., Russell..... — 


Jiffy Boiler Plug Co.,....... oo 210 
Johnson Arms & Cycle Works, 
PURE) sc hades sues cheesy ot 63 
K 
Kansas City Chamber of Com- 
MEFCE ccceccccve | — 
Kantlink Manufacturers ....... -- 
oes, ©. 2, Mike: Co... ccecses 204 
er ES rosso Sse Ncs cece 215 
Kelly Axe & Tool Co........... 77 
Kenton Hardware Co........... -- 
de © Se ee - 
Keystone Steel & Wire Co...... - 69 





THE DASH (—) 


INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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THE ADVERTISERS INDEX {is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
Kilborn & Bishop Co............ — | Nileo Lamp Works, Inc........- — | Richardson Ball Bearing Skate Toledo Metal Wheel Co......... — 
ei oe —~i pordross. & ‘Sens, 6. Siiccscaes 183 Gs, oko eee tet ce weceees snes Toledo Pressed Steel Co........ 71 
Pe A TOUEE Lis 6 hadeeeswwes COA Norte: Mig CO... os ie8 o-ce06's 54] Richland Rubber Co............ : Toledo Wheelbaryow Co. ......- == 
Kohler Die & Specialty Co...... — | North Wayne: Tool Co.......5-. 70 | Rixson Co., Oscar C......-..-+- 182 | Tremont Nail Co.........-0e0ee — 
Kokomo Stamped Metal Co..... —= Norton Door Closer ‘Co. ........- 12 | Robertson, Arthur R........... ~~ p esmea Bite. Ci viksisik evs e asutend 32 
PREMOUIET OE OK we ascasweeaco us —_ Rotax Company, Inc........+-- 8] Trow & Holden.....s...eseceqs = 
Branish: Bros.,. Ihts..06..<600 — Ruby Chemical Co..........-+-220] Tubular Rivet & Stud Co....... — 
Oo —o Burdealt & Ward Bolt 18 Tucker Duck & Rubber Co...... 211 
wh pans thi aseas ra seal ~ | Turner Brass Works..........- -- 
CP Gedat: Geeic.25 ass desea ccs — | Russell Cutlery Co., John...... ete ee eee 
. rner, ay & oolwo ' 
L Oliver Iron & Steel Corp....... — | Russell & Erwin.........ese00- 176 pCR oo. so ccc we Mpa Ee 65 
Lamson & Sessions Co.......... 34 | One Minute Mfg. Co.......+++. ai 
Landers, Frary & Clark........ 39 Oneida Community, Ltd........ —— 
Libbey-Owens Sheet Glass Co.... — Onken Co. Oscars «cise wee e's _ s U 
Lidseen Co., Gustave........... 75 | Ontario Knife Co........++.++. 190 
Biiieli Gower said oxcdeDdisisdsas __ | Osborn Mfg. Co.....,.cseeceees 151 Grete Utes LOUisi cs s<cance 216 Union Fork & Hoe Co........+- 79 
Siesttrins HRA B ONG: oes xe de eawoaes 217 | Osborne & Co., C. S...seeeeeee <Gatiaa VAEGRNconccdsassescere 25 Union Hardware Co.........20¢ 13 
Luther, Inc. .23..cccceccecsees 167 | Oster, John, Mfg. Co........... 195 | Samson Cordage Works.......-- 172 | Union Steel Products Co....... 56 
Samubinl Cons tucses ek 20sieie scsi = U.S. Cartridge Ce. +... scadcsicwes _ 
Sargent & Co....ccscsrceonees 10-11 | U. S. Chain & Forging Co...... = 
P Schatz Mfg. €o...-.++e+seeeees — | Universal Fixture Corp.......+- = 
M ‘ ee Pe Scilkes Tate Ce oc ciiesseroes __ | Up-to-Date Machine Works..... 216 
age Steel & Wire Co.......... 2! : a 
McKinney Mfg. Co........ee00. = ‘lipaan Co 220 Schrade Cutlery Co.......+..-- 195 
Malleable Iron Fittings Co...... ~ | sete Moveliy Co __ | Scott Pump COisisescaceseesewns — 
Novelty Coivcc ci cccsesss = 
Malleable Iron Range Co........ imei Stee eWileox Co 177 Segal Lock & Hardware Co.. mee Vv 
= i RueGuse 6s ss : : 228 
Mansfield Lock Washer Co...... “| Peerless Handcuff Co...........221 a ieempete salah ‘ Vaughan Novelty Co. .......... 226 
Mansfield Tire & Rubber Co.... — Pelouze Mig. Co..-.560050 6scces — pager aot ye He ky te . e ,. Vaughan & Bushnell Mfg. Co... 3 
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A complete line of chisels, saws, 
adzes, etc. Forged from the 
very finest of tool steel and hand 
tempered. Pay what you will, 
youll get nothing better at 
double the price, for science has 
yet to find a better way to fabri- 
cate such tools. 


QUALITY —the best custom 


builder. 
SW W—the line to do it with. 


L. & I. J. WHITE CO., Division 
SIMONDS WORDEN WHITE CO. 
Main Office: Dayton, Ohio 
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Mae 
ue e >'can Opener 


KLEEN KUT 





IT’S A WINNER! 


Another Vaughan Hit! A 





little giant can opener 
that cuts the top out of 
all sizes and shapes of 
cans with ease and saves 
the juices. A geared 
roller can opener at a 
startling low price. Check 
this new Kleen Kut Can 
Opener with any can 
opener on the market re- 
gardless of size or price 
—compare it on features 
—add to this the Vaughan 
reputation for quality in 
kitchen tools and you'll 
say that here’s a can 
opener that enables you 
to outsell all competition. 





operation. Cuts a 
safety curled edge 
that saves the juices. 






10 Exclusive Features 
of Kleen Kut 
Cuts top out clean, leaving a safety 


curled edge. 
2. Operates with ease and smoothness. 


TRADE MAR 
CAN OPENER 3. Opens all cans, large or _ small, 


round, square or oval. 

4. Will not shave or splinter edges of can. 

5. Cutter is made of high grade tool steel. 

6. Excellently finished—all parts polished and 
nickel plated. 

7. Attractively displayed on individual cards. 

8. Nationally advertised to create a demand. 

9. The smallest, simplest and most durable can 
opener on the market. 

10. Startling low price—nothing like it to re- 
tail for 15c. 

A wonderful kitchen tool and sure-profitable-seller. 

Free sample and prices sent on request to rat 

firms. 


Vaughan Novelty Mfg. Co. 
Mfrs. of Quality Kitchen Tools 
3211 Carroll Ave., Chicago, U. S. A. 






















REFILLS: 
D 19 Assort- 
ment: Packed 
“a % gross sets: 

-. 1 doz. each of 
coon 14", 5%", 34" 
and %*. $9 


DOMES of SILENCE 
are Nationally Advertised 


Being nationally advertised and well known 
makes them quick sellers. You’re sure of a 
good profit also. 

Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 


If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 





DOMES OF SILENCE, INC. 
21 Pearl Street, New York City 








Superior Hexa- 
gonal Netting, 
thoroughly gal- 
vanized, is a rec- 
ognized standard. 
Woven evenly and 
unrolls in a 
straight line. The 
best costs no 
more. 


The Netting with the 
Rooster Label 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


BRAND 
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Mechanically 
Minded Man 


VWiat 
VY () ¢ 


y het 


HE may be from any walk of life—this mechanically- 

minded man—banker, carpenter, clerk, farmer—but he 
has a great store of knowledge about tools and their uses. 
He’s a member of that large class of buyers numbered only 
by the hundreds of thousands that will continue to create a 
steady demand for quality tools the country over, and what’s 
more, he’s a repeat customer who buys only the best. 


You can get his trade by displaying the kind of tools he is 
already sold on—Millers Falls Tools. Continuous advertis- 
ing in the type of magazines which the mechanically-minded 
man reads from cover to cover has given this large class of 
buyers definite information about Millers Falls improvements 
—has made this type of man acutely conscious of the quality 
which over 60 years of fine tool making have given the 


Millers Falls line. 


Keep a Millers Falls display in a prominent place in your 
store. It will pay you regular dividends. Write us for in- 
formation regarding the displays for the 12 major Millers 
Falls tool lines—colorful, compact displays that command 
attention. Use the coupon. Millers Falls Company, 
Millers Falls); Mass.; New York: 28 Warren Street; 
Chicago: 9 So. Clinton Street. 


CABLE ADDRESS » rOGL> MILLERFALL NEW YORK 


MILLERS FALLS !OOLS 





MILLERS FALLS COMPANY NAME> 0 6sis6 cme 
Millers Falls, Mass. 
Address ....... 
Send me information on displays of the Millers Falls 
RIN 5S etka 0ie 


major tool lines. 
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This compact three color display is an 
attention-getter. Every tool in the as- 
sortment is a good seller. 





There’s money in pushing the sales of 
hack saw blades and frames. Here is 
just the display that will do it for you. 


ROOGE 6.6 6s 606 8h eRe Kew 
HA 2-6-30 
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INTERNATIONAL DISTRIBUTORS 
Diamond EpGE. DIAMOND Epce 
TOOLS "%&> ser = CUTLERY 4 


ee 
“DIAMOND EDGE IS A QUALITY PLEDGE” 


we 





Shapleigh National Series No. 1549 . 
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